
Despite having a clear, compelling brand vision, AT&T needed to ensure their 
leadership felt fully invested as co-authors, co-owners, and drivers of that 
vision. To that end, they partnered with SYPartners to produce a summit for 
their top 26 executives, as they held an expanded view of the brand, played a 
vital role in its success, and were starting to make business decisions around it.
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Title

Senior Production
Designer

Key Responsibilities

Partnered with the design team to conceptualize 
and prototype the exhibit, ensuring content was 
impactful, visually compelling, and optimized for 
large-scale production.

Identifi ed and secured a production partner in 
Dallas to manufacture and deliver exhibit 
components on-time and within budget. 

Coordinated with print and fabrication vendors 
to ensure color fi delity, print quality, and material 
integrity, despite limited access to physical proofs.

AT&T 
Corporate 

Headquarters 
schematic for 

Forces and 
Territories 

Walls

Managed communication between print partners, 
internal teams, and AT&T facilities management 
to ensure seamless logistics and timely delivery 
of large exhibit pieces to summit venue.

Managed the setup, assembly, and placement of 
exhibit elements under tight timelines. Ensured 
all components were installed correctly and in line 
with SYPartners expectations of exactness and 
excellence.

Captured high-quality images and video through-
out the summit, producing impactful visuals 
for client presentations and future case studies. 

Brand Vision Summit

Increasingly, our world is becoming 
more complex and automated. 
Everything now exists at the touch  
of a button—from requesting a ride  
to meet a friend, to staying up-to- 
date with a beloved sports team.  
In a world where our daily moments 
are intertwined with an ecosystem  
of apps, screens, and buttons, are  
we focused on what matters most? 

At AT&T, we exist to make  
our customers’ everyday 
moments of connection  
more fluent, more productive,  
and a bit more special. 

TERRITORY A

How can we 
scale our customer 
experience teams’ 

capabilities so they  
are more wired into 

the rest of our 
organization?

Are we capable of  
being the best-in-class 
at both technology and 
customer experience?

Are we prepared  
to play a more  

visible and active role 
in people’s digital 

ecosystems?

OUR FUTURE CUSTOMER EXPERIENCES INCLUDE:

WE WILL BUILD ON THESE EXISTING STRENGTHS:

Our commitment to the fastest land  
and wireless-based internet tech

Our brand equity and roots  
in American innovation

Our newfound focus without  
the distraction of other ventures

AT&T HAS BECOME KNOWN FOR:
 

Elevating the big and 
small moments of our 
connected daily lives,  
to make them easier, 
more meaningful, and 
more intentional

WE WILL NEED TO INVEST IN:

Ensuring our solutions are the most 
jitter-free, low-latency anywhere

Innovative business offerings designed 
for the digital economy 

A truly design-first and jargon-free 
customer experience

OUR METRICS OF SUCCESS:

+  To what extent does AT&T empower you to 
get more done and live your best life? (1–10) 

+  A quality of CX so good our customers 
become vocal advocates

Imagine five years from today

How we would make this real

TOUGH QUESTIONS WE’LL NEED TO ANSWER:

The best designed 
self-install kits

A single, seamless 
plan for internet 
connectivity 

Partnerships with 
apps and hotel 
brands that proudly 
carry “AT&T Wi-Fi” 

5G FIBER

WANT!

Every day, we connect to one 
another and to new experiences 
and ideas using powerful networks. 
Every new connection is a new 
opportunity—an opportunity to be 
more connected to the heartbeat  
of the world, to never miss out on 
what’s happening, and to lead fuller, 
more flourishing everyday lives. 

At AT&T, we exist to pave 
the way to meaningful  
new experiences and 
opportunities, every day.

TERRITORY B

OUR FUTURE CUSTOMER EXPERIENCES INCLUDE:

WE WILL BUILD ON THESE EXISTING STRENGTHS:

Our clout as a potential  
enterprise partner

Our tech and engineering  
expertise

Our ubiquity and vast  
coverage footprint

AT&T HAS BECOME KNOWN FOR:
 

Connecting  
customers to new 
worlds—wide-
ranging experiences, 
innovations, and 
opportunities

WE WILL NEED TO INVEST IN:

Increasing upload and download speeds 
for everyone—urban, suburban, rural

New service partnerships (lifestyle, 
education, players in the creator economy)

Exploring how we can increase AT&T 
credentialing opportunities

OUR METRICS OF SUCCESS:

+  Volume and breadth of partnerships with 
product and experience providers

+  Higher satisfaction scores than other  
utilities, couriers, or airlines 

Imagine five years from today

How we would make this real

TOUGH QUESTIONS WE’LL NEED TO ANSWER:

AI-assisted service 
plans that optimize 
for customers’ usage 
patterns and lifestyles

AT&T 
engineering 
certification 
programs

Highly visible lifestyle 
sponsorships 
(“Powered by AT&T” 
moments)

 Are we prepared  
to eat into our margins 

to ensure that even  
the most rural people 

are connected?

Will we be able to live  
up to the ‘opportunity’ 
promise internally for  

our own people?

Beyond 
connecting more 
people through 

5G, broadband, and 
Fiber, what else are 

we prepared to do to 
own the notion of 

‘opportunity’?

We’re all living and working  
together more than ever, minute  
to minute, back to back—and  
yet, we have never been farther 
apart from one another. Families, 
organizations and networks now 
come in diverse new configurations, 
and are spread across time zones 
and, in many cases, across borders 
and oceans. 

At AT&T, we exist to bring 
people closer to each other 
and to create powerful 
moments of togetherness.

TERRITORY C

OUR FUTURE CUSTOMER EXPERIENCES INCLUDE:

WE WILL BUILD ON THESE EXISTING STRENGTHS:

Our thousands of employees located  
in communities across the Americas

Our commitment to 5G and Fiber

AT&T HAS BECOME KNOWN FOR:
 

Facilitating vibrant 
shared experiences, 
immersive moments, 
and enduring memories

WE WILL NEED TO INVEST IN:

More customizable offerings to meet  
the diverse needs of people, families,  
and companies

Immersive digital products and offerings 
(the great memories you make don’t 
have to be made in person) 

Developing, delivering, and marketing 
ourselves as the underlying power 
behind the great moments of people’s 
lives—winning back the credit from 
device makers and social media

OUR METRICS OF SUCCESS:

+  Number of new first-to-market  
connectivity solutions

+  % growth in “family” offerings

Imagine five years from today

How we would make this real

TOUGH QUESTIONS WE’LL NEED TO ANSWER:

The most high-definition wireless 
and wired coverage in the world

The most innovative 
connectivity solutions 
in the market

Solutions that are 
perfect for your 
“family,” whatever 
shape and size 
they are

Are we prepared to 
think, talk, and act in 

service of togetherness 
ideals that transcend 

product features  
and benefits?

Are we prepared to 
shift our offerings to 

more visibly reflect—and 
tailor to—the needs of  
our increasingly unique 
current and potential 

customer base?

Are we ready  
to invest in best-in-
class dependability  
and empower our 

frontline employees  
to make things right 
when we fall short?

New art for our conversation

Our customers and 
employees have never 
been more diverse. 

Their expectations? 
Equally so.

The definitions—and 
locations—of a ‘family’ 
are multiplying, but 
the desire to stay 
connected is as strong 
as always.

Customers are 
using the Internet in 
unprecedented ways, 
increasing demand 
for infrastructure to 
deliver results.
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The number of languages spoken in 
America increased TKTK 

In 2019, for the fi rst time, more 
than half of the nation’s population 
under age 16 identifi ed as a racial 
or ethnic minority. 

In 2019, 
for the fi rst 
time, over 
50% of 
Americans 
identifi ed as 
etc.

tktktk

tktktk

The number 
of seniors is 
growing rapidly, 
and so is their 
spending power

By 2030, seniors are 
projected to spend just 
under $15 trillion 
(in 2011/PPP), up from 
$8.7 trillion in 2020.

The pandemic has upended established 
rules for how we all live and work, 
with hybrid and remote work becoming 
the norm for many.

‘Households’ now 
come in more 
complex and varied 
confi gurations than 
ever before 

The pandemic has accelerated migration 
away from traditional urban centers. 
Families are now increasingly spread 
across multiple time zones, and in some 
cases, countries.

Customized devices and social media are 
emboldening customers to bring every 
facet of their identity online—including 
dimensions the ‘real world’ doesn’t see.

39%
of heterosexual 
couples reported 
meeting their 
partner online, 
compared to 22% 
in 2009. 

48% 
of online 
relationships end 
through e-mail 

159% 
Usage of Ginger’s 
text-based 
mental health 
coaching was up 
159%, and virtual 
therapy and 
psychiatry was up 
302% compared 
to pre-COVID-19 
averages

Customers increasingly use the 
Internet for activities that were 
previously exclusively in person. 

“Three in four adults surveyed 
reported high stress levels 
related to the pandemic—many 
of these effects are expected 
to be long-term.”

American Psychological Association (APA)

February 12, 2021

What else are you seeing?

Digital and physical 
worlds are blending, 
creating a new universe—
the metaverse. 

Web 3.0 technologies 
are creating an 
open internet—
threatening the role 
of conventional 
institutions

Consumers are 
demanding that 
brands behave 
ethically—or face 
the consequences.

What else are you seeing?
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Uber provided 737 
million customer trips 
in Q2 2020 without 
actually owning a 
single vehicle. 

Location-aware 
devices are unlocking 
a new sharing 
economy, with more 
connected devices 
being shared by more 
and more people

As augmented 
reality gains in 
sophistication, the 
physical world will 
become more of a 
canvas for digital 
information-sharing, 
creativity, and 
collaboration The advent of deepfakes 

demonstrates how readily 
the physical world can be 
digitized—and manipulated

As Blockchain becomes more 
widespread, it holds the potential to 
enable more equitable distribution 
of wealth—a counter against 
skyrocketing income inequality.

The global blockchain 
market size is expected 
to grow to $39.7 billion by 
2025, at a CAGR of 67.3% 
from  2020–2025 OR 

Decentralized 
Finance is becoming 
an economic force 
to be reckoned 
with, sidestepping 
traditional 
intermediaries 

The market capitalization of 
Ethereum is nearly $288B 

$288B 

Decentralized 
Autonomous 
Organizations 
are testing the 
possibilities of 
self-governing, 
stateless 
companies 

Trust in institutional 
leadership is at an 
all-time low, while 
expectations for 
business leadership 
has never been higher

Edelman’s annual trust poll showed 
86% of respondents said CEOs 
must lead on societal issues, amidst 
record low trust in government.

Customers demand 
deeper emotional 
connection with 
the brands in their 
world

Safety and privacy are becoming 
top priorities—customers are 
looking for brands to proactively 
implement safeguards on how data 
is collected and used.  

Technology is expected 
to work seamlessly 
alongside—and often 
instead of—humans

Top talent want 
more than just 
compensation—they 
crave flexibility, 
meaning, and growth 

Cloud technologies, 
fiber, and 5G are 
poised to radically 
expand what’s 
possible with data  
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What else are you seeing?

Customers are 
demanding products 
and services that are 
fast, on-demand, and 
integrate seamlessly 
with their lifestyles

At least 50% of US 
occupations will experience 
some degree of automation 
in the next 10 years.

Even as automated technology 
improves, American consumers 
still prefer human interaction—
suggesting automated 
solutions “learn” from human 
interactions, not replace them.

71% of Americans 
would rather interact 
with a human than 
a chatbot or some 
other automated 
process

Skilled candidates are 
clear about the life 
they want to live and 
where they want to 
live it—and are less 
willing to compromise

of employees say that ability 
to work fl exibly will impact 
whether or not they stay on 
with their current employers 

55% 
of employees would give up 
at least one benefi t or perk 
for the freedom to choose 
their work environment

75%

The future of 
work looks hybrid, 
fl exible, and with 
multiple streams 
of income—the 
most competitive 
employers are 
working to check 
as many boxes as 
they can

Jobs are viewed as 
opportunities to 
learn and create 
impact. Performance 
management is shifting 
towards development 
and growth

Adobe retained 30% more employees by 
introducing Check-in, a program replacing 
performance reviews with frequent, informal 
dialogue about growth and development

30% 

Data, cloud computing, 
and AI hold the 
promise of vastly 
improving consumers’ 
daily experiences

Amazon Fresh and Amazon Go use 
algorithms, AI-powered cameras, and 
smart devices to create a personalized 
in-store shopping experience. 

5G will raise the bar 
for the quality—and 
quantity—of powerful 
digital experiences 
that can be created for 
customers wherever 
they are

European telco fi rm EE showcased the 
potential of 5G by live-streaming a 
360-degree Augmented Reality concert

5G promises to enable 
low latency connections, 
creating better 
opportunities for IoT, 
smarter cities and 
advanced warehouse 
technology.

A 2017 Accenture Strategy 
report predicts that using 
5G networks to manage 
traffi  c and power could 
save cities $160 billion.

“Only fast networks, 
such as 5G, can support 
millisecond-level latencies,” 
– Dr. Kevin Curran, 
Ulster University in 
Northern Ireland

In January 2019, a surgeon 
in China successfully 
removed part of a pig’s liver 
from 30 miles away using a 
5G connection.
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Safety and privacy are becoming 
top priorities—customers are 
looking for brands to proactively 
implement safeguards on how data 
is collected and used.  


