
Futures 
Academy
September 24, 2020



Welcome



Your Presenters Today

Senior Partner, Consulting 
Division at Kantar 

Chief Knowledge Officer, 
Brand & Marketing at Kantar

Senior Director, Human 
Insights at Clorox



We believe in 
the power of 
futures thinking
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A way of thinking about 
what’s possible more deeply, 
honestly, and strategically.

It opens your eyes, 
sharpens your senses, 
expands your view, and 
prepares you to act.

FUTURES 
THINKING 
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DESIGN THINKING…

Start with the needs 
of the user, not the 
capabilities of the 
organization.
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FUTURES THINKING!

Start with where you 
want to go, not where 
you’ve come from.
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PREDICTABLE 
SURPRISE!
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What may come as a 
surprise is that – with the 
right mindset – COVID-19 
was an entirely a
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Let’s ask ourselves two questions:

1. Why do we need to think about the future?
2. Why is it so difficult to think about the future?

People and businesses 
aren’t wired to think 
about the future.
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Psychologically. We think in the short term, and 
we’re uncomfortable thinking about change.
Structurally. Businesses tend 
to be short-termist.
Professionally. Bonuses aren’t 
paid on future performance. 

People and businesses 
aren’t wired to think 
about the future.
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5 Principles

Look from the 
outside in to see 
the bigger picture

1 SWITCH 
PERSPECTIVE

Take a longer view of 
time to see deeper 
patterns of change

2 LOOK 
FURTHER

Understand 
people’s shifting 
values to anticipate 
social change

3 ANTICIPATE 
VALUES

Connect more dots 
to see a richer 
view of change

4 SEE 
CONNECTIONS

Take off the blinkers 
to reveal predictable 
surprises

5 PREDICT 
SURPRISES
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Before we dig in – a short story about 
predicting surprises
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Envisioning 
the Future  
of Healthcare
A Glimpse into 2015 & the Impact to 2020 

THE CLOROX COMPANYANNA HUSK
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Future Dynamics in 2015

MODERN-DAY 
BATTLEGROUND

TO ERR IS 
HUMAN … AND 

EXPENSIVE

OMNIHEALTH

1. Minimize Human 
Limitations

2. Keep Expanding
Healthcare

3. Prepare for
Global Pandemics

?
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How we got here…

Clorox Healthcare
internal perspective

Proprietary knowledge 
of market trends

Secondary 
research

Expert 
interviews

Drivers of Change
Discrete, sustained market trends arrayed across 5 domains

Future Dynamics
Broader marketplace shifts shaping 

Clorox Healthcare's operating landscape

Strategic Pathways

Working session with The Clorox 
Company team in Pleasanton

Additional analysis by 
Kantar

Future Forum Additional analysis by 
Kantar
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MODERN-DAY 
BATTLEGROUND
Preventing, detecting and handling impending pandemics
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What was Happening Before 2020

Outbreak of 51 measles 
cases linked to 
Disneyland
January 23, 2015

Ralph Ellis, Josh Levs, and Sonya 
Hamasaki, CNN

Lawrence Tynes says 
MRSA infection ended 
NFL career
April 7, 2015

Pat Yasinskas, ESPN Staff Writer

Reported illnesses at 
Chipotle restaurant 
swell to 100+
July 20, 2017

Theo Thimou Clark

Flu outbreak shuts 
down Idaho school, 4 
out of 10 kids stricken
January 11, 2018

Melanie Dadourian, Fox News, 
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Planning for the Future

1000

2000

3000

1980 1990 2000 2010

HUMAN-

SPECIFIC

ZOONOSES

YEAR YEAR YEAR

1000

2000

3000

1980 1990 2000 2010

FUNGI

PARASITES

PROTOZOANS

VIRUSES

BACTERIA

1000

2000

3000

1980 1990 2000 2010

VECTOR-BORNE

NON-VECTOR-BORNE

HOST TYPE PATHOGEN TAXONOMY TRANSMISSION MODE

GLOBAL NUMBER OF HUMAN INFECTIOUS DISEASE OUTBREAKS 1980-2010

SOURCE: Smith, K. F.; Goldberg, M.; Rosenthal, S.; Carlson, L.; Chen, J.; Chen, C.; Ramachandran, S. 2014 Global rise in human infectious disease outbreaks. J. R. Soc. Interface 11: 
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Clorox Total 360 
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Fast Forward to 2020
Did we predict the pandemic?

Oakgrove Elementary, Battleboro



For today, imagine you are the CGO 
(Chief Growth Officer) for your 
company and are tasked to identify 
the next predictable surprise.

Answer the following two questions 
with the first thing that comes to 
mind as CGO:
1. What’s the most important issue or 

challenge you believe you will face due to 
the changing landscape?

2. What do you think predicting surprises 
could mean for you and your category?

THE BIG 
QUESTION
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5 Principles… A Reminder

Look from the 
outside in to see 
the bigger picture

1 SWITCH 
PERSPECTIVE

Take a longer view of 
time to see deeper 
patterns of change

2 LOOK 
FURTHER

Understand 
people’s shifting 
values to anticipate 
social change

3 ANTICIPATE 
VALUES

Connect more dots 
to see a richer 
view of change

4 SEE 
CONNECTIONS

Take off the blinkers 
to reveal predictable 
surprises

5 PREDICT 
SURPRISES
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FUTURES THINKING
looks from the outside in 
to see the bigger picture

PEOPLE
tend to see the world from 

their own perspective

STRATEGISTS
looks at the business as 

its defined today

SWITCH
PERSPECTIVE

FUTURES THINKING PRINCIPLE #1
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SWITCH
PERSPECTIVE

FUTURES THINKING PRINCIPLE #1
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What’s the best question?
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The future of clothes laundry

The future of washing

The future of home & garment care

The future of meat

The future of protein

The future of sustainable nutrition
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WORKING OUT THE QUESTION

SWITCH 
PERSPECTIVE
EXERCISE

PRINCIPLE #1

Look from the outside in to see the bigger picture
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FUTURES THINKING
takes a longer view of time 

to see deeper patterns 
of change

PEOPLE
are biased towards 

the short term

STRATEGISTS
plan quarterly or 

annually, in line with 
business focus

LOOK 
FURTHER

FUTURES THINKING PRINCIPLE #2
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HISTORICAL FACT

DEBATABLE FUTURE

PRESENT

We need to re-frame the way we think about time
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HISTORICAL FACT

DEBATABLE FUTURE

PRESENT

3 Keys to building a great timeline
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Keep your time horizon relevant 
for your business

We often suggest 1.5 product 
innovation cycles for setting the 
right horizon.

Respect the role that the past 
plays in the future 

Looking at the past can help you 
identify recurring trends, cycles and 
align around the rate of change.  

The length of time that you look 
back and look forward is critically 
important

We suggest looking back twice as 
far as looking forward.

1. 2. 3.
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LOOK 
FURTHER
EXERCISE
BUILDING A TIMELINE
Above the line = events in the sector
Below the line = events in the wider world

PRINCIPLE #2

Take a longer view of time to see deeper patterns of change
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Key takeaways
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Discover the likely rate 
of change for your 
business and/or 
category

Align on assumed future 
events and/or 
milestones

Open a dialogue with 
your colleagues about 
change in the long term

1. 2. 3.
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FUTURES THINKING
understands people’s 

shifting values to 
anticipate social change

PEOPLE
underestimate the 

power of values shifts 
because we are part 

of the shift

STRATEGISTS
think about 

consumers today, not 
values of tomorrow

ANTICIPATE 
VALUES

FUTURES THINKING PRINCIPLE #3
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REFRAMING 
“GENDER”
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2015

2015

2007

2006

2014

Moving 
from this…
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To this…
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EXERCISE

PRINCIPLE #3

Understand people’s shifting values to anticipate social change

ANTICIPATE 
VALUES

ADDING VALUES
Now think about value shifts… what’s really 
changed the course of history; what could 
come next?
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FUTURES THINKING
connects more dots to see 

a richer view of change

PEOPLE
see change in one 

dimension

STRATEGISTS
focus on one category of 

change, either economics, 
technological, etc.

FUTURES THINKING PRINCIPLE #4

SEE 
CONNECTIONS
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INCREASING 
IMPORTANCE OF 
CULTURAL 
COMPETENCY

As the U.S. population 
becomes more diverse, the 
need for greater 
understanding and empathy 
of cultural context will become 
more important in ensuring 
quality of care and reducing 
existing health disparities.

MAINSTREAMING THE 
INTERNET OF THINGS

The physical world is 
becoming an information 
system. Everyday objects are 
becoming embedded with 
computing chips, sensors, 
actuators and networked 
connectivity.

FROM FEE-FOR-
SERVICE TO FEE-FOR-
OUTCOME

The Affordable Care Act has 
ushered in an era of value-
based healthcare, as opposed 
to the outdated, volume-
based “fee-for-service” model. 
This will lead to more 
innovative payment 
mechanisms and greater 
focus on positive patient 
outcomes. 

TENSIONS BETWEEN 
REGULATION AND 
INNOVATION

Concerns that regulation will 
stifle innovation in healthcare 
will continue as policymakers 
and regulatory bodies juggle 
the need to ensure safe and 
secure use, quality and 
effectiveness amid new 
advances in technologies and 
changes in healthcare 
delivery.

RISING CONCERNS 
OVER TOXICITY
Concerns about chemical 
ingredients are increasing 
across a broad range of 
categories, from packaged 
food to personal care to home 
goods. Instead, consumers 
find reassurance and better 
health in naturals as the 
category continues to grow.

PUBLIC HEALTH THREAT 
FROM PANDEMIC CRISES 

The proliferation of cross-
border viruses will place 
growing pressures on public 
health officials and heighten the 
need for more coordinated 
action.
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Why do we start scanning so broadly for drivers of change? 
It’s about the inter-relations, and the connections between them…

“How did we foresee 
a global pandemic?”
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RISE IN URBANIZATION THE NEW NEWLY INSURED

CONSTANT & UBIQUITOUS CONNECTIVITY

NEW APPROACH TO BACTERIA

NEXT-GENERATION BIOMONITORING

RISE OF SANITATION DETECTION AND SIGNALING

RISING IMPORTANCE OF COST-EFFECTIVENESS

CONTINUATION OF SLOW ECONOMIC GROWTH

GROWING PRESSURE FROM CHALLENGER BRANDS

GROWING ECONOMIC INFLUENCE OF EMERGING MARKETS

GROWING IMPORTANCE OF POPULATION HEALTH

DECLINING HOME OWNERSHIP RATES

GROWING CONCERN ABOUT WATER QUALITY AND SCARCITY

DENSIFICATION OF URBAN AREASINCREASING VISIBILITY OF THE SUSTAINABILITY AGENDA

RISING CONCERNS OVER SUPERBACTERIA INCREASING IMPACT OF CLIMATE CHANGE

WEAKENING SAFETY NET FOR THE VULNERABLE

INCREASING IMPORTANCE OF NGOS RISE OF PUBLIC/PRIVATE PARTNERSHIPSPOLITICAL INSULARITY AND POLARIZATION

SPREAD OF PROTECTIONISM TENSIONS BETWEEN REGULATION AND INNOVATION

GROWING DEMANDS ON CAREGIVERS

MAINSTREAMING OF NETWORKED CARE

THE EVOLVING DOCTOR CRISISSHIFT FROM ACUTE CARE TO OUTPATIENT DELIVERY

DECENTRALIZING OF MEDICAL INFLUENCE

GROWTH IN ANTICIPATORY AND PREDICTIVE ANALYTICS

TRACTION AND SPEED OF HEALTH MISINFORMATION

GROWTH OF HEALTH ROBOTICS EMERGENCE OF SELF-CLEANING SURFACES

RISE OF DECENTRALIZED MANUFACTURING

SHIFTING RESPONSIBILITY BETWEEN SELF AND SOCIETY

PUBLIC HEALTH THREAT FROM PANDEMIC CRISIS

PERSISTENCE OF LIFESTYLE AND CHRONIC DISEASES
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Seeing Connections can have uncomfortable outcomes
By thinking deeply about change, you can see unexpected (and very powerful) future dynamics. These dynamics 
then form the core of your long-term perspective on where to play and how to win.

RISE OF SANITATION DETECTION AND SIGNALING

DENSIFICATION OF URBAN AREAS

RISING CONCERNS OVER SUPERBACTERIA

INCREASING IMPACT OF CLIMATE CHANGE

MAINSTREAMING OF NETWORKED CARE

GROWTH IN ANTICIPATORY AND PREDICTIVE ANALYTICS

TRACTION AND SPEED OF HEALTH MISINFORMATION

PUBLIC HEALTH THREAT FROM PANDEMIC CRISIS

GROWING IMPORTANCE OF POPULATION HEALTH

MODERN-DAY 
BATTLEGROUND
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EXERCISE
SEE 
CONNECTIONS

DRIVERS CLUSTERING
Review the drivers in your kits, pick a few that 
connect in interesting ways and capture the 
shift the combination creates

PRINCIPLE #4

Connect more dots to see a richer view of change
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FUTURES THINKING
takes off the blinkers 

to reveal 
predictable surprises

PEOPLE
tend to stick their heads in 
the sand, assuming things 

will go on as always

STRATEGISTS
look at the players 
changing, not the 
landscape shifting

PREDICT
SURPRISES

FUTURES THINKING PRINCIPLE #5
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1985 2017 20202007

Should the video industry have seen this coming…

1998 2011 2018



This reality was a predictable 
surprise, a black elephant
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Examples of recent Predictable Surprises

Tesla Overtaking GM 
Market Cap

Housing Bubble Burst GDPR and Privacy 
Pushback

Climate Change 
Impacting Daily Life

Pandemic Going Global2016 Election and the 
Rise of Nationalism

Telemedicine
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EXERCISE

PREDICT 
SURPRISES

FUTURE WORLD
Using this worksheet, build the possible 
future world of your company – when you’re 
comfortable with this, think about the actions 
you could take today.
PRINCIPLE 5

Take off the blinkers to reveal predictable surprises
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Planning for the Next Predictable Surprise

PROBABILITY
Low Probability

PROBABILITY
High Probability

High Impact
IMPACT

IMPACT
Low Impact

High Impact
Low Probability

High Probability
High Impact

Low Probability
Low Impact

High Probability
Low Impact

This is exactly where 
Modern Day 
Battleground ended up 
for Clorox.

What ends up here for 
you?
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REIMAGINE
WHAT’S
POSSIBLE
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AND INNOVATE FOR 
TOMORROW - TODAY.
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Futures Thinking ties directly to innovation strategy and category leadership

x

FUTURES THINKING INNOVATION

5 Principles

Weak 
Signals

Predictable 
Surprises Big Bets

Category 
Disruption

Blue 
Oceans



Using 5 Principles

Look from the 
outside in to see 
the bigger picture

1 SWITCH 
PERSPECTIVE

Take a longer view of 
time to see deeper 
patterns of change

2 LOOK 
FURTHER

Understand 
people’s shifting 
values to anticipate 
social change

3 ANTICIPATE 
VALUES

Connect more dots 
to see a richer 
view of change

4 SEE 
CONNECTIONS

Take off the blinkers 
to reveal predictable 
surprises

5 PREDICT 
SURPRISES

We hope you can see your business and industry through fresh eyes, 
reimagine what’s possible, and think differently about where growth lies –
and what you should be doing to seize those future opportunities. 
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WHAT WILL BE NEW AND
WHAT WILL NOT BE NEW?



New or Not New Normal (post-disruption)

5454

Principle 1

‘New Coke’
Reinvigoration 
of the old

Principle 2 Principle 3

Asymmetry
Partial reversion 
of the old

Acceleration
Clears away 
the old

Less change

Cultural 
resonance

Lifestyles

Some change

Quality 
experience

Product

More change

Business 
models

Emerging trends



1. Human Scale

5555

People will rush back to physical, social connection as soon as possible, even recklessly.

OLD
NORMAL

ASYMMETRIC
NORMAL

Some
Change

Less
Change

NEW
NORMAL

More
Change



Social End

Outbreak End
Economic End

Re-start
– COVID clusters

– COVID bubbles

Reset
– Reformed norms

– Redesigned spaces

Recovery
– New platforms

– New adjacencies

Social division Social revision Value reconstitution
PANDEMIC POST-PANDEMIC

A recovery, not 
a restoration.

More handwashing.
No handshaking.

Cabin fever breaks 
the thermometer. 
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2. Risk Aversion

5757

Consumers will spend and make big purchases, but only with more marketing investment.

OLD
NORMAL

ASYMMETRIC
NORMAL

Some
Change

Less
Change

NEW
NORMAL

More
Change





3. Hygiene

5959

Strong precautions around health and safety will be a permanent part of the marketplace.

OLD
NORMAL

ASYMMETRIC
GAINS

Some
Change

Less
Change

NEW
NORMAL

More
Change
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Human Scale

Risk Aversion

Hygiene



marketing eras

What is it that brands 
are expected to bring 
to the marketplace?

public

person

product

– Make a contribution
– The rules of society
– Better society

– Who are you
– The rules of self
– Better self

– What you own
– The rules of stuff
– Better stuff



We look forward 
to partnering 
with you!
Don Abraham
Senior Partner
Don.Abraham@Kantar.com

Chris Carbone
Head of Futures Practice
Chris.Carbone@Kantar.com

Liana Gregorians
Head of Innovation Practice
Liana.Gregorians@kantar.com
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J. Walker Smith
Chief Knowledge Officer
JWalker.Smith@kantar.com

mailto:Don.Abraham@Kantar.com
mailto:Juan.Rion@Kantar.com
mailto:Liana.Gregorians@kantar.com
mailto:jwalker.smith@kantar.com

