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Epitomizing Empathy
How should marketing connect with the masses by
credibly tapping into their shared humanity?
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With consumer confidence sharply declining in the past couple of
months there is room for a brand to re-instill a positive outlook in an

increasingly forlorn and skeptical population.

S,
&

Y

of consumers expected
business conditions to
worsen in February 2025,
up from 19.6% in January
2025

of consumers anticipated

fewer jobs to be available,

up from 21% in January
2025

Family's Expected Financial Situation, Six Months Hence
(Percent)

Differential == Better = \Worse
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It is no secret that diversity, equity, and inclusion (DEI) has
become a polarizing subject, leading to a widespread hushing of

DEIl policies and marketing.

Google Ends Diversity, Equity, and

. . e
The changes, confirmed by Walmart on Monday, are sweeping and include everything |IIC|I.ISIOI'I HII‘II‘Ig GO&'S How DEI CUTBACKS ARE
from not renewing a five-year commitment for an equity racial center set upin 2020 F
after the police killing of George Floyd, to pulling out of a prominent gay rights index. IMPACTING BRAND MARKETING
And when it comes to race or gender, Walmart won't be giving priority treatment to
AND AGENCY STRATEGIES

American Airlines ends DEI hiring practices There’s already been a dip in Black History Month

Amazon campaigns—and executives say the trend will only worsen

i el R A e, Trump asks Apple to end diversity
policies after shareholders vote in favor

Meta Is Ending Its DEI Programs, Replacing Them

With... DEI Programs?
PBS Closes DEI Oftice After Trump Executive Order

Target is the latest company to roll back some DEI
programs

Delta CEO promotes DEI initiatives as ‘merit-
based’ following Trump executive orders
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https://www.reuters.com/technology/trump-says-apple-should-eliminate-diversity-policies-2025-02-26/
https://apnews.com/article/walmart-dei-inclusion-diversity-34b06922e60e5116fe198696201ce4d9
https://www.axios.com/2025/01/16/dei-rollback-companies-amazon-meta-mcdonalds
https://www.foxbusiness.com/media/american-airlines-ends-dei-hiring-practices-after-facing-discrimination-charges-conservative-watchdog
https://www.forbes.com/sites/dougmelville/2025/01/13/meta-is-ending-their-dei-programs--replacing-them-with-dei-programs/
https://www.ajc.com/news/business/delta-ceo-ed-bastian-calls-dei-initiatives-merit-based-after-executive-orders/3S76XY4XUBG73NX4BDQGF5KWAA/
https://www.hollywoodreporter.com/business/business-news/pbs-closes-dei-office-trump-executive-order-1236132553/
https://www.cnn.com/2025/01/24/business/target-dei-companies/index.html
https://www.pcmag.com/news/google-ends-diversity-equity-inclusion-dei-hiring-goals
https://adage.com/article/agency-news/dei-cutbacks-impact-marketers-and-agencies/2602991?share-code=17405170742955135-1953f346852&utm_id=gfta-ur-250225

This pullback has deepened the divide between brands and
consumers who feel that their values, priorities, and needs are not
being properly considered.

60% 58% 58%

of consumers support of people do not feel they of consumers agree that efforts to
diversity, equity and inclusion were authentically represented make products and advertising
efforts across the workplace, in media this past year more diverse, equitable and
media or brand marketing inclusive is a good thing, yet a

similar share feel the majority of
brands' current diversity efforts
are still too stereotypical
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This has led to the increased OO
qppeqrqnce of brand Targetgoesoutoff)usiness! :
boycotts, particularly among | Latino leaders call for

boycott of Target, Walmart §

the TikTok user community, . e/ X and other majorretalers @

in response to DEI cuts

led by people of color.

& QYCOTTS COST TARGET
12.4 BILLION IN MARKE
VALUE DECLINE

nbcnews # - 2-12
80 | Black dall@ESWill be the reason )
B Wwill goes ollBF business!... more Many #Latino leaders are calling for a
3 boycott or "Latino freeze" of ret... more
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Younger generations overwhelmingly care about brand reputation
and want brands to align with their values.

TRADITIONAL VALUE PROPOSITIONS MORAL VALUE & REPUTATION
High-quality A retailer/brand Superior Has physical HC;%Z z(ljen?git?oess Treats its Retoiler{bronq Known forits sAu(;:)ngrl’?;
ducts | can trust custqmer stores qnd 9 Gandards that emp[oyees values align with sustom'oble causes/social
pro service websites equitably my own practices .

are enforced issues

Generation Z 84 79 80 98 90 117 100 113 144
Millennials 88 77 91 86 97 117 115 133 150
Generation X 106 103 100 105 103 97 119 96 94

Baby

Boomars 115 130 116 109 105 79 74 58 44
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The challenge

How can | develop my marketing to

properly engage with consumers who are
hesitant to trust me?

The cost of inaction

You would risk losing an annual purchasing
power of over $1 trillion. Falling behind isn’t
an option when your competitors are
already moving forward.
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“lifecommunity” “Golden Rule”

-Ernesto Neto, 2022 -Norman Rockwell, 1961
, o )5 — > ? :’ 1

“I'd Like to Teach
the World to Sing”
(‘Hilltop’ Ad)

-Coca-Cola, 1971
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“A human being is part of the whole
called by us ‘universe’ — a part
limited in time and space. Our task
must be to free ourselves from this
prison by widening our circle of
compassion to embrace all living
creatures and the whole of nature in
its beauty.” -Albert Einstein
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https://www.bing.com/videos/riverview/relatedvideo?q=coca+cola+hilltop+ad&mid=DE89AF1E8E4D2ADE8B06DE89AF1E8E4D2ADE8B06&FORM=VIRE

As many brands avoid
conflict by pulling away,

a select few leading brands will outshine the rest
by sticking true to their values and positioning
themselves as understanding partners in the
human experience.




Dove has been positioning itself as an advocate for real,
unfiltered, multicultural beauty for at least a decade

No wonder our perception
of beauty is distorted.
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https://www.bing.com/videos/riverview/relatedvideo?q=historical+Dove+ad+showing+commitment+to+diversity&mid=0008A2F05BF60564817C0008A2F05BF60564817C&FORM=VIRE
https://www.bing.com/videos/riverview/relatedvideo?q=historical+Dove+ad+showing+commitment+to+diversity&mid=0008A2F05BF60564817C0008A2F05BF60564817C&FORM=VIRE
https://www.bing.com/videos/riverview/relatedvideo?q=historical+Dove+ad+showing+commitment+to+diversity&mid=0008A2F05BF60564817C0008A2F05BF60564817C&FORM=VIRE
https://www.bing.com/videos/riverview/relatedvideo?q=historical+Dove+ad+showing+commitment+to+diversity&mid=0008A2F05BF60564817C0008A2F05BF60564817C&FORM=VIRE
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Dove makes its commitment to elevating women’s
stories very clear

) . __ Partnered with Sports
Brings oﬁenhgncfjo the M Y lllustrated to create
pressures on body 4 “Sports Relllustrated,”
image for girls in sports, | i o ) ' a campaign

and pledges ‘ro. r— . ; 3 g s celebrating girls with
#KeepHerConfident . ¥ disabilities in sports

PRESENTS

Celebrates all body ; N ; { Introduced a

types and body i . ——— campaign that
positivity as a : \ n o — recognizes its devoted
concept in several } - o : women customers of
paid and owned - o el p all different ages, sizes,
campaigns B e e i e k3 3 and skin colors

Maureen
Beauty Bar user

SINCE 1970

Odor control for
thighs, shoulders,
knees and those.
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https://x-ad-assets.s3.amazonaws.com/media_asset/0432a82d03e41efc/media
https://x-ad-assets.s3.amazonaws.com/media_asset/0432a82d03e41efc/media
https://x-ad-assets.s3.amazonaws.com/media_asset/82cf2a0d8887d88f/media
https://x-ad-assets.s3.amazonaws.com/media_asset/046547e0da5c2473/media
https://x-ad-assets.s3.amazonaws.com/media_asset/7c46ddb0fb4d4337/media

SoFi and Dove both pledged to i .
“change” stereotypes in their o s
respective industries 8 gl O ¢

- , to achieve their financial ambitions.;
. Timely challenges of stereotypes inherent e Tan 6wy BRleReah

NI
XN RN

“Changing the face of finance”

in Arfificial Intelligence

. True extensions of elements of each
brand’s core values, to build women up
in ferms of their financial confidence
(SoFi) and body image (Dove)

“0years changing beauty”
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Other brands took an empowerment approach in recent marketing

Walmart spotlighted
Black-owned brands,

with an infroductory
spot and follow-ups
with specific
voiceovers from
business owners

Athleta introduced
the Power of She
campaign with the
tagline "hearing
yourself over the
crowd and landing in
your power”

POWER OF SHE

P&G's “The Name”
campaign follows a
Korean girl as she
learns to embody her
name's meaning of
strength and resilience

Nike made wavesin
the 2025 Super Bowl
with its “You Can't Win.
So Win.” campaign
that condemns
gender stereotypes
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https://x-ad-assets.s3.amazonaws.com/media_asset/12fd11b32fe3e543/media
https://www.youtube.com/watch?v=eYfKNi9la2w
https://x-ad-assets.s3.amazonaws.com/media_asset/0d5d0c3281af3b9b/media
https://www.youtube.com/watch?v=b0Ezn5pZE7o
https://www.youtube.com/watch?v=b0Ezn5pZE7o
https://x-ad-assets.s3.amazonaws.com/media_asset/1f3b9e437b51c131/media
https://us.pg.com/the-name/

In particular, Cash App
and Coach are using a
combination of color,
sound, and specific
cultural experiences to
evoke inclusivity and
empathy in their branding
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Brands have succeeded with Gen Z through emotion
and themes around self-expression _ .
oachn encapsulares

Cash App homes in 2 the emotions young
on the aesthetic ; Tl 7 ' people feel during
appeal of its cards Y ’ i Specmc; relatable
and consistently - y 1 b, scenarios, and layers
celebrates successful y e " its spoTs in eye-
minority women : » ; ; ko e catching colors

Poppileverages
fimely Gen Z
ferminology and
portrays a diverse
array of Gen Z

Adidas celebrates

youth athletes and
portrays their emotions;

: L : : it also infroduced a
women in relatable : = . B Creators Club

scenarios

CALLING ALL CREATORS
15% OFF YOUR FIRST ORDER + FREE SHIPPING.

Join the Creators Club, a membership program for true creators. Rack up rewards as you rise through
the ranks for early access to product drops, invites to special events and to unlock the best of adidas
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https://www.instagram.com/p/DFL1YQbxkVG/?img_index=1
https://x-ad-assets.s3.amazonaws.com/media_asset/6466fd4a3ad203c7/media
https://s3.amazonaws.com/YM_Ads/cC5IHmsexRaGrWcZYvfDzA.mp4
https://x-ad-assets.s3.amazonaws.com/media_asset/0c12867969252951/media
https://x-ad-assets.s3.amazonaws.com/media_asset/ef9098d7b351c8c3/media
https://x-ad-assets.s3.amazonaws.com/media_asset/6b2cec090f13c133/media
https://x-ad-assets.s3.amazonaws.com/media_asset/cec668fb8bce3d74/media
https://x-ad-assets.s3.amazonaws.com/media_asset/b2ee0d6608f31f6c/media
https://x-ad-assets.s3.amazonaws.com/media_asset/bee57bcfbc012c30/media
https://x-ad-assets.s3.amazonaws.com/media_asset/81fd14731e31559e/media
https://x-ad-assets.s3.amazonaws.com/media_asset/9e660bd5d9829ce6/media

The aesthetic of Gen Z-
targeted ads stands in stark
contrast to mass media

- Pastel and/or bright colors,
sparkles, and an overlay of haze
or quality of dreaminess

- Y2K is apparent, with fashion
choices like newsboy hats,
rectangular glasses, large hair
pins / barettes, & capri pants

- Show people with their own
personal styles
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Sustainability campaigns _— 7 et

should stay away from ~—
hard-to-digest, far-away 5
initiatives X

taklng action now to secure a more s inable future
- o

— leading efforts to bring together farmers,
policymakers, and stakeholders across the value chain
to increase access to this groundbreaking technology.

- Lead with the primary claim of
quality, and follow up with
commitments to sustainability
that are understandable and
current

“Recycle Me”

- Be educational & specific, and
make individual actions more : : NS~
palatable for consumers -

Delta Advocates for Sustainable \ LEAF
Aviation Fuel

“Have Taste, Love Waste” Sustainable Aviation Fuel
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https://www.contagious.com/news-and-views/coca-cola-recycle-me-interview-contagious
https://omni.comperemedia.com/search/results?ogId=PAT%3APFB%2F681610047&startDate=2024-08-25&endDate=2024-09-08&track=Shared%20Link

So what can you do
fo better resonate
with people’s emotions
and values?




TACTIC #1

Prioritize themes around
belonging

Know your audience, and how diverse it is. If you want to
expand your customer base and stay relevant with
young people in particular, you have to make sure every
type of person is included in your product development
and promotional strategies. Explore themes around how
self-expression can foster human connection.

Fé‘
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https://x-ad-assets.s3.amazonaws.com/media_asset/82cf2a0d8887d88f/media
https://x-ad-assets.s3.amazonaws.com/media_asset/0d5d0c3281af3b9b/media

TACTIC #2

Let the people speak

Do not assume what consumers want; involve them
in your decisions. Leverage agile primary research,
let influencers help create your content, and
feature business owner stories that show their
specific thoughts and feelings through voiceovers.

ANWARCARROLS
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https://s3.amazonaws.com/YM_Ads/_sYCQ_kAf9puWXnLRiH4cw.mp4
https://www.youtube.com/watch?v=eYfKNi9la2w

d
TACTIC #3

Connect people together...

...by embedding human experiences and emotions intfo your
creative. Decide what type of emotion(s) you want viewers to
feel, and make sure it shines through in your storyline,
imagery, colors, sounds, and actor/influencer portrayals.

MINTEL CONSULTING
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https://x-ad-assets.s3.amazonaws.com/media_asset/ef9098d7b351c8c3/media
https://x-ad-assets.s3.amazonaws.com/media_asset/b2ee0d6608f31f6c/media
https://x-ad-assets.s3.amazonaws.com/media_asset/6466fd4a3ad203c7/media
https://clients.mintel.com/content/report/marketing-to-lgbtq+-communities-us-2025#workspace_SpacesStore_ff2a95d2-d40e-4b59-bcef-024cdad5cec8

TACTIC #4
Be bold

Don't be afraid to push boundaries; Gen Z consumers in
particular want boundaries to be pushed. Be bold, weird,
aesthetically appealing, and identity-centric. Examine how
to leverage playfulness and/or vulnerability.

Mothers With'the Towest income

are 3x more likely to die
from pregnancy and childbirth.

SoFi %



https://x-ad-assets.s3.amazonaws.com/media_asset/1f3b9e437b51c131/media
https://x-ad-assets.s3.amazonaws.com/media_asset/570ee510cfe02b8f/media
https://www.youtube.com/watch?v=mHISZjHKxdA
https://www.youtube.com/watch?v=mHISZjHKxdA

B

TACTIC #5

Embrace the intersectional

Tap into broad-reaching messages by incorporating stories about
people who fall intfo multiple identity categories. Accurately
portray specific cultural experiences others would be very familiar
with. In sustainability messaging, pair this value-add with other
value propositions inherent to the product.
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https://us.pg.com/the-name/
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Now, let’s chat...

Q&A

. “,. " 'f l
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Ella Schindler

Associate Principal Consultant

Thank youl!

Your Empathy-Epitomizing Expert

Ellais inspired by diverse ideologies, methodologies, and
psychologies. She seeks to shine a light on brand
strategies that can make a difference in society,
partficularly in terms of their ability to shape perspectives.
Her work, along with all of the work from the experts on
the Mintel Consulting team, can help your brand be
culting-edge, both now and in the future.

|

MINTEL CONSULTING



	Slide 1: How should marketing connect with the masses by credibly tapping into their shared humanity?
	Slide 2: With consumer confidence sharply declining in the past couple of months there is room for a brand to re-instill a positive outlook in an increasingly forlorn and skeptical population. 
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7: How can I develop my marketing to properly engage with consumers who are hesitant to trust me?
	Slide 8
	Slide 9: As many brands avoid conflict by pulling away,
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18: So what can you do  to better resonate  with people’s emotions  and values?
	Slide 19: Prioritize themes around belonging
	Slide 20: Let the people speak
	Slide 21: Connect people together…
	Slide 22: Be bold
	Slide 23: Embrace the intersectional
	Slide 24: Q&A
	Slide 25

