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1.
Introduction

saying - we represent you and your community. 
Campaign-led hooks are outdated and consumers 
won’t stand for ‘woke washing’ or opportunism. 
Every facet of your business and decision-making 
should be in line with that purpose. It’s not enough 
to feature disabled models in your campaign - does 
your hiring policy reflect mixed ability staff? Are 
your stores and businesses offices accessible? Is 
your website optimised for visually-impaired users? 
Evidencing, authenticating and demonstrating your 
long-game commitment will be paramount. Not only 
is this shift better for individuals and the planet but 
it’s better for business. Sustainable product sales 
have grown 20 percent since 2014. At the same time, 
conventional product sales have dropped.1 Desire for 
more sustainable lifestyles is also on the rise. 92% of 
consumers around the world say they are trying to live 
more sustainably and 54% say they could be doing 
more — but they need help.2

It is time for action. ‘CSR’, ‘cause-marketing’ and 
‘purpose’ are synthesised and superseded by ‘Post-
Purpose’ which is in short, an exciting but challenging 
opportunity for businesses to re-discover their 
purpose and create a positive impact in the fields in 
which they are operating. 

“Society is at a tipping point. It’s a period of 
extinction for brands. Those that survive will be the 
ones that move beyond what is popular, to what is 
important, and demonstrate authentic action on the 
most material issues facing our society today. As an 
industry we have incredible influence to effect change. 
Now is the time for action.”

Anna Easton                                                              
Head of Social Impact, Dentsu Aegis Network

It seems like every week, new statistics are released 
on the global consumers increasing preference 
for brands with a cause and conscience. It will be 
increasingly difficult for brands to operate without 
contextualising their existence in relation to some of 
the most challenging issues of our time, be it social 
justice, the planetary crisis, healthcare and wellness 
or human rights. Whilst ‘activism’ may be a stretch, 
advocacy isn’t and consumers are increasingly 
demanding that brands take an off-the-fence stance, 
in some cases creating a kind of civic surrogacy in 
place of governments focused on domestic politics. 
In order to earn cachet with your audience, alongside 
championing your product or service, it’s also about

How can ‘Post-Purpose Activation’ augment 
humanity? It...

• Builds and evidences relationships founded on trust
• Helps respond to planet’s biggest challenges via the 

consumer
• Assesses the context businesses are working in and 

make a difference to it

This introduction provides the background to our 
decision to launch Isobar Good, a global initiative 
that uses Isobar’s skills, expertise, and design-led 
methodology to drive measurable social impact. 

This document was first published as part of 
Augmented Humanity: Isobar’s 2020 Trends report.
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This might include founder Yvon Chouinar donating 
its $10 million made from tax cuts to environmental 
groups3; advertising campaigns encouraging 
consumers to fight for public land in response to 
government legislation and their ‘Action Works’ cafes 
educating citizens on how to get involved with causes 
they care about or even their infinite returns policy.  

With more access to funding, global reach and 
influence, businesses and brands are becoming duty-
bound to help solve some of the world’s biggest 
problems. To help clients think of innovative ways to 
drive social impact, in 2018 Isobar launched Isobar 
Good, a solution using the agencies’ capabilities 
to bring about significant social, community and 
environmental change aligned to the UN’s sustainable 
development goals.

“Isobar Good catapults brands into the future by 
bringing social impact into the core of their business 
models – all brands can play a meaningful role in 
thinking (and executing) innovatively to make the 
world a better place. It’s an urgent need for the 
c-suite: consumer expectations around transparency 
have held up a mirror to where global business is 
making a negative contribution to humanity - whether 
that be compounding stereotypes or contributing to 
landfill - and as such, a ‘higher purpose’ makes both 
brand and business sense.”

Kara Prosser — Isobar Good Lead

1.1
Civic Brands
It’s almost impossible for a company to exist in a 
vacuum without recognition of the context in which 
it is operating in the world. Consumers believe 
companies have a duty to contribute to improving the 
situation of what has become a turbulent time. We’re 
seeing a fundamental shift in the ways companies 
choose to contribute to the good of society evolving 
from ‘halo effect’ projects to bold investments that 
address or contribute to driving systemic changes. 
Many of these actions support or in some cases 
substitute civic shortfall. 

San Francisco has been a hotbed of controversy 
with Silicon Valley’s billionaires rubbing shoulders 
with some of America’s most impoverished. When 
Amsterdam-based WeTransfer opened an office in 
the area they were determined to create a significant 
contribution to remediating the local homeless crisis. 
They joined forces with fellow tech brand Headspace 
to donate $30million towards tackling medical debt 
- a root cause of the city’s crisis and further still, are 
developing best-practice guidelines for how growing 
tech companies can better engage with and support 
their new communities.

Patagonia is often cited as a brand striving for 
purpose-driven excellence by channeling every   
brand and marketing effort into “build the best 
product, cause no unnecessary harm, use business to 
inspire and implement solutions to the environmental 
crisis” describing their efforts as ‘advocacy’ rather 
than activism.

Photography: Isobar

https://wepresent.wetransfer.com/story/on-companies-and-communities/
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1.2
Shared I.P.

Isobar is committed to transforming the role of 
brands in the digital economy, using the power of 
partnerships to deliver better outcomes for society, as 
well as long-term commercial opportunities. Dentsu 
Aegis Network (parent company of Isobar) is actively 
collaborating with industry through initiatives like 
Common Ground – the world’s six largest advertising 
holding companies, uniting to help tackle the UN 
Sustainable Development Goals (SDGs) with a mission 
to impact 1 billion people through SDG-led campaigns 
by 2020. Find out more here.

Where to start? Companies are acknowledging that 
true solutions to problems and systemic change 
is going to require cooperation, shared ideas and 
infrastructure.

We’re seeing companies form unprecedented 
allegiances - in a bid to galvanise industry wide 
and long-term change. We’ll start to see more 
collaborative playbooks as industries attempt to 
navigate (and regulate) fourth industrial revolution 
technologies from blockchain to data privacy, self-
driving cars and even biotechnologies. 

In the UK, in response to the influx of commercial 
robotics, we are seeing automation in sectors such 
as retail. The John Lewis Partnership has worked with 
robotics companies, design consultants and industry 
bodies to develop what it says is the first blueprint for 
human robotic interaction (HRI) of the 21st century. 
Likewise Google Cloud is partnering with fashion 
brands, NGOs and industry experts to create an open, 
industry-wide tool and set of data resources that will 
help companies to better measure the impact of their 
raw material in relation to air pollution, greenhouse 
gas emissions, land use and water scarcity. 

Central Saint Martins recently partnered with Nike to 
create a manual or ‘textbook’ laying out the principles 
of circular design featuring best-in-class examples 
from a variety of competitor brands including 
Patagonia, Outerknown and Eileen Fisher. 

Photography: Isobar

http://www.globalcommonground.com/contributors/dentsu-and-dentsu-aegis-network
http://www.globalcommonground.com/contributors/dentsu-and-dentsu-aegis-network
https://www.smallrobotcompany.com/press-releases/2019/7/31/worlds-first-blueprint-for-human-robot-interaction-launches
https://www.smallrobotcompany.com/press-releases/2019/7/31/worlds-first-blueprint-for-human-robot-interaction-launches
https://cloud.google.com/blog/topics/inside-google-cloud/googles-new-pilot-aiming-to-measure-the-environmental-impact-of-the-fashion-industry
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1.3
Tech for and by

Data needs diversity as designers and architects  
build a more diverse digital economy. Senior Planet 
Exploration Center in NYC geared to help 60+ 
year olds master tech devices and online surfaces, 
smoothing the knowledge gap between digital natives 
and silver apprentices. 

We’ll also continue to see technology unlocked for 
segments of the population with physical or cognitive 
disabilities and older populations representing $2.1 
trillion spending power.4 Big brands are in the process 
of addressing the accessibility of their products, be 
it IKEA’s ‘ThisAbles’ open source project that invites 
people to suggest 3D printed add-ons for its furniture 
or Microsoft’s accessible gaming controllers released 
for XBOX. APAC alone is home to 690 million people 
with disabilities5 and yet technology is not adequately 
equipped to cater for them. Simple initiatives can 
transform this, whether its retail giant Alibaba’s ‘Smart 
Touch’ silicone overlay that helps blind consumers 
use their smartphones or Isobar India’s ‘Blind Faith 
Upgrade’ kit that enables hotels to transform any of its 
rooms into a visually-impaired-friendly room.

Augmented Humanity means including everybody 
under ‘humanity’ in both the creation and end-user 
application of tech services. As we move away 
from clunky demographics and towards better 
representation and inclusivity, this will mean investing 
and involving overlooked audiences in the process.

In previous reports we’ve highlighted the issues 
surrounding algorithmic biases and gendered product 
design which has triggered an industry-wide debate 
around the inherent biases behind the products and 
digital services we use, and their perpetuation of 
societal imbalances. “Imagine a world where your 
phone is too big for your hand, where your doctor 
prescribes a drug that is wrong for your body, where 
every week the countless hours of work you do are 
not recognised or valued. If any of this sounds familiar, 
chances are that you’re a woman”. Caroline Criado-
Pérez’s book Invisible Women: Data Bias in a World 
Designed for Men received plaudits for its illuminating 
review of how the global populace are operating in a 
world largely built for men. 

Setting a positive example and in response to the 
fact that most automakers still produce cars based 
exclusively on male crash test dummies resulting in 
a higher risk of injury in a car for women, Volvo have 
made 40 years of research on both men and women 
available for public download to share insights and 
mitigate future risks for the wider good.

Alaska is using a conversational marketing, SMS 
system for unenrolled residents to communicate with 
the Food Bank of Alaska. 

As more tools are handed over to the consumer we 
can expect another wave of Open Source innovation 
as consumer-creators offer new and unexpected 
ways of employing tech for good. Take Spark AR, 
which allows users to create and share their own  
augmented reality effects and filters or Bounce, which 
has released a public version of its music creation and 
distribution app.

1.4
Subverting tech

Brands are continuing to experiment with novel 
ways of applying popular technology and cultural 
phenomena for social good.

How can we listen to consumer behaviours and 
use them as models for engagement? Take Isobar’s 
EarthApp project for Greenpeace Russia. In July 
2019, ‘FaceApp’ became a global phenomenon with 
1.2 million people a day using it to age their face. 
Capitalising on this captivating form of engagement, in 
lightning-speed Isobar created a real-time marketing 
app that mimicked this craze...for the Earth. 

The app showed six possible future scenarios for 
Russia if we don’t halt climate change. The app 
resulted in widespread coverage with more than 135m 
campaign views (as of Nov 2019). The magic was in 
the responsive turnaround as a cultural phenomenon 
was coupled with cause to create significant results. 

And it needn’t be complicated developer builds. We’re 
seeing a return to simple but powerful tools using 
basic cell phone functions. Direct Relief developed a 
‘bot’ application to answer questions on Facebook 
after realising its response time was getting critically 
high. Direct Relief and its bot builder, Mind Heros 
have subsequently open-sourced their model 
made available for free to other nonprofits through 
BotsForCharity.com. A pilot program in Anchorage,

for goodevery-body

https://seniorplanet.org/the-center/
https://seniorplanet.org/the-center/
https://seniorplanet.org/the-center/
https://thisables.com/en/about/
https://www.xbox.com/en-GB/xbox-one/accessories/controllers/xbox-adaptive-controller
https://www.isobar.com/global/en/news/isobar-india-launches-the-blind-faith-upgrade-a-tool-that-promotes-accessible-tourism/
https://www.isobar.com/global/en/news/isobar-india-launches-the-blind-faith-upgrade-a-tool-that-promotes-accessible-tourism/
https://www.goodreads.com/book/show/41104077-invisible-women
https://www.goodreads.com/book/show/41104077-invisible-women
https://www.volvocars.com/uk/about/human-innovation/future-of-driving/safety/cars-safe-for-all
https://www.ktuu.com/content/news/New-text-service-aims-to-help-people-connect-to-SNAP-benefits-561927811.html
https://www.ktuu.com/content/news/New-text-service-aims-to-help-people-connect-to-SNAP-benefits-561927811.html
https://www.youtube.com/watch?v=MR0BgbKty84&feature=youtu.be
https://botsforcharity.com/
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ANZ: ‘Banker Desktop’

One-to-Watch:
Trustmarks

Isobar worked with Australasian bank ANZ on a 
seamless and transparent loan application process 
for customers. Simplifying the process for customers 
and bankers alike, the Banker Desktop only asks 
for the most necessary data from the customer and 
by focusing on transparency within the customer 
experience, ANZ has been able to reduce its 
application time by 83%, giving the company back 
around 1,660 hours daily across Australia.

In a post-truth world, companies will need to not only 
walk the talk but verify and evidence their activities.

‘Transparency’ has been a buzzword in recent years 
with companies increasingly called upon to be open 
about their practices and processes be it American 
retailer Everlane inviting customers to ‘choose what 
you pay’ or luxury cosmetics website Beauty Pie 
retailing at factory cost. 

From 2020, ‘transparency’ will be partnered with 
‘verified’, with the rise of new marks that distinguish 
transparent practices across supply chain, disclosure, 
data governance, accountability and relationships. For 
example, new IoT platform ThingsCon have developed 
the ‘Trustable Technology Mark’ in collaboration 
with Mozilla Foundation helping consumers identify 
connected devices that respect their privacy and 
security. Sustainable skincare brand Maiiro has 
launched ‘Pack of Lies’ a campaign and platform to 
call out and eliminate greenwashing in the beauty 
industry with a petition demanding brands clearly list 
on their website how much plastic they use and how 
much they have currently reduced from their products 
and packaging.

Expect to hear ‘minimal viable data’6 enter the 
vernacular as companies start to assess the scale 
and specifics of the actual data they need in order to 
best serve customers - and earn extra kudos in the 
process. 
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Opportunities 
for brands & 
businesses

In terms of physical product - can buttons be 
accessed and can packaging or tools be used by 
people with a physical impairment? In terms of 
service delivery - can your website be understood 
by someone with a sensory impairment? How might 
your store be adjusted to suit someone who has an 
invisible disability? 

Address all 
touchpoints

Augmented Humanity should be powered by a 
spectrum of individuals to safeguard products and 
services from inherent biases and avoid exclusion 
of minority and marginalised groups. Products and 
services should by default, consider the full spectrum 
of its end users. From 2020, there will be no excuses 
for algorithmic bias and machine learning will need to 
be sourced and trained from diverse datasets.

Inclusive Augmented 
Humanity

Who do you need to collaborate with to amplify 
the impact of your efforts? Where might third-party 
expertise add weight or credibility to your proposition? 
How might teaming with like or even competitor 
brands compound your efforts?

Be humble through 
collaboration

Grafting purpose or alignment with a cause onto your 
business will result in inauthentic and unsustainable 
activation. Revisit your original purpose and run that 
through your brand, business and marketing decisions 
and evidence it. Authenticate your actions - no one 
can achieve full transparency overnight but think 
about how you could effectively communicate your 
intentions, journey and process.

Activate around     
your purpose
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Appendix
About Isobar

We are a global digital agency transforming businesses and brands through the creative use of digital. 

Our 6,500 digital experts in 85 locations across 45 markets in Americas, EMEA and APAC deliver experience-led 
transformation, powered by creativity through our end to end service offering. 

Isobar’s clients include Adidas, Coca-Cola, Enterprise, KFC, Mead Johnson, Nestle and Philips, and is part of 
Dentsu Aegis Network, a wholly owned subsidiary of Dentsu Inc. www.isobar.com.

1 Was 2018 the year of the influential sustainable consumer?, Nielsen, Dec 2018
2 Sustainable Brands in partnership with Harris Poll: The Good Life Report June, 2017
3 Patagonia’s Billionaire Founder To Give Away The Millions His Company Saved From Trump’s Tax Cuts To Save 
   The Planet, Forbes, Nov 2018
4 Business of Fashion, 2017 
5 Disability-Inclusive Development, UN ESCAP 
6 Data-driven Banking: How Data Is Changing The World, Accenture, July 2019

Sources

Isobar Good

Isobar Good is a purpose-led initiative that uses Isobar’s skills, expertise, and unique methodology to drive 
measurable social impact. It aims to achieve the United Nations’ Sustainable Development Goals by working with 
businesses and brands to drive change and lives up to the agency mission to transform businesses, brands & 
people’s lives with the creative use of digital.

http://www.isobar.com
https://www.nielsen.com/us/en/insights/article/2018/was-2018-the-year-of-the-influential-sustainable-consumer/
https://insights.sustainablebrands.com/full-report/
https://www.forbes.com/sites/angelauyeung/2018/11/29/patagonias-billionaire-founder-to-give-away-the-millions-his-company-saved-thanks-to-tax-cuts/#71fb444e1d6f
https://www.forbes.com/sites/angelauyeung/2018/11/29/patagonias-billionaire-founder-to-give-away-the-millions-his-company-saved-thanks-to-tax-cuts/#71fb444e1d6f
https://www.unescap.org/our-work/social-development/disability
https://bankingblog.accenture.com/data-driven-banking-data-changing-world?lang=en_US
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