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Merged Media

Individually impressive, better together.

Earned

Social Experiential

Data 
& Content



The goal is not to be good at marketing,
but to be good at business because of marketing. 



10 Trends to Watch in 2020
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An unprecedented global presence

Total Global 
Population

Total Internet 
Users

Total Social Media
Users
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4.48 Billion 3.48 Billion7.8 Billion



Digital dominates our days

Average daily
digital usage

Average daily 
social usage 

Average Social 
Accounts Per Person

7

2 Hours &
33 Minutes

6 Hours  &
35 Minutes

Most Visited
Social Apps

YouTube &
Facebook

7.6 (average)
8.7 (16/34 y/o)
4-6 (66-64 y/o)



1 Ephemeral Is the
New Normal
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What’s the trend

Ephemeral content is rich 
media that can only be 
consumed for a short
period of time. 
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1 billion MAU

75% of 18-29 year olds
57% of 25-30 year olds
47% of 30-49 year olds
23% of 50-64 year olds

8% of 65+ 

Even gender split at 52% females 
and 48% males.
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1 billion people visit 
Instagram every month—
and 500 million of those 

interact with Stories 
every day.
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200 million of Instagram’s 
users visit at least one 

business profile daily—and 
one-third of the most 

viewed Instagram Stories 
are from businesses.
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Over 64 percent of 
people said they 

became interested in a 
product or service after 
seeing it in Instagram 

Stories.
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Points to note
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Stemmed from Snap but 
since adopted by (and thriving on) 

all major social platforms. 

Stories surpassed
content sharing in Feed 
environment in 2018.

Taps into the 
FOMO factor and elicits 
immediate interaction.

Elevates audience 
engagement

Taking social channels 
by storm 

On par with the mobile 
movement



Key takeaway

Like the hashtag a decade ago, Stories is a social format that was born on 
one platform but has rapidly made its way across channels. These days, an 
Instagram strategy without a focus on Stories is like frames without lenses!
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2 Vanity Metrics
Vanish
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What’s the trend

While Facebook’s ‘Like’ button 
represented the first-ever form of 
two-way engagement between 
content and user 10 years ago, a 
now more diverse and mature 
social landscape is causing a 
significant shift in the metrics 
that matter to marketers today.
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What’s driving the shift

18

Social is helping shift the dial on 
business’ bottom line through 

advanced formats and delivery 
tactics—largely led by the pay-to-
play model that now applies on 

most mainstream platforms.

Metrics are maturing in 
line with the attention 

economy—away from low 
consideration level 

engagements toward 
content experience and 
measurable conversion.

Facebook has started 
‘hiding likes’ in a test 
across multiple key 

markets, with the aim to 
promote mental health 

among its users.

Insta self
image issues

Social means
business

Smarter
measures



Metrics that will start to matter more

19

Dwell
time

Facial
recognition

Social
experience



Key takeaway

The days of counting likes, comments and shares are coming to an end. It’s 
not just that these metrics matter less but that they are shifting out of sight, 

making room for a set of more meaningful and measurable metrics.
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3 Social to Society 
Platforms

21



What’s the trend

22

As the leading social media 'net 
states’ have surpassed the world’s 
largest populations in size, the level 
of corporate social responsibility 
expected of them has also 
intensified—as have the demands 
on them for regulation.
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Points to note
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Privacy &
protection

The rise of fake news
and the Cambridge 

Analytica scandal propelled 
the topics of trust, data 

privacy and protection into 
the public eye and launched 

a debate on political ad 
spend.

As screen time increases 
across the board, 

platforms are playing an 
increasing role in helping 
users maintain screen/life 
balance. So can eyecare 

providers.

From trolling to self 
acceptance and suicide 
prevention, the need for 

social platforms to monitor 
and act on mental health 

matters is undeniable.

After a number of big fails 
by the major players, 

protecting brand and user 
safety against terrorism 
attacks, environmental 

disasters and other public 
threats is an increasing 

platform focus.

Screen/life
balance

Cyberbullying 
& hate speech

Public
threat
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IG hiding
likes

Third-party fact 
checking

Scrolling
curfews
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Peer-to-peer
reporting

Clear off platform
history

Political ad
bans



Key takeaway

The days of social media platforms policing their own policies are coming to 
an end as governments and user populations across the globe are coming 

to terms with social’s significance in society.
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4 S-Commerce 
Comes of Age 
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What’s the trend

29

As a visual- and mobile-first channel 
where consumers spend the majority 
of their online time, social is a natural 
driver of not just brand awareness but 
product discovery and conversion—
enabling users to buy without
aborting the apps they’re on.



73 percent of U.S. 
teens say Instagram is the 

best way for brands to 
reach them about new 

products or promotions.
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80 percent of B2B leads 
come from LinkedIn vs. 
13 percent on Twitter 

and 10 percent on 
Facebook.
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66 percent of women between the ages of 25-54 are 
on Pinterest, and 93 percent of pinners have used 
Pinterest to plan for, research or make purchase 

decisions.
32



Points to note

33

Social selling
starts early on

Pinteresting
behaviors

Insta
shopping

Facebook research has found that 
83 percent use Instagram to discover 

new products or services, while 81
percent research specific products or 

services, and 80 percent use 
Instagram to decide on a product or 

service purchase.

59 percent of millennials have 
discovered products on 

Pinterest, and 90 percent of 
weekly Pinners use the 

platform to make product 
decisions. 

After rolling out Product Catalogs 
and Shoppable Stories, Instagram 
now sees 90 million people tap to 

reveal product tags and posts 
every month.

https://www.kleinerperkins.com/files/INTERNET_TRENDS_REPORT_2018.pdf


Key takeaway

34

Social media is a natural and native driver of product discovery and purchase 
decision making, forming a powerful extended selling opportunity and allowing 

small businesses everywhere to combine retail with e-tail.



5 Multilogue
On Mass 
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What’s the trend

36

With the top messaging apps 
now collectively counting five 
billion monthly active users, 
'direct’ as well as ‘group’ 
messaging mediums and 
methods have well and truly 
overtaken mainstream social 
channels in user base and 
other one-to-one interaction 
methods.



37

say

Swift social customer service isn’t a nice-to-have, but a must-have.



Facebook Messenger 
has 1.3 billion users.

That's more users than 
Snapchat, Twitter 

and Instagram combined.
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There are over 100,000 
chatbots on the 

Messenger platform—and 
and over 2 billion 

messages are sent each 
month between people 

and businesses.

39



LinkedIn InMail has a 300 
percent higher response 

rate than email.

40Source



1 billion people use Facebook Groups—and there are 
10 million Groups on the platform.
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Brands can leverage the ‘Social Learning’ feature in Groups to offer 
bespoke, branded educational content and courses to their community.
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‘Watch Parties’ allow multiple users to view a video together either 
through a page or group—and to discuss the content through 

conversational comments in real-time.
43



The average user checks 
WhatsApp more than 23 

times per day.
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WhatsApp has 300 million 
daily active users worldwide—
and 1 million people register 

on WhatsApp daily.
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Small businesses can use 
messenging apps to reach 

younger customers, increase 
response time (in comparison 
to email), automate Q&A and 

prompt users to make an 
appointment/book a service.
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Points to note

47

Superior
service

Privacy & 
popularity

Content to
conversation

Speed &
automation

Direct messaging apps offer 
brands an opportunity to offer 

timely, personalized and 
quality service—with many 

opportunities to elicit action in 
the process.

Direct messaging is not only 
the preferred channel but a 

more comfortable and 
private space for complex 

questions or customer 
complaints.

Twitter Chats and Facebook 
Groups offers brands an 

opportunity to spark a more 
meaningful conversation among 

users that matter to their 
business—rather than aiming to 

elicit engagement through 
comments on content.

With 42 percent of 
customers expecting a 

response on social within 
the hour, messenger apps 
allow for automation that 

aids efficiency.



Key takeaway
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With messaging and group ‘multilogues’ having overtaken mainstream social channel usage, 
one-to-one social interaction isn’t the future—it’s the present.



6 Pay-to-Play 
Paves the Way 
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What’s the trend

50

For brands looking to leverage social 
to achieve relevant reach and real 
results, pay to play is the only way. 

Social ad spend in the U.S. alone 
now equals approximately 50
percent of the nation’s total TV 
spend.



Social media ad 
spend amounted to more than 
$89 billion in 2019—projected 
to see an annual growth rate of 

8.7 percent and likely reach 
$102 billion in 2020.

51

https://www.statista.com/outlook/220/100/social-media-advertising/worldwide


Mobile users contribute 
to a majority of social 

advertising revenue. In fact, 94 
percent of Facebook’s 

advertising revenue for Q3 of 
2019 came from mobile.

52

https://investor.fb.com/investor-news/press-release-details/2019/Facebook-Reports-Third-Quarter-2019-Results/default.aspx


This year in America, brands 
will spend over $102 billion on 
paid social media advertising. 
Yes, billion. Your competitors
are most likely a part of this 

group. 
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Points to note

54

A clear 
frontrunner

A diversifying
landscape

Selective
stagnation

84 percent of U.S. social ad 
spend is traded across the 
Facebook family of apps.

Of all U.S. social platform 
spend totals, Instagram (90

percent), Pinterest (43 percent) 
and LinkedIn (32 percent) are

the fastest growing.

While Facebook due to scale 
has seen minimal growth, 
Twitter is the only social 

platform on which ad spend 
has declined YoY.



Key takeaway
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With social algorithms having moved from prioritizing the content that is ‘most 

relevant’ over what is ‘most recent,’ organic marketing equals ‘unseen’ or 

‘untargeted’ by large.



7 Rethink
Influence 
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What’s the trend

57

Worth over $6.5 billion, influencer 
marketing continues to climb up the 
content marketing ladder—albeit the 
channels and methods utilized are 
ever evolving.



On average, businesses 
generate $6.50 for every $1 

invested in influencer 
marketing—delivering 11X 
higher ROI than traditional 
forms of digital marketing. 

58source

http://www.convinceandconvert.com/digital-marketing/influencer-marketing-for-businesses/


90 percent of business 
decision-makers initiate 
their purchasing process 
by researching opinions 

from industry experts 
and peers.

59source

https://martechseries.com/mts-insights/guest-authors/the-secrets-of-b2b-influencer-marketing-revealed/


71 percent of marketers 
believe ongoing 

ambassadorships are the 
most effective form of 
influencer marketing; 

however, only 15 percent of 
B2B brands are running 

ongoing influencer 
marketing programs.

60source

https://www.marketingprofs.com/charts/2017/31524/the-state-of-influencer-marketing-in-2017


61Source: DGR 2019

95 percent of respondents in 
a 2019 content preferences 

survey by DGR favor 
‘credible content from 

industry influencers’ as a top 
preference—a 30 percent 
increase year over year. 



Proving influencer
ROI is marketers’ biggest 

challenge.

62source

https://blog.socialmediastrategiessummit.com/how-to-guide-for-calculating-influencer-marketing-roi/


Rethink the value exchange

63

The
creators

The
distributors

The
narrators

Primary 
Purpose

Meaningful
Metric

Assets Audience Appeal

Content value Reach/response Credibility/coverage



Points to note
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Instagram leads
the charge

Influence
reimagined

Tools are
taking over

In a recent (annual) study 
conducted among 800 

influencer marketers, 79
percent

of respondents reported 
Instagram is the core channel,

followed by YouTube (36
percent) and Facebook (26

percent).

Think beyond ‘macro’ and ‘micro’ 
and reconsider what influence 

really is by analyzing the 
actual value exchange (content, 
audience or media appeal) and 

partnering based on shared 
values, not just value.

320-plus new influencer 
marketing tools and agencies 
have popped up in the past 12 

months alone.



Why should we care

65

Influencer marketing is growing up, and so are its masters, methods and metrics.



8 Cognitive
Communications
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People create more than 2 
quintillion (that’s 18 zeroes) 

bytes of data every day.

Source: IBM

What’s the trend
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90 percent of the world’s data was created 
between 2015 and 2016 alone.

Source: IBM
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95 percent of businesses have a need 
to manage unstructured data.

Source: Forbes
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37 percent of the world’s organizations have
implemented AI in some way, shape or 

form.

Source: Forbes
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By 2021, 80 percent of emerging 
technologies 

will have AI foundations.

Source: Gartner
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AI, B, C

AI is the act of ‘letting data do the talking’ by 
leveraging human directions to automate 

digital decisions.



73

What’s the difference?

Reactive Pro-active

“Tell me what you want to watch” “Teach me what you tend to watch”
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Ways we encounter AI in our everyday lives

SiriNetflix Maps Amazon
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How the technology takes shape

Artificial intelligence 
(AI)

Machine learning 
(ML)

“Tell me what to do” “Teach me when to do it”

Cognitive computing 
(CC)

“Mimic my thoughts about it”



76

Cognitive computing makes 
data do the thinking. 



77

Will computer science conquer 
human smarts?



78

Computer science is only as smart 
as humans shape it up to be.
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Bettering business through cognitive computing

Affirmed
accuracy

Increased
efficiency

Enhanced
experience



Key takeaway

AI, machine learning and cognitive computing are not just evolving but advancing 
the way in which we as people and marketers curate, create and communicate.
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9 Shifts in
Search

81



What’s the trend

Though search’s goalposts are 
constantly moving, the focus in 
2020 will be on using on-page 
SEO to ensure the trust, quality 
and authority of content.
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Google updates its search algorithm on 
average 500 - 600 times a year.
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The recipe for search success

The three qualifying factors: 

1. What’s the page quality?
2. Were the needs of the query met?
3. Does the website demonstrate 

EXPERT – AUTHORITY - TRUST? 
(EAT) 

84



Google’s most recent updates put E-A-T at the heart 
of the Page Quality section of it’s algorithm.
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The seven elements of E-A-T

Landing 
page URL

Meta title & 
description

Heading 
tags

Content Keyword 
density

Images Internal 
links
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Points to note
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Understand your
audience

Localize your
SEO

Quality over 
quantity

Know their content needs 
and how they search. 

30 – 40 percent of customers 
now find local companies 
through maps, so it’s vital to 
optimize your Google My 
Business (GMB) profile with 
keywords and links.

Google’s algorithms have 
been placing more emphasis 
on well-written content, 
encouraging strategies such 
as natural language 
keywords and quality over 
quantity.

Change is the
norm

With SEO trends constantly in 
flux, commit to staying on top of 
the latest updates.



Key takeaway

The buzz behind technical SEO has plateaued, with on-page 
SEO taking the wheel in 2020 to drive domain authority. 
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10 Forget B2B2C, 
Think P2P
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What’s the trend

90

With every feed and content stream 
carefully tailored to the individual on 
the other side of the screen, digital 
and social blur the lines between 
personal and professional by default. 



Entertainment

Education

Exploration

Exchange

The four E’s of social engagement
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Insta Creates Credibility

92

Over 75% of businesses use 
Instagram in 2020 – and  Instagram 
users spend an average of 28 
minutes per day – with one-third of 
the most watched Stories coming 
from Businesses.



Laid Back LinkedIn

93

LinkedIn’s audience and offer has 
diversified – changing its primary 
purpose from ‘networking’ to ‘learning’.



Prioritize Personalization

94

Leverage native 
Insights tools to 
uncover insights about 
your audience.



Key takeaway

In a marketing world where the lines between professional and personal are 
increasingly merged, social is the ‘casual smart’ of channels.
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Q & A
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Thank You

U.S.


