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OUR FIRST GLOBAL Marketing Trends 
report is, in many ways, a response to this 
Fourth Industrial Revolution. Yet, it’s not 

a technology report. For no matter which era we 
live in or the technology it brings forth, the human 
remains constant throughout this relay of 
revolutions. This report is intended to guide C-suite 
leadership in developing their strategies in this 
fast-changing digital milieu, while keeping the 
human front and center.

In this spirit, we set out to explore how brands can 
navigate the increasingly digitized business, 
economic, and social environment in a way that 
helps preserve—and even cultivate—their human 
connections. Through interviews with more than 
80 subject matter experts across the globe, we 
identified seven key trends on which every business 
will likely have to focus over the next 18 to 24 
months to help build a socially and human-
conscious enterprise. To create this report, we 
integrated new research and analysis, insights from 
academic literature, and stories from the field. 
While each of these trends varies in 

Introduction
The human connection 

Every industrial revolution was catalyzed by a major technological evolution. 
Today is no different. With 90 percent of the world’s data having been produced 
in the last two years and more than 26 billion smart devices in circulation, we 
are living in an era of unprecedented technological innovation—one that has 
spurred the Fourth Industrial Revolution.1 
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age—conversations around some are just starting 
to pick up in the public sphere while others have 
been noted in literature for centuries—there’s a 
common thread that runs through them, one that 
puts the human at the forefront of our 
digital environments.

Seven trends to help brands 
refocus on the “human”

Just as people expect brands to treat them like 
humans and not merely as transactions, they also 
expect brands to act more human. This means they 
expect the brands with which they interact to 
embody human qualities—be steadfast and 
transparent in their beliefs, consistent in their 
actions, and authentic in their intentions.

Our seven marketing trends are anchored in this 
human-first philosophy. Among these seven, we’ve 
identified two overarching trends, connecting 
nearly all facets of business, that help brands place 
the human at the center 
of their work. These are 
purpose and human 
experience. The first 
trend—purpose—and the 
focus of the first chapter 
of this report is 
foundational to why 
brands exist. Though 
purpose is not new, it’s 
more important now than ever to direct every 
strategic choice across the organization. Authentic, 
human-centric purposes are differentiated in the 
mind of society in a way that’s impossible for 
others to imitate. The second trend—human 
experience—weaves purpose across a brand’s 
interactions and relationships with its customers, 
workforce, and business partners, helping ensure 
that every facet of a company’s operations is 
aligned with making the world better for all the 
people it serves. 

Purpose and human experience unite the five other 
trends—fusion, trust, participation, talent, 
and agility. The third chapter—fusion—highlights 
how purpose and human experience are together 
the North Star that guides brands in choosing 
partners with whom to engage in large, open 
ecosystems. Our fourth chapter makes it clear that 
brands can’t accomplish purpose-driven work 
authentically without establishing trust across 
these ecosystems. 

Our hope: Putting the human at the center 
of our trends exploration can help brands 
forge their own path to making an impact 
that matters.
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1. Bernard Marr, “How much data do we create every day? The mind-blowing stats everyone should read,” Forbes, 
May 21, 2018; Statista, “Internet of Things (IoT) connected devices installed base worldwide from 2015 to 2025 
(in billions),” accessed September 12, 2019.

Endnotes

To help brands align with customer values, the fifth 
chapter provides guidance on how they can bring 
consumers into the ecosystem and amplify their 
participation. Chapter six discusses how talent 
should be nurtured in a manner that enables 
brands to best work toward their purpose. In the 
final chapter, we deconstruct what it takes to 
structure internal operations in an agile manner 
that empowers brands to not only move at the 
speed of technology, but also slow down enough to 
create moments that matter for all people 
they touch.

From the C-suite to the frontline workforce, we 
close each chapter with specific tips on how 
marketers can better position their brands and 
their companies in this digitally connected age.

The breakneck pace of technological change is 
simultaneously exciting and overwhelming, full of 
opportunity and the potential for missteps. Our 
hope: Putting the human at the center of our trends 
exploration can help brands forge their own path to 
making an impact that matters.
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Purpose is everything

MUCH LIKE WHAT a foundation is to a 
house, a conductor is to an orchestra, and 
a canvas is to an artist’s masterpiece—a 

clear purpose is everything to an organization. It is 
an organization’s soul and identity, providing both 
a platform to build upon and a mirror to reflect its 
existence in the world. It articulates why an 
organization exists, what problems it is here to 
solve, and who it wants to be to each human it 

touches through its work. While it’s not the first 
time in history businesses are pondering why they 
exist and who they are to their customers,1 the 
current trend based on our research shows that 
businesses are using purpose to create deeper 
connections with consumers, do more for the 
communities with which they work, attract and 
retain talent, and in the process, are achieving 
greater results and impact. 

Not every organization views purpose as an all-
encompassing ideal. Some consider it merely a tool 
to advertise who they are and what they stand for 
to capture more market share. Others believe 
selling quality products at the lowest price point is 
the only thing that matters to consumers. While we 
acknowledge instances of successful companies in 
the market aligned with this thinking, our research 
shows that what separates purpose-driven 

businesses from the rest are 
longevity and authenticity. 
Companies that lead with 
purpose and build around it can 
achieve continued loyalty, 
consistency, and relevance in the 
lives of consumers. Those that 
fail to identify and articulate 

their purpose may survive in the short term, but 
over time, people are likely to demand more.

Purpose-driven companies witness higher market 
share gains and grow on average three times faster 
than their competitors, all the while achieving 
higher employee and customer satisfaction.2  
Today’s consumers often identify with a brand’s 
purpose, seeking to connect at a deeper level even 

UNPACKING PURPOSE
In today’s world, purpose is paramount. The more businesses talk about purpose, the more it runs 
the risk of becoming just another corporate buzzword. But in its truest form, purpose is different 
from the rest. How? Purpose answers an all-important question, “Why does a company exist?”—and 
the answer can serve as the beacon for all organizational decision-making. 

Companies that lead with purpose and 
build around it can achieve continued 
loyalty, consistency, and relevance in 
the lives of consumers. 

Purpose is everything
How brands that authentically lead with purpose are 
changing the nature of business today 
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as the brand reciprocally aligns with who they are 
and who they want to be.

In a recent consumer poll, Deloitte asked 
respondents to share what they cared most about 
while making decisions about brands (see  
figure 1).3

Our findings revealed that many consumers today 
make decisions based on how brands treat their 
people, how they treat the environment, and how 
they support the communities in which they 
operate. When companies align their purpose with 
doing good, they can build deeper connections with 
their stakeholders and, in turn, amplify the 
company’s relevance in their stakeholders’ lives. 
Increasingly, businesses are harnessing the power 
and opportunity of aligning their purposes with 
societal good. In Deloitte Global CEO Punit 
Renjen’s Success personified report, leaders ranked 
societal impact as the number one way they 
measure annual performance—more than financial 
performance or customer and employee 
satisfaction.4 

In the following section, we discuss and 
demonstrate the significance of purpose-led 

business, offering insights into why some 
companies choose to drive business from purpose 
and how others can learn from such purposeful 
practices to evolve their own thinking.

Purpose with an impact
Many organizations are successfully driving 
purpose into their businesses for three main 
reasons:  

1. Purpose is a core differentiator. Purpose-
oriented companies have higher productivity 
and growth rates, along with a more satisfied 
workforce who stay longer with them.5 Our 
research shows that such companies report 30 
percent higher levels of innovation and 40 
percent higher levels of workforce retention 
than their competitors.6 While traditional 
trends might dominate purchasing behavior, 
new opportunities exist to connect with 
customers through purpose.  
 
In 2019, our consumer survey showed that 
price and quality remain the biggest factors 
driving customer decisions.7 However, many of 
the same respondents (55 percent) believe 
businesses today have a greater responsibility 
to act on issues related to their purpose. Those 
failing to do so risk being displaced by purpose-
driven disruptors. For example, Unilever’s 28 

“sustainable living” brands (i.e., brands focused 
on reducing Unilever’s environmental footprint 
and increasing social impact) such as Dove, 
Vaseline, and Lipton delivered 75 percent of the 
company’s growth and grew 69 percent faster 
on average than the rest of its businesses in 
2018 (compared to 46 percent in 2017).8 Soap, 
petroleum jelly, and tea are everyday household 
essentials, but by promoting sustainable living, 
these products became differentiated as they 
embody the company’s purpose.   

Source: Deloitte 2019 Consumer Pulsing Survey in the 
United States, United Kingdom, China, and Brazil.

Deloitte Insights | deloitte.com/insights

FIGURE 1

Top issues consumers identify with 
while making decisions about brands
Percentage of respondents

20%

How the company
treats its own 
people/employees

How the company
treats the 
environment

How the company
supports the 
communities 
in which it 
operates

28%

19%
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2. Purpose means something to all people. 
Purpose-driven businesses factor in the experiences 
of all humans they touch,9 as people want to work for 
and support a company whose purpose is focused on 
the greater good of society.10 “They are looking to 
work with companies that share their values, that 
actively express what they are doing to be a good 
partner with the world,” explains Carol Cone, founder 
and CEO of Carol Cone ON PURPOSE, often referred 
to as the “Purpose Queen.”11  Organizations that don’t 
clearly articulate their purpose to their customers, 
workforce, and partners may run the risk of falling 
behind or failing entirely.  
 
On the other hand, brands that have an authentic 
relationship with all their stakeholders can create 
meaningful connections with them, enabling those 
stakeholders to identify with and feel ownership of 
the brand’s purpose.12 This trend is only set to 
strengthen as young people around the world are 
growing up with a deeper sense of purpose than 
previous generations and are seeking out products 
that directly support causes about which they care. 
For example, 53 percent of South African millennials 
suggest they’ve changed their relationship with a 
business because of the impact its products or 
services have on the environment or society.13 
Moreover, younger generations also want to work at 
companies with an authentic purpose, with more 
than 70 percent of millennials expecting their 
employers to focus on societal or 
mission-driven problems.14  

3. Purpose is who they are. Purpose-driven 
businesses truly embed purpose in every action, 
aiming to leave an enduring impact on people’s lives. 
Increasingly, customers are looking to engage with 
companies that help them achieve their goals. 
Whether it’s Kellogg’s aim to “nourish families so 
they can flourish and thrive” through nutritious 
breakfast cereals; Patagonia being “in business to 
save our home planet”; or Sumo Salad aspiring to 

“make Australia a healthier and happier place”—
orienting business around purpose can help 

Our consumer pulsing 
survey revealed that 
more than 80 percent 
of consumers would be 
willing to pay more if a 
brand raised its prices to 
be more environmentally 
and socially responsible 
or to pay higher wages 
to its employees. 
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companies drive their operations toward 
outcomes people value, and in turn, deliver 
what stakeholders value.

Authenticity is paramount

The origin of purpose and its overlap with 
corporate social responsibility (CSR) can make 
customers, workforces, and partners wary of a 
business’s motives. While a company’s purpose 
doesn’t have to directly impact society as a whole, 
authenticity is paramount.

Many organizations leading with 
purpose deploy different strategies to 
ensure they demonstrate authenticity 
in everything they do. Here’s how you 
can do the same: 

1. Tell your story and make it 
impactful. Authenticity is rooted 
in a brand’s commitment to creating an impact 
and sharing its story. Procter & Gamble’s 
(P&G’s) push to become “a force for good and a 
force for growth,” for example, is rooted in 
telling stories about issues close to its purpose 
and what its customers value. P&G recognizes 
that more than 5 billion people across the 
planet use its products, and as a result, its 
campaigns seek to demonstrate its commitment 
to equality worldwide. P&G campaigns such as 

“The Look” and Tide’s “Wash Away Labels” 
address issues such as diversity, equality, and 
unconscious biases.15 This can enable P&G to 
connect at a deeper level with its consumers, 
regardless of who they are and where they 
are from.

2. Walk the walk. Authentic purpose-driven 
businesses “walk the walk” by being transparent 
and accountable for everything they do. With 
incredible transparency and data at their 
fingertips, consumers today seemingly know 
everything about how a business brings its 

products to market. Our consumer pulsing 
survey revealed that more than 80 percent of 
consumers would be willing to pay more if a 
brand raised its prices to be more 
environmentally and socially responsible or to 
pay higher wages to its employees. Out of these 
respondents, 15 percent said that they would be 
willing to pay over 25 percent more for a 
brand’s items.  
 
Thus, when a brand leads with purpose—
authentically—it can achieve a “trusted status” 
with its customers, workforce, and partners, 
opening up new connections while increasing 

growth and revenue. Take the instance of Max 
Burgers, a burger joint founded in Sweden in 
1968, addressing the issue of climate change. In 
launching its Climate-Positive Burgers, Max 
Burgers aimed for greater transparency about 
its sourcing and the impact of its products on 
customers and the environment, helping earn 
trusted brand status in the process.16   

3. Put all humans at the heart of your 
decisions. Brands leading with purpose often 
occupy a meaningful place in the hearts and 
minds of all the people they touch. For example, 
at Deloitte, our purpose—making an impact 
that matters—serves as the soil from which 
everything else grows, influencing and fueling 
life in all parts of our organization, work, and 
talent. Our purpose guides everything we do—
from hiring and learning and development to 
who we want to be for our customers and the 
communities in which we work.  
 
 

While a company’s purpose doesn’t 
have to directly impact society as a 
whole, authenticity is paramount.
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Acknowledging the importance of diversity and 
inclusion and representing all humans in the 
decision-making process further proves the 
authenticity of a brand. To support inclusive 
decision-making, Deloitte encourages their 
workforce to apply a lens of empathy in 
everything they do. Supported by human-
centered design techniques, Deloitte 
practitioners are provided the opportunity to 
participate in training to learn approaches that 
encourage empathy by placing themselves in 
the shoes of clients, partners, stakeholders, and 
colleagues, to guide our collective work. By 
investing in training and learning, practitioners 
can better connect with people, and companies 
can ensure their people are their greatest 
ambassadors, helping achieve and 
communicate their purpose. 

4. Let purpose evolve with the organization 
and bond its people. Every business is 
founded with a core purpose, but purpose can 

require nurturing and revisiting too. Stoke your 
purpose over time, revisit your core DNA, and 
evolve it inclusively with all your people. Then 
use the findings to help bond people across 
siloed parts of the organization, define your 
strategies for customer engagement, cultivate a 
diverse culture, and define and refine who you 
are in the world.

Achieving meaningful growth

In a world overflowing with options, many brands 
authentically leading with purpose are discovering 
new opportunities to deliver value to their 
customers and the communities in which they 
operate. By leading with purpose, being authentic 
in how they tell stories and articulate their impact, 
focusing on all humans, and imbibing empathy, 
many of these companies are outpacing their 
competitors and leaving an impact on everyone 
they touch.
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FOR THE ENTIRE ORGANIZATION
BE AUTHENTIC: Allow time for your people to reflect on the role of purpose in their day-to-day work.

CREATE A CALL TO ACTION: Leverage purpose to rally the workforce around a common goal.

SHOW REAL IMPACT: Use data and insights to truly demonstrate how you’re accomplishing your goals. 
Move beyond reporting inputs and outputs to showcasing outcomes and telling stories about what 
you achieve. 

LEAD WITH EMPATHY: Understand what makes people across your organization and customers tick 
and why they support your brand. Walk in their shoes to inform and understand how your purpose 
impacts who they are. 

SEE CONSUMERS AS MORE THAN CUSTOMERS: People using and buying your product or service are 
active stakeholders, investing hard-earned money, time, and attention in your brand. Use data and 
insights to understand what they value and connect it to your purpose.

CHEAT SHEET

LEADING WITH PURPOSE

FOR THE CMO
MAKE SURE YOUR PURPOSE IS RELEVANT 

AND MATTERS TO YOUR CUSTOMER: You are 
responsible for representing the customer to 
the C-suite, so ensure that your purpose aligns 
with your customers’ values; whether it be 
sustainability, social impact, or product quality, 
purpose needs to resonate with customers.

BE THE CATALYST FOR LEADING WITH 
PURPOSE WITHIN THE C-SUITE: Showcase the 
importance purpose plays in positioning the 
brand in the marketplace.

ARTICULATE HOW PURPOSE INFLUENCES 
CUSTOMER PERCEPTION OF THE BRAND: 
View consumers as more than just customers 
and help others understand they are active 
stakeholders who invest their money, time, and 
attention in your brand. 

SET AN EXAMPLE FOR OTHER INTERNAL 
FUNCTIONS TO EXPLAIN THAT PURPOSE IS 
EVERYONE’S PREROGATIVE: Help people find 
meaning in their work and showcase how it 
connects to the purpose of your brand. 

FOR OTHERS IN THE C-SUITE
CEO: Talk the talk, walk the walk—identify 

your purpose, promote it through words and 
actions, and help build it into the fabric of your 
organization. Help employees find meaning 
in their work by communicating how your 
purpose connects to what they do each day.

CFO: Identify new metrics for living out the 
company’s purpose; be willing to play the long 
game and take risks to embed your purpose in 
financial decision-making. 

CIO: Be authentic and genuine about how data 
is leveraged for storytelling around the impact 
your brand creates. 

CHRO: Embed purpose in job descriptions and 
approaches to hiring. Deploy purpose-driven 
outcomes in how people are managed and 
evaluated to ensure authenticity is upheld.
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• Cameron Brown, Director, Head of Privacy, UK

• Will Grobel, Director, Customer & Marketing, UK

• Peta Williams, Senior Manager, Deloitte Digital Marketing & Insights, UK

• Wendy Stonefield, Director, Customer & Marketing, UK

• Nick Purdon, Director, Customer & Marketing, UK

 
The amplification of consumer participation
• Jennifer Lacks Kaplan, Principal, Customer & Marketing, US

• Melissa Schwarz, Senior Manager, Deloitte Pixel leader, US

• Balaji Bondili, Senior Manager, Hybrid Solutions & Incubation, US

• Grace Ling, Partner, Consulting, China

• Emma Gu, Manager, Customer & Applied Design, China

• Andy Sandoz, Partner, Chief Creative Officer, Deloitte Digital, UK

• Matt Guest, Partner, Deloitte Digital, UK

• Monica Hu, Manager, Deloitte Digital, UK

• Alex Curry, Partner, Monitor Deloitte, UK

Valuing your most important asset—talent
• Jannine Zucker, Principal, Human Capital, US

• Ashley Reichheld, Principal, Customer & Marketing Automotive, Transportation, Hospitality & Services 
sector leader, US

• Hilary Horn, Managing Director, Human Capital, US

• Yohan Gaumont, Equity Partner, Digital Customer leader, Canada

• Will Grobel, Director, Customer & Marketing, UK

• Gillian Simpson, Director, Customer & Marketing, UK

• Rupert Darbyshire, Director, Human Capital, UK

Diffusing agility across the organization
• Mike Barrett, Principal, President, Heat, US

• Jocelyn Lee, Senior Manager, Head of AI, Heat/Deloitte Digital, US

• Alan Schulman, Managing Director, Chief Creative Officer, Deloitte Digital, US

• Ed Grieg, Senior Manager, Chief Disruptor, Deloitte Digital, UK

• Martin Willets, Partner, Customer & Marketing, UK

• Yohan Gaumont, Equity Partner, Digital Customer leader, Canada

• Verusha Maharaj, Senior Manager, Monitor Deloitte, South Africa

Special thanks to the CMO Program team and the leaders of Customer & Marketing and Deloitte Digital 
for their insight and support through this journey.
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Contact us
Our insights can help you take advantage of change. If you’re looking for fresh ideas to address your 
challenges, we should talk.

Diana O’Brien
Global chief marketing officer | Principal | Deloitte Consulting LLP
dobrien@deloitte.com

Andy Main
Global head of Deloitte Digital | Principal | Deloitte Consulting LLP
amain@deloitte.com

Suzanne Kounkel
US chief marketing officer | Principal | Deloitte Consulting LLP
skounkel@deloitte.com

Anthony R. Stephen
US head of Deloitte Digital | Principal | Deloitte Consulting LLP
astephan@deloitte.com
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