
3

5 6

SIX OPPORTUNITIES 
FOR BRANDS TO SEIZE

UNCOVER SUBCULTURES

People are identifying now more than ever with niche 
communities, and brands that connect with relevance will 
build stronger relationships with these audiences.

Key learning: Tailor small to ripple big— find sub-
cultures that your brand can win with and use media to 
scale. With consumers spending more time online, the 
potential reach is endless.

DATA IS THE GUARDRAIL, 
NOT THE ROAD

While data sounds seductive, it can be profoundly 
limiting given that most brands are working with the 
same information. Media has the power to unlock the 
next wave of creativity, and data can help fuel a big 
idea. However, there is little value in data on its own. 

Key learning: Find interesting ways to use data 
across the entire creative process and leverage 
different perspectives and skillsets to make magic 
happen. Data could prove especially helpful now, as 
consumer behaviours shift rapidly due to the COVID-
19 response. 

1 2GET COMFORTABLE WITH BEING 
UNCOMFORTABLE 

We have learned a lot from the digital disruptors 
who have quickly risen to the top. What makes 
them different? Being nimble, taking risks, and the 
willingness to fail. 

Key learning: If this pandemic has reinforced 
anything, it is that brands that embrace living in a 
constant state of beta will always stay ahead of the 
competition.

RETHINK MOBILE eCOMMERCE

It’s no longer enough to think that a “mobile-first” 
strategy means automatic screen optimization. 
Marketers need to creatively leverage every part of the 
consumer mobile experience. 

Key learning: With COVID-19 keeping us in our 
homes, leveraging visual search opportunities will be a 
key differentiator for brands looking to win the 
eCommerce experience. 

THE NEW CURRENCY: ETHICAL DATA

If 2019 was the year of data privacy scares, 2020 is 
seeing consumers adopt a different perspective: Take 
my data, but tell me why. 

Key learning: In today’s climate, quelling 
uncertainty can be achieved with facts and rationality. 
Brands that are transparent around data usage will 
win consumer loyalty. 

HOW BRANDS CAN BELONG

Culture has been a powerful mover and shaper, 
influencing our attitudes and behaviours as a 
society. Though brands have taken note and tried to 
hitch a ride on cultural bandwagons, there is a real 
risk of being seen as inauthentic if a brand doesn’t 
“belong” in that particular movement. 

Key learning: Aligning your brand with a larger 
purpose is a requirement of consumer loyalty. Now 
more than ever, it’s important to strike a balance 
between being relevant and considering the 
sensitivities of consumers living with potential 
physical or economic hardships. 

In this turbulent world, it feels more important than ever to understand how to 
navigate the changing landscape of today and tomorrow. For answers, we’re looking 

back at a moment when we as an industry were able to come together to discuss 
the big questions on the horizon. 

At last year’s Navigating the New Reality client summit, we identified six key 
opportunities emerging from the content presented by thought leaders from across 

our network and media partners. 

Today, as we live through this period of unprecedented change and uncertainty, 
these key opportunities feel more relevant than ever– and for marketers, they should 

be kept top of mind. 

4




