When upheaval
leads to elevation

Marketing and customer insights from the
year that changed everything

Designit

a wipro company
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Obsolete

ob-so-lete

AT

It's a word no marketer wants to hear. Yet, in
2020, practically overnight, entire categories of
products and services, at times encompassing
entire industry sectors, were no longer in demand
or even accessible. Business budgets were
reduced, customers couldn't or wouldn't shop

in person, and many businesses had little to

no digital presence.

Armid the upheaval. some brands came out
relatively unscathed, and some were even better
positioned than before and flourished. What
was it that enabled them to not just survive,

but thrive?

Designit

In the past year and a half, brands have had to
react to unforeseen global changes. Customer
and employee needs and expectations changed
rapidly. and priorities were redefined. In the face
of a public health crisis that pulled us In many
directions, authentic connection became the key
Ingredient to brand survrzal
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before and
after
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delivered a sense of carmrnunity and shared purpose endured

The p\'essureg of the pandernic accelerated shifts in how
carnpanies in general—and marketers in particular—do business
So what are the critical challenges and open opportunities for
brandsto ‘\Jstam this morrenturn in 2021 and into the future?

|



To get a pulse on the changing ethos, we connected with
marketing and customer experience executives in leading
organizations all over the globe. We wanted to understand
how these leaders are faring and what is top of mind for
the coming year. In this report, you'll find the results of our
research, which uncovered five key areas where brands
are called to build on the work they've already begun.
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Turn a

moment into

a movement
Marnenturr for real
changs has been created

over the last 12 months,
Sa now what?
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Lean into
humanity as a
brand strategy
Nows we withess the

srnergsnce of the authenti,
purpose-driven brand

03

Make your
way through the
data labyrinth

It has never been rmore
important to be able to
access, understand, and
rnake the rriost of data

04

Foster
connection as a
two-way street

Thinking outside the virtual
“bew” Is key to engaging
raeaningfully with custorners,
and ernployses.

05

Demystify
customer
experience

Splintered. irmrmaturs
custormer experiencs (CX)
is no longer viable, and a
holistic approach is the
way forward
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If 2020 has taught us anything, it's that no one knows what’s
around the next bend. But what is clear is that it's no longer
business as usual. There's a powerful momentum right now.
Here's where you can dive in and learn from those who are
already making the most of it.



Marketers

met the

challenges of

2020

differently

In our research, we
met three personas—

Traditionalists, Progressives,
and Disrupters—that took

31%

Traditionalists

ranaged a changing
rnarket by ermplaying
tried-and-true rethods in
test-and-learn scenarios

“I mitigate risk by learning
from others’ mistakes and
making full use of tried and
tested methodologies to
meet our targets.”

60%

Progressives

applied a blend of
risk and caution in a
turbulent rrarket.

“I look ahead for inspiring
ideas and innovative new
ways to market. while stitl
ensuring we meet

our targets.”

9%

Disrupters

were either ready to mest
the moment because the
dernands of 2020 often
led to changes they had
long wanted to rake, or
they had to step up
because the new realities
and dernands of their
industries gave thern

three different approaches
to navigating the journey
and responding.

no choice.

“I turn all the marketing rules

Designit

upside down, shake things
up, and change the game to
meet our targets.”
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In this paper, we'll uncover areas where all three types of
executives agree on the need to reassess their growth
strategies. Some may be further along than others on their
paths forward and may differ in how they manage their
priorities along the way.
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Turn a
moment
into a
movement
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In 2020, many marketers made the maost of the
rorment. Tasked with leading their brands through
an unprecedented year of global change. some
executives found that they were often able to
address long-standing challenges and innovate
amid the tumult

Due to slobal shutdowns. brick-and-mortar stores had
to expand their digital reach or risk precipitous loss of
revenue. Safety concerns for employees changed how
ermployees warked, custormers interacted, and goods
and services were collected or carried out.

As brands evolved in response, customers quickly

adapted to the changes, which in some cases were
preferred to the status qua. Signs indicate that this
rmay be the beginning of a tectonic shift in how

we clo business

“COVID

has, across
industries,
compressed
decades of
digital adoption
into just a

few months.”
—Chief innovecn. prod.ict,

enz nrarketing offise,
tserneloey conpany
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Over the past year and a half. each brand
marksting personality worked to overcorne
the challenges they faced in their industry
and strove to transform how they did
business during the panderic and into the
future:

raditionalists applied tactics they rmay not
have custornarily taken and were willing to
aks more risk than prior to the pandemic.
They pressed to streamline processes,
reduce bursaucratic decision-making, and
update their product and service offerings

N

Progressives were the largest percentage of
the entire population we surveyed. Even in
sectors that were previously rmuch less
caverss, there was a diive to strike a

nce between mitigating risk and

g constantly shifting circurnstances
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There is no more
business as usual

Many Disrupters seerned to be less

impactsd by the chaos of 2020 than the
other segments. They worked to break down
silos net only within their companies but
within their industry peer groups—sormnething
rever ssen before—toirmprove communications,
products. and services and to streamline
processes with a continued focus on their
primary goals: growing their custorner base,
long-term brand health, and innovation.

No rnatter what role brands playsd, In the
wake of all the upheaval. rarketing and CX
emerged mors important than sver. To
support this finding nearly three-quarters
of all exscutives we sunveyed expected their
budgets to increase in 2021



80%

60%

40%

20%
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Q,
74%
Sreakdown of
internal silos

O,
73%
Stecessful
chznoest
prad et or
senvice offerings

72%
Streanlined

processes and
protorols

0,
69%
Tried tactics
ceerned
ton isky
pre-COVID

64%

Adius ment of
messaging to e
meve authentie,
corrpassionate,
or trarsparerit

59%

ess
bureaucracy
and mere
Indepsndsrit
cecision-
making

32%

e rmore
with less

Strategies
and tactics
undertaken
to improve
business
performance
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Now is not the
time to let up

Marketing and CX leaders

acknowledge that the challenges

and market accelerations of 2020 are
not yet behind thern. They want to use
this opportunity to impact arganizational
change. move beyond legacy systems
and thinking, continue to break

down silos within and outside their
organizations. and continue to build
their brandls to differentiate for the future
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Hithin the next

12 months,

82%

of organizations will align their
offerings with new or changing
customer sentiments

and expectations.
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“fithin e next
two to three years,

82%

of marketing and CX leaders plan
to create a new breed of content
and generate experiences to gain
a sustainable, long-term
competitive edge.
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Lean into
humanity
as a brand
strategy
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In the first few maonths of the pandernic, the world
slowed, and. in some places. entirely shut down
Communities pulled together to support each other,
sending encouragement to those in isolation, taking
the time to recognize the heroic efforts of health care
warkers, and rallying around essential workers,

Accordingly, people craved that sarmne level of
transparency, empathy, and understanding frorm the
brands they supported. Consumers realized that
“business as usual” was no longer possible and were
happy to accept the necessary pivots and
carmprornises so long as companies communicated in
a human, transparent way.

“The word we
used for the
whole year was
‘empathy’ The
customer does
not heed their
problem to be
solved, but they
need to be heard

and understood.”

—Fuscdtive vise crasdent a-d

conmunications officst.
delivery senvices conpany
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Moving forvard. b n no longer hids
behind corporate wi he veil between
cormpany and custorner continues to
dissolve. Rather than putting their values on
a landing page and forpetting about them,
rmany brands today are aware of the need to
work toward actually living their idsals

Some brands used to think that

transformation could wait. or that their
product or service was “pood enough.” E
better-informed custorners have d
more, judging a cormpany not jus
product but on how that prod
be. Brands that allow custorne
story and purpose are vieweg
trustworthy and hurman




39%

Characteristics
seen as

critical for
brand success

8%

‘ Transparent

Authentic

Ermpathetic
Purpose-driven
0,
23%
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Make your
way through
the data
labyrinth
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Marketing and CX executives can paint a
comprehensive picture of what marketing technology
they should employ and the data required to elevate
their business. But it's not unusual for them to have a
subaptimal set of tools or to not have the support to
fully optimize their current tool set and align it to

that vision.

So, marketers want {and need) a cohesive tool set to
provide personalization for their customers. And
companies strive to have data solutions that provide
real-time, actionable insights and analysis. But
currently. executives have little access to data, too
rmuch unstructured data, or not quite the actionable
data they need. Bringing their vision to life is a big
opportunity.

The executives we surveyed are challenged with
defining a true data strategy and a clear road map to
mplement it. Rather than understanding the data and
unifying it with a seamless integration, toc many
businesses have applied Band-Aid solutions to address
the data challenge in disparate silos.

“Marketing without
data is just fluff.”

—& voal head of
nrarketing scerations,
biotech nolooy company
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For leading marketing and custormer
experience executives to be successful, a
defined, aligned plan of action for making
their way through the data labyrinth is
essential. Among those executives who
share the responsibility and
decision-rmaking around data and analytics
within their organizations, coming to
internal alignment is a first step. Then a
data strategy is essential, with the custorner
at the center.

Once a customer-focused data strategy is
defined and socialized with the executive
tearn and stakeholders, companies rmust
then streamline and connect it to the
appropriate systems and channels
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Looking ahead to the next

two to three years,

81%

of marketing and CX leaders
believe personalization and ease
for the customer at every digital
touchpoint will be critical.

62%

cite a need for a 360-degree,
data-driven view of their customers.




80%

60%

40%

20%

63% 55%
Artific’al Machine
intellivence learnng
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42%
—eadless
comrrerce

32% 28%

“igita Chataots
marketing
seftwan

24%

Augrerited
reality

21%

Vo'ce
interfazes

17%

Virtiz!
reality

Technologies
anticipated

to change

how businesses
operate

and perform

O
15% 3%

Spatial Slockehaln
corrputing
Viner usrcavel leads fo e et o 20
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Foster
connection
as a two-way
street
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When customer interactions were suddenly all digital. it
became harder than ever to meaningfully connect. In
talking about the challenges of making this shift,
rarketers mace one thing clear: people need

to be heard

Online fatigue is real. and it has made it more
challenging for marketers to engage customers
virtually. The modern custorner requires two-way
dialogue. Identifying the right ongoing content and
experiences to satisfy that need is key.

To meet the new cultural landscape. our interviewess
had to adjust messaging and content. Overwhelmingly,
they emphasized the need for conversation
storytelling, and connection with colleagues,
prospects, customers, partners, and vendaors.

“We saw massive fire
drills. A lot of our
marketing plans were
thrown out the
window. [Qur efforts
became] more about
relationship-building
than selling.”

US “narketing sader hieatth
care comzany
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~ Companies need to
look inward too

Marketing and customer experience Employses also want to know that the
executives and chief experience officers vision. mission, and core values of their
ars also realizing that the need for organization ars an intsgral part of their
connection as a way to drive business day-to-day and reflected across how the
success is not just about customers. With company does businsss. They want

81 percent of them betting on employee opportunities to engage. to feel that the
ehgagsment as a competitive strategy, company they work for cares about them,
building relationships with employees is and to see that the cornpany’s values
also kay. mirror their own.

When rerote work became the norm fer
rnany organizations. employees craved the
same two-way dialogue and conngetion
that customers want frorm the brands they
support. In the absence of watsrcooler and
breakroom conversations, everyone has had
to work harder to be more than just a voice
on the phone
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360-degree
communication
is key

In keesping with this need for authentic communication
across the spectrurn of stakeholders. brands that enabled
custormers, clients, and employses to connect in a shared
space fostered true engagernent and provided
opportunitiss for changs-making conversations. Creating
virtual roundtables to facilitate industry problem-solving
and relationship-building was an impact-making

strategy in 2020
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70%

of executives are prioritizing
implementing purpose-led initiatives
to become or stay industry leaders.

63% are focusing on environmental,
social, and governance initiatives.



80%

60%

40%

20%

81% 76%

=nhancing nproving
employee cLstorner
well-seing experienee
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63%

“ocusing on

environriental,

sacial, and
governancs
ntatives

61%
esign thinking
{Lnderstanding
eLstomers
needs, rao'd
pretotyping
rensraling
creative ideas)

53%

cading the
wayin
civessity

and inclusion

33%

Creative
storyelling

Business
strategies that
companies are
prioritizing to
become leaders

24% 12%

Gaolng Sezrticipating
carbon-neutral  In more
by 2035 secial action
(BLM.LGEQ)
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Demystify
customer
experience
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Many brands, lost ground in 2020, and even brands that thrived
saw how the collective experiences of the last year changed
custamer expectations. Thus. implementing a frarmework to
deliver end-to-end CX that meets eonstantly shifting customer
needs, expectations, and delivery optinns has becorne key. As a
result, companies that don't have an integrated customer
experience management (CXM) prograrm and approach keenly
feel the growth gap betweesn themselves and those that have
mature, ermbedded CXM prograrns.

Because they don't want to be caught unprepared again,
exacutives are shifting priorities to address the need to execute a
broad CX strategy. Theres a desire to instill organizational
capabilities to readily react to changing customer expectations. In
fact. cornpanies are cormmitting more budgst to improving
custarner experience this year, and the majority of brands (90
peresnt) already have or are actively recruiting a chisf

experience officer.

Although prioritizing CX as an essential growth strategy was
consistently rmentioned as a first step, most leaders adrit to
struggling with where to begin to implernent arganization-wide CX
Irmprovements. And as we look to 2022 and bayond, Progressives
and Traditionalists are prinritizing CX lowsr than technology, with
less than half of sach group selecting it over personalization or
emerging technology.

As we've seen throughout our research Disrupters are charting
their own course. Staking their brands’ success on differsntiation
they effectively employ CXM best practices to deliver intentional
{and exceptional) product and service experiences.

“We need to have
conversations with
our customers. We
need to change the
way we do business.
Everyone knows
customer experience
is needed, but they
don't necessarily
know how to

get there.”

—Chisf ma-keting officer,
“echclogy comoany
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80%

60%

40%

20%

85% 75%

User Cusomer

experience percestior of
the brand
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73%
Connection to
the trand

0,
58%
ersonalizetion
asross chanrels

55%  44%

Salancing everaging
custorner custarner
experienee cata

with business

prefitaility

40%

Atuitive
website end
cigitzl
interactions

31%

Research

Executive
rankings

of the

top elements
of customer
experience

22% 17%

=ngaging Measurernert
content
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CXMisn’t

One reason for the CXM struggle of so
many brands may be that most executives
equate customer experience with user
experience and “personalization across
channels” This confusion and ambiguity is
cormnmonplace in cornpanies with less
mature CXM practices. The challenges
rarnain in how to establish an end-to-end,
fully operational CXM frarmework that is
embedded in the organization

That said. many executives did share
isolated efforts to improve specific
expearienees. We heard stories of sales
programs being switched off so all focus
could be on helping customers keep their
lights on, and of bankers helping small
busingsses set up e-commerce platforms.
ut for too many brands. a holistic

ach remains elusive.

n
experience; it's a
holistic strategy

Today, the importances of making CXM a
priority is clear. One place to start is to
understand that CXM isn't just a matter of
building better experiences. It starts with
defining a “Nerth Star X vision that
helps guide a holistic, data-driven
custorner experisnce stratepy, sroundsd
in a cross-channel voice-of-the-customer
prograrm. And then it's pairing that with a
corporate culture that emphasizes
continuous improvemsnt and always puts
the custorner first.
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71%

of orpanizations are committing
more budget to improving
customer experience this year.




Ride -
the .
wave

Managing the impacts of this turmnultuous
year pushed many leaders toward
unconventional thinking, but will they
rnaintain it?

To solve the problems on the horizon,
marketers and CX leaders must rernain
bold, far beyond one rornent of crisis
Every decision they make must build a
connection with custorners and break down
walls. Without a genuine focus on creating
an honest, human brand, the gap between
what marketing departments deliver and
what custormers actually want will only grow.
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—— =
= - Marketers leaders are already working to
- [s] gap As we've seen, throughout 2020,

they tailored ressaging to be more empathetic,
sped up digital transformation. and engaged with
customers in new ways, which has created
palpable momenturn,

So. with robust data driving ways to

rieaningfully connect with custorners. and
content and experiences that inspire and unite,
rivarketing and CX leaders are on the right track.
Now they must go even further—because being
purpose-driven has becorne an expectation, not
an option

Designit

It's e longer enough to simiply make a product,
deliver a service, or provide an experience. Leading
brands understand the need for a clearly defined
purpoese that's embodied and consistertly delivered
in every conversation with their custormers

and ernployees

The strength of their purpose should inspire and
unite all their constituents—customers, ernployees.
partners, and stakeholders. To make the rmost of
the energy generated by the extracrdinary
challenges and opportunities of the past year, every
action that marketing leaders take has to propel
therm toward that purpose—and let it serve as

their North Star.
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shared Pad
progress

To meet the challenges of today for the success, achievement, )
and growth of tornorrow. brands of the world must turn change )
into progress. Progress that recasts our current challenges as

extraordinary opportunities. Progress that builds and improves

indelible customer relationships. Progress that creates

cohesive customer experiences with every comrmunication and {
at every touchpoint. Progress that biings ernpathy to brands,

utilizes data as a clarfying lens. and enables adaptation in the

endlessly complicated flux of the market culture, customer

rindsets, and daily life.

lgnite , A

']

With every step in the right direction, new future paths are
charted for the benefit of brands and the world alike

Designit
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60%

40%

20%
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80%

Accelerated
cigitel
transformatior

plens

70%
“ooused on
marketing,
tactios that
celivered the
biggest RD

63%
Werked to
understand
chanoing
customer
bshiavior

o,
61%
Adagted
messaging to
the currers
situation

60%
Teveloped
greater
c-commeres,
sales, direst-to-
LONSUInE, arid
orilire

capabi ities

Successful

strategies
implemented
during the
pandemic

53% 50%

Adagted Tooused on

marketing and employee

expericnees well-seng
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60%

40%

20%
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82%

Align t1e brand
with new or
chaneing
customer
sentii erts and
expeclalions

0,
82%
Temonstrate
=0l on
marketing
Irvestmers

81%
“ocus on
business agility
11 quinaly reant
to mar<et

wh anges

Q,
74%
Setter
understand
cLstamer
behanor

60%
Attract and
retan talert

47%

Sscome moe
cata-driven in
marketing and
intiatives

Top priorities
over the next
12 months
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80%
Strategies for
60% gaining a
competitive
edge over the
next two to
three years
40%
20%

84% 82% 80% 78% 62% 49%

Trictioriless Creatioriof he  Sersonaizaion  Realized value 360 dearee, Differentiated
inteeration of  nevt breed ct and ease at and vision of cata-driven view  cLstorner
ermerging content and every digtal martech of the eLstomer  experianoe
tecnologies experiences touchpeirit Investmers
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Methodology

meth-od-ology

NOUN

Ve conducted a mixed-methods research study
with marketing and CX executives globally to delve
into their pandermic responses and future visions,
validate opportunities to improve customer and
ermployee experiences. understand their desire for
purpose-driven marketing, and capitalize on the
importance of the future of data and technology
in marketing.

Designit
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Using a narralive modsl, we inlerdiewsd 22 exsculives
in December 2020 and January 2021 lo caplure Lheir
senlimenls. Inlerviewees represenled Lhe chemicals,
consurner goods and services, energy. rmedia and
enlerlainment. finance, hesllh care, relsiling and
lechnology induslries across Norlh America, Europe,
and Asia-Pacific.

We surveyed 1011 execulives in January and February
2021, Respondenls spanned induslries including
consurner goods and services, (inance. heallh care
insurance, relail, lechnology, and lelecommunicalion
services in Norlh America, Europe, and Asia-Pacilic

Respondents by
persona

@ (o Oo

Traditionalists Progressives Disrupters

Designit

Respondents by
region

Respondents by
industry

135

InsLrance

10 0 é:icailf-ic

Respondents by
company revenue

{InUS dollars)
I lgalth care

137

$100M-3$149M

wnuricetior
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About

Designit

a wipro company

Designit is a Wipro company that works at the
intersection of strategy. technology, marketing
and design

We ignite progress for brands to drive progress
for all

Designit is an experience innavation firm. We
help brands progress by designing new futures
bringing those innovations to market, and
connecting them to people around the world
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a wipro company

Kathleen Ulrich

Global Head, Corporate Marketing
and Communications

kathleen ulrich@designitcom
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