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name but a few. Attracting and nurturing people with the competencies required
to thrive in this changing environment is a challenge faced by all organizations
today.

This kind of brand buy-in throughout the internal ranks of a company
does more than improve external responses. A brand persona—based around
an authentic message and genuine identity—is increasingly essential to retain
employees and attract new talent. As John Costello, president, Global Marketing
and Innovation at Dunkin’ Brands Inc. explains, “It's almost impossible for a
brand to say one thing and then operate differently; the explosion of social
media has seen to that. What is crucial to recognize is that marketing is
not only targeting consumers, its targeting prospective—and current—
employees” (Marketing Matters June 2015). Building a brand that manifests itself
in every touchpoint, and that everyone at a company understands, genuinely
believes—and sincerely wants to advocate for—is an ongoing effort requiring
collaboration far beyond the marketing department.

Inspiration and Insights for All

Do you think advertising could and should be far better? Do you believe you are
seeing glimmers of some powerful new connections from and with brands? Do
you recognize that social good is an increasingly crucial element of successful
brand initiatives? Have you noticed that advertising is about so much more than
television or billboards, with consumers—also known as people—taking increasing
control? Given the pervasiveness of brands in everyone’s lives today, you don't
need to be in marketing to make these observations, just as you don't need to be
in marketing to draw tremendous value from this book.

We hope to appeal to people across generations, disciplines, and geogra-
phy who feel there are far greater possibilities for leveraging the bridges between
brands, people, and society. The concepts in this book will especially appeal to
those with curiosity, open minds, and a desire for a better future. So, if you think
advertising could and should be far better, if you are in a leadership position
and want to know how to leverage what is possible and understand what is
needed, or if you are determined to change and need inspiration and some
language and frameworks to help engage your broader organization, read
on. We hope you are inspired by the rest of the book and look to the Advertising
2020 website for the complete set of entries from our insightful and aspirational
contributors.

Our greater hope is that our findings enable you to take action toward
co-creating a far more desirable future that aligns the interests of brands, their
stewards, and people, creating a net-positive impact on society at every touchpoint.



The perceived lack of preparedness is not only in regards to so-called “Big
Data” but all key marketing success factors. A 2014 survey by the Economist’s Intel-
ligence Unit found that more than 80 percent of marketing executives worldwide
say they need to restructure marketing, and 29 percent say the need for change is
urgent (The Economist Intelligence Unit 2014).

The insights of this book offer a roadmap for addressing these concerns,
helping CMOs—and their entire organization—be prepared for the change that
is happening and is likely to continue unabated for the foreseeable future.

Insights for the Entire Organization

As we look to the future that is already upon us, it is clear that the creation of a com-
pelling, unifying brand theme and its delivery through all touchpoints—including
every point of interaction a person has with a brand—affects the triple bottom
line and cannot be relegated to advertising and marketing alone. It requires the
engagement of all the organizational silos and top management, even those that
are outside of the traditional purview of advertising and marketing, to include and
coordinate product development to packaging and unboxing design, from offline
to online retail experiences, from face-to-face sales to all aspects of customer
service, from executive blogs to employee social media.

There are therefore five key reasons why all parts of an organization, and
not just the leadership, will benefit from the insights of this book.

First, advertisers and marketers are situated to have the best insights into
the changing consumer behavior and market dynamics that are key to the entire
offering of a firm.

Second, our conclusion that effective advertising and any message should
be delivered consistently across all touchpoints impacts all parts of the firm, as
many touchpoints are outside the control of advertising and marketing.

Third, with the advent of digital, big data, predictive analytics, cognitive
computing (e.g., IBM’s Watson), and artificial intelligence (e.g., Google’s DeepMind),
all parts of the organization are in the position to collaborate to undertake inno-
vative experiments that can benefit the entire firm.

Fourth, effective “advertising” at its best can offer a coherent and pow-
erful vision of the firm to all its stakeholders (employees, suppliers, distributors,
investors, partners, customers) that is relevant and inspirational both inside and
outside the organization.

And finally, the speed, magnitude, and interrelated nature of change
requires an agile and innovative organization which cannot be designed and
implemented only within the realm of advertising and marketing. It requires
collaboration among all organizational functions.

To be successful today and prepared for what's ahead tomorrow, every-
one—from product development, sales, customer service, and HR, to the CIO, CFO,
CEO, and presidents of the business units—must buy in, challenge the entrenched
mindsets of what's possible, and start experimenting with new approaches. Already
we are seeing a host of new titles to reflect a refined focus: Chief Experience Offi-
cer, Chief Insights Officer, Chief Customer Officer, Customer Journey Architect, to
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forces of change that have been buffeting these areas are reverberating across
the executive ranks, throughout all reaches of organizations, and on to their stake-
holders. The new concepts we present apply to large corporations and small
enterprises alike, to anyone who has the desire to understand and harness the
tremendous forces of change . . . or else risk being overtaken by those who do.
They are relevant for those not yet in the workforce who can bring fresh thinking
to their future endeavors.

Indeed, these concepts are for all of us who wish that advertising—and all
interactions with potential and current providers of products and services—didn’t
have to be so intrusive, irrelevant, distasteful, clueless, or presumptuous.

Many executives remain dismissive of the significance of advertising,
looking at it as if it were an afterthought—the final “gloss” added in order to sell
stuff. It is clear that one of the main hurdles is gaining the attention of the business
unit heads who see marketing as an expense item with unknown impact rather
than an investment with measurable returns. Such is the persistent reputation of

advertising. Deservedly so? Kevin Allen, founder and CEO of rekap Inc., examines
this matter:

Advertising in 2020 will not be "buy me,” it will be “join me.” We will no longer
be persuaders, rather advertising’s role will be dedicated to promulgating the
belief system of the brand citizenship, listening carefully to them, informing
and entertaining them, taking active steps to support and nurture an ongoing
dialogue, and in doing so the company and its brand will be made “buoyant”
by this community because of their recognition of the genuine support for
their interests. Products will become a living symbol and expression of the
value system and will be seen as an ever-evolving pledge of service for the
benefit of the citizenship. Brand Citizens will reward this authenticity and gen-
uineness with their purchases. They will punish the selfish and predatory with
their abandonment and the discussion in the hallways of advertising orga-
nizations must then elevate beyond the silliness of discussions surrounding
ad integration or digital centricity. All disciplines will prove relevant but must

be channeled toward the promulgation of a deep and abiding relationship
with its citizens. (2012)

Adbvertisers as valued listeners, informers, and entertainers in service
of grateful citizens—this sounds appealing, and it is also within reach. And yet,
despite increasing evidence that this radical scenario is quickly becoming
a reality, studies confirm that executives feel their organizations are not
prepared to deal with the changing marketing environment. In IBM’s 2010
study of more than 1,500 CEOs worldwide, 8 out of 10 CEOs indicated that their
primary challenge was increasing and accelerating complexity, but less than half
felt prepared to handle it (IBM 2010). This pattern has persisted in every CXO survey
IBM has conducted since then. In 2013, IBM research found that 82% of CMOs felt
“underprepared for the data explosion” versus 71% of CMOs in 2011, highlighting
the gap between what they need and what they have (IBM 2013).



Preface

Who Should Read
his Book?

This book is for those who recognize that tremendous and far-reaching changes
continue unabated in the field of advertising and marketing. It is for those who
are already feeling the effects as these fundamental shifts spill over into many, if
not all, other disciplines of their organization. It is for those who no longer want to
respond reactively or be blind-sided, and would like to get ahead of the curve. This
book is for those who sense that the relationship between those with products
or services to sell and the people they seek to influence is changing drastically. It
is for those whose business models are supported in any significant measure by
companies, organizations, and individuals who want to get people to consider,
try, buy, or recommend their product, service, or idea—in other words, are sup-
ported by advertising. And it is by and for all those who are already pioneering
new approaches, who bear the cuts and bruises of blazing trails for a more desir-
able future, and who are already sending news back from their forays into new
territory—our collaborators in this book.

Based on the input from these hundreds of innovators and visionaries
from around the world and across disciplines (see Appendix 2), we have assembled a
transformational set of concepts that all would benefit from considering, if not act-
ing upon tomorrow morning. We quote our collaborators extensively throughout
this book—we've italicized them to make them easily recognizable. The complete
set of entries can be found on our website, and we encourage you to take advan-
tage of the wealth of their additional thoughts, insights, and suggestions. You can
find them all at wfoa.wharton.upenn.edu. Our observation is that the impact and
implications of five crucial and continuously evolving interrelated forces—
which we unpack in Part I—have been felt first and foremost by marketing,
media, and advertising professionals. Therefore, the viewpoints of the most
innovative and forward thinking among them offer a prescient guide to how to
harness these forces of change in order to maximize opportunity and impact.

Why should our findings, drawn from the specific pool of advertising
and marketing, be relevant to a broader audience? Because increasingly, the
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Part |

The Motivation
for Change

If you want to predict the future of advertising, imagine
throwing a bottle into the ocean. . .. Many pundits point
out singular ‘futures’ in marketing and advertising by
watching waves and musing about where the bottle is
headed. This is useful in the short run. If you have a long-
term objective it's more useful to focus on recognizing
forces beyond the waves that will intersect in unexpected
ways to shape, if not predictably determine, the future.
Many forces shaping the future of advertising are well
known, just as it's well known that tides move the ocean.
The question is whether we understand their effect in
shaping the future.
- Christopher Kenton, CEO and Founder, SocialRep (2012)

PART 1 THE MOTIVATION FOR CHANGE
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Yes, the changes that you are feeling are real. There is something bearing down
on traditional approaches to advertising and marketing with unprecedented
headwinds—the first visible indicator of the size and scope and speed of change
that is to come. As the saying goes, we ain’t seen nothing yet. Understand these
changes, heed theirimport, and there is still time to make a course correction and
thrive. Others are already doing so by harnessing these new forces, finding the
new North Star that we present in Part I, and creating the more nimble craft and
crew that we outline in Part lIl.

Why do we need to bother changing? What is the motivation for change?
How are the five forces of change speeding up our world, disrupting traditional
approaches and mindsets, and yet providing unprecedented horsepower to enable
needed new approaches?

In Chapter 1 we delve into the five dramatic worldwide transformations
that are impacting everything we thought we knew about how businesses and

organizations communicate and connect with their customers (see Figure .1). In
brief, they are:

1. Rapid, Breakthrough Advances in Science and Technology
What are these breakthroughs and how to harness their power?

2. Exploding, Redefined, and Enhanced Media Landscape
How to allocate resources for the greatest return?

3. Skeptical and Empowered People

How to attract and retain both connected and unconnected “talent”
and “consumers”?

4. Fundamental Cultural, Social, Environmental, and Geopolitical
Challenges
What are the roles and responsibilities of brands as global challenges

grow louder and more insistent, and what does this have to do with
advertising?

5. Disruptive and Compelling Business and Revenue Models
What are the means of survival when disruption is almost inevitable?

Equally important for a Beyond Advertising future, these forces of change
represent not only the source of actionable insights to be monitored and
tapped, but also the opportunity set for contributing a net positive impact
from innovative and purposeful brand touchpoint initiatives. . . . And the
Most Important Tool for Harnessing the Future

The industry clings steadfastly to conceptual frameworks thatin many cases
date back 50 years or more. And the fact is that many of these frameworks



are not just wrong but seriously misleading, so much so that they often lead
to suboptimal outcomes, outcomes that are the very opposite of what the
marketing team both wants and needs.

— Mark Tomblin, chief Strategy Officer, TAXI (2013)

If you think you already know what you need to do, or as may be the
case, what everyone else needs to do, then you will either read the book search-
ing for confirmation of that point of view and/or reject anything we offer that
doesn't reinforce your point of view. Based on our conversations with even the
most forward-thinking people, we realize that entrenched thinking, or expecting
affirmation, is a danger. So, before we explain the model that will address these
challenges, we have a favor to ask. Actually this will be a requirement, since the
new model that we outline in Part Il won't mean much if you are still holding on to
some old ways of thinking. Before you read the next part of this book, take a
moment to suspend your current thinking, your mindsets, and those mental
models that in all likelihood have worked so well for you for so many years.

Figure 1.1

The Five Forces of Change and Opportunity
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Figurel.2 Challenge Entrenched Mental Models
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In Chapter 2, we walk you through this process of tackling what we have
found to be the single greatestimpediment to change and transformation: mental
models that worked in the past but must be challenged, given new realities to
meet the future (see Figure 1.2).

For example: we should probably stop referring to “consumers,” which
implies a myopic mindset that defines “them” based on what and how much they
consume. How would it change your mindset to think about “them” as “us” and
about them as people whose lives we might enrich?

And that's just for starters.




