WAVEMAKER@CES 2018
TRENDS & BEYOND

CES 2018: THE GLOBAL STAGE FOR INNOVATION
The Consumer Technology Association (CTA)’s Consumer Electronics Show (CES) is the annual
iconic international, future-focused consumer electronics and technology conference in Las
Vegas. This year, CES hosted more than 170,000 attendees from over 150 countries. Historically,
CES is where culture-shifting technology has been unveiled, including the Apple Newton, CD
player, VHS & VCR, Sony PlayStation, and the Oculus Rift "Crystal Cove." That said, some aspects
of CES have become fairly reliable year-to-year, like TVs that get larger and have higher
resolutions, (this year’s winner: Samsung’s The Wall, a 146-inch 8K TV with Bixby AI and 8K),
alongside wearable devices, robotics, cars and more.
Though, you are always guaranteed to find something new at CES. Robots, for example, have
moved from being novel to becoming core components of technology. What was once a
buzzword has become commonplace and almost DNA within other devices.
Much of what is seen on the show floors is not designed with brands and marketers in mind. In fact, much of it isn’t designed with any specific
consumer in mind; Like “concept cars” at auto shows, there’s the push for entertainment and spectacle simply for the PR. However, when you
step back and look at the technologies being unveiled, the utility they’re designed to provide, the physical and digital spaces they play in, and
how consumers engage with them, we must remember our need to find fresh, innovative ways to leverage these innovations to remove frictions
between brand and consumer. It is critical to uncover the untapped ways in which we can use these tools as the new powers of persuasion
across the Purchase Journey.
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Our annual Wavemaker@CES Thought Leadership event serves as a catalyst for
sourcing ideas, partnerships and opportunities that deliver on our quest for client
innovation and growth.
Our 2018 theme - “Now.Next.Future.” - focused on the new tools of persuasion,
gleaning insight into what devices and tools consumers will be engaging with and
potentially embracing in the months and years to come. Leaders from companies
changing the future of media & marketing via technology, including Amazon, Roku,
Celtra, Reddit, NBCUniversal, Jaunt, and more, discussed the implications voice has
on intimacy in brand-driven conversations, how AI requires human-driven creativity
to deliver true value, and the opportunities around OTT.
In today’s brave new world, media, content, and technology consistently and
simultaneously overlap, drive, and often compete in their ability to connect with
and drive consumer persuasion. Throughout this event, we discussed and debated
what the intersection of these concepts mean for the future of advertising and
engagement, and how savvy marketers can best take advantage of them today for
business growth and success tomorrow (and beyond).

BEFORE WE BEGIN…TECH TERMS YOU NEED TO KNOW
Virtual Reality (VR) - An immersive computer-simulated reality experience that “transports” users
from their physical environment into a closed realistic virtual environment.
Augmented Reality (AR) - Technology that overlays virtual 3D images within one’s field of view of
the real world utilizing a head-mounted display or smartscreen (e.g. smartphone).
Autonomous Car - Often known as a “driverless”, “self-driving” or “robotic” car, an autonomous
car is capable of sensing and navigating its environment without driver input. Autonomy can range
depending on vehicle sophistication, but, in general, car control systems interpret sensory details
to identify navigation paths, obstacles and relevant signage.
Robots - Intelligent, autonomous machines that are changing the way we live, work and play.
While functions vary, many of them are connected to the cloud, controllable by mobile device,
and/or capable of seeing, hearing and reacting to the environment around them.
Connected Home - A subset of IoT, it is space networked to enable multiple intelligent systems
and devices to communicate with each other and the internet in a mutually beneficial way, such
as thermostats, appliances, security systems, cameras, TV, stereo, home computer equipment and
mobile devices, all of which are controlled by a single server and managed via a consolidated
interface.
Internet of Things (IoT) - Refers to the full spectrum of screens, devices, objects—even living
things--that can be assigned an IP address and linked to the internet and each other, enabling
them to generate, share and exchange data.

Artificial Intelligence (AI) - A computer system that is able to perform tasks normally requiring
human intelligence, such as visual perception, speech recognition, decision-making, and language
translation.
Machine Learning (ML) - An approach to achieving modern day AI, it is the training of computers to
display human intelligence to accomplish specific tasks by using algorithms to parse data, learn
from it and make predictions about something. Because machine learning can look at full sets of a
customer data, identify specific patterns and organize the data into ‘clusters’ of similar data, it
enables new levels of insight that can be applied to marketing automation or email optimization.
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Deep Learning - A subset of machine learning designed to implement machine learning. Using a
series of binary questions to come to a decision, it is based on learning data representations, as
opposed to task-specific algorithms (i.e. machine learning). The result? Going beyond simply
substituting for human intelligence to provide intelligence humans are incapable of.

Voice Search - Voice-enabled searches/requests that return information from the web, not
inclusive of prompts to open apps or set cooking timers. It should be noted that the industry, and
even search engines themselves, have loosely defined voice search as the use of voice-prompt
technology to perform both searches and commands on enabled smart devices. This definition
establishes the false equivalency that someone using their voice instead of their fingers to text
grandma while driving is one and the same as someone using voice to ask for recommendations
on top restaurants nearby.
Blockchain - Originally developed as the accounting method for the cryptocurrency Bitcoin (a
virtual currency), blockchains are digitized, decentralized, public registries of all cryptocurrency
transactions. It is constantly growing ‘completed’ blocks (i.e. most recent transactions) are
recorded and added in chronological order, allowing participants to track digital currency
transactions without central records.
OTT (Over-The-Top)- Refers to the delivery of content (e.g. TV, film) via the Internet, without the
need to subscribe to a traditional cable or satellite provider. Consumers access OTT content via
streaming media, upending traditional service providers’ roles in the content distribution
landscape.
5G (Generation) - Describes the next-generation of mobile networks beyond the 4G LTE mobile
networks of today. 5G is the wireless connection designed to keep up with all of your wearable
and in-home devices that require a mobile internet connection. 5G is going to be critical to driving
the future of IoT, which will require more data and being faster than ever before.

SETTING THE STAGE
“My goal is to transform Toyota from a car company
to a mobility company.” - Akio Toyoda, President,
Toyota

“Humans aren’t numbers. Humans are life. You need
to understand who humans are beyond the data.” Matevz Klanjsek, CPO, Celtra

“VR is the most demanding visual medium ever
created and we’re just beginning to deliver on its
potential to convincingly create experiences that
mimic reality” - David Cole, CEO, NextVR

“The future of luxury is time...if you can save
consumers time or removing friction from that time
you're in the luxury goods business.” – Brian Cooley,
CNET

"We believe IoT should... make a consumer's life
simpler and easier, to free up time to let them do the
things they love.” - Kim Hyunsuk, Head of Samsung's
Electronics and Research Divisions
"We really do care about this community, that it be a
place that is safe. We understand the societal impact
the platform can have." - Neal Mohan, Chief Product
Officer, YouTube
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THE TRENDS TO
WATCH IN 2018

CES has been all about the gadgets: the tech toys that can be played with, such as
drones, 3D printers, VR headsets, wearables, and more. This year, however, what
really impressed us was the technology that you couldn’t see; the invisible AIdriven spines, 5G, and biometric measurement capabilities that made the tech
so impressive, be it a connected car or a smarter home device. These ‘invisible’
technologies are what bring together the algorithms, hardware, software,
sensors, etc. to make the consumer/business-facing tech better, faster, smarter,
and more communicative. What was going on behind the tech curtain was even
more inspiring than the physical end product.

Trend 1

BEYOND THE
PHYSICAL:
LESS FLASH,
MORE SPLASH

An even simpler way to think about this in the context of the Purchase Journey is
that CES 2018 was all about the user experience (UX), not the products
themselves. It was less about bright shiny objects and more about understanding
what was driving it under the proverbial hood, and whether you could see it or
not, glean insight into how consumers are supposed to use (and may ultimately
end up using) these devices to uncover opportunities to plug into those rapidly
evolving experiences. Experiences are where the ability exists, both in the short
and longer term, to impact a consumer throughout their purchase journey.
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While it’s not always visible, the ‘under the hood’ technology
is what differentiates tools from solutions. Understanding what
a technology leverages to collect, understand, and implement data
inputs to create in-car, in-headset and other content-driven
experiences will help provide the guardrails of communication
possibilities.

AI is all about offering consistency amongst chaos. With more

WHAT THIS
MEANS FOR
MARKETERS

platforms than ever available for shopping, communicating, content
viewing and more, it’s never been harder to understand consumer
behavior, let alone track it well enough to find the data points that
help marketers make sense of it all.

To bring consistent AI-driven personalization to consumers,
you not only need to understand who they are amongst the
scattered data points, but also connect and reconnect those
data dots consistently. Relying solely on tech to do this won’t
work; successfully connecting with consumers through tech still
requires understanding consumers and creatively interfacing with
them.

What does this mean for your purchase journey?
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AI can be used to remove friction from the journey, allowing brands
to meet demands immediately. So, in the Active Stage, why should
potential customers wait on hold when a bot could give a
personalized answer immediately?

EXAMPLES FROM THE SHOW FLOOR
VW/Nvidia Partnership

Laundroid

VW announced that Nvidia will be providing the AI technology for its
future vehicles. This includes an immediate focus on “Intelligent CoPilot” features, using sensor data to make driving easier, safer and
more convenient that will be based on Nvidia’s Drive IX platform,
which offers features like face recognition-based door unlocking,
natural language speech recognition and monitoring a driver’s
attentive state to provide safety alerts.

This robot uses AI to sort and fold laundry. Using robotic arms to pick
up and scan clothing items, it connects via WiFi to a AI-driven server
to analyze the object and determine what it is from 256,000 neural
network images. As a result, it determines the best way to handle
and fold the clothing.

Intel/Ferrari Partnership
This AI partnership is designed to change the way sports broadcast
content is created and distributed. It includes using Intel AI tech,
along with aerial footage captured by Intel drones, which will then
be curated to create personalized feeds.

PianoGo
Using machine learning, this AI-powered iPad app works with The
One Smart Piano to monitor and track how users play, providing an
assessment of accuracy, rhythm, etc. to help improve learning.

AR4X Security Camera
This security camera identifies people, cars, and pets from a distance
to alert a user about any potential intrusions. The only requirement?
One image of the users face to compare it to other people.
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Trend 2

5G:
INVISIBLE
BANDWIDTH

Thinking longer term, one problem we’re bound to run into is the more
connected technology, the more problems connecting as more devices fight for
bandwidth. To deliver seamless tech-driven experiences, marketers will need
faster response speeds than ever before. That’s where 5G comes in.
5G, the term for fifth-generation wireless technology, was one of those invisible
technologies that left a mark this year. Often referenced in product demos, the
next generation of wireless speeds that power devices like your smartphone
won’t achieve massive scale for some time, with networks set to go live in 2020
(and even then, not reaching the majority of the population). However, this year
we got to glean into a 5G-driven future, which delivers on aspects 4G often falls
short on. 5G offers bandwidth (i.e. the bandwidth needed to support the
massive growth of connected devices hitting the market and consumers’ homes),
consistency (i.e. high speeds that aren’t impacted by your location or how many
others around you are using it), and speed (i.e. removing the lag between a
consumer clinking a link to make a purchase and the site appearing.
This means that all of the connected devices on the CES floors (e.g. smart ovens,
smart cars, smart cities) will be seamlessly connected and conversing in ways you
never dreamed of, removing frictions of lag time and connectivity issues.
We look forward to seeing 5G ruling CES 2019.
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Understanding the role 5G will play in powering the future
(e.g. smart devices, smart cities, driverless cars…we mean
everything) is critical to positioning yourself for success.
A 5G future means that everything (not just everyone) will be connected, as
the hassle that comes with connections (slow speeds, inconsistencies, etc.) will
no longer be an issue. Those milliseconds that annoy consumers when their
YouTube video won’t load or their favorite brand’s Instagram won’t swipe will
be irrelevant.

WHAT THIS
MEANS FOR
MARKETERS

Consider the impact this will have on your industry (and how it
will disrupt it). For example, those in the health space will see an explosion
of telehealth devices put to use, allowing constant connection between doctor
and patient, while those in transportation will see massive growth in smart
cities’ infrastructure, such as transportation, security, and city planning.

Increased speed will require marketers to improve their ability
to be fluid. The faster the connecting, the greater the imperative to be fluid
as situations change and opportunities arise (e.g. being called out in a world
leader’s tweet). This also means ensuring content can keep up by being
addressable and more interactive.

What does this mean for your purchase journey?
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5G will see Priming Stage brand interactions deepen considerably. Where once
there was just packaging and products, 5G will bring an interactive layer in the
form of immersive video chat and voice embedded to most products. Brands
will need to become even stricter on how they interact with consumers to
ensure a consistent brand building experience with every encounter.

EXAMPLES FROM THE SHOW FLOOR
Harman

Byton

Bringing 5G connectivity to automotive, Harman showed a digital
cockpit and 5G-ready telematics solution, claiming that a
"leading European automaker" will be first to implement the 5G
connectivity. The Bixby personal assistant will be integrated to
allow users to complete tasks by voice, touch, gestures, and
context-based triggers. Harman’s digital cockpit also has an
Internet of Things (IoT) ecosystem to improve connectivity.

Byton unveiled a concept car designed with 5G in mind. The car
features the first rotating front seats on a production vehicle, and
later editions will increase in autonomy. It touts a display screen that
spans the entire dashboard and can be controlled by a gestures or
voice thanks to Amazon’s Alexa. Another (gimmicky) feature is builtin wellness sensors to measure drivers’ heart rates, blood pressures,
and oxygen saturation levels.
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Trend 3

POWER OF THE
PLATFORM: NO
LONGER ABOUT
THE DEVICE;
IT’S ABOUT THE
PLATFORM IT
PLUGS INTO

We started seeing the power of the platform in 2017, with 200+ CES-shown devices
touting Amazon’s intelligent assistant Alexa, signaling a shift to seeing tech like
Amazon’s Alexa, Apple’s Siri and Samsung’s Bixby as more than just voice controls;
these tools are voice-enabled smart-platforms, offering one core seamless platform
consumers know and trust. As a result, throughout the year we saw the launch of
endless branded third-party apps (“skills”) flood the marketplace for platforms like
Alexa and the competition (e.g. Google Assistant), designed to tap into these growing
platforms quickly taking over consumers’ homes.
At this CES, the response to consumers’ appetites for smart, connected living was
clear. We saw a massive increase in the number of smart home devices and services
that tied into specific larger voice-driven platforms powered by the likes of Amazon,
Google, and Apple, with the technology unveiled in everything from car
entertainment systems to shower heads. When it comes to the major platforms,
leading the way are Apple, Amazon and Google. Even without a floor presence,
Apple’s HomeKit and partner integrations could be found across the show floor.
Meanwhile, this year alone, Google says Assistant will connect with 1,500 devices
from 225 brands (and counting).
It’s no longer about owning random devices touting the ability for users to talk to
them; tech is focused on moving from individually smart to collectively intelligent by
leveraging the power of larger network platforms (e.g. Amazon, Google) across
companies and device makers. Platforms power a seamless experience that doesn't
rely on a single device or brand to provide utility through these connected platform
13
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Conversational interfaces are in. With more competition

WHAT THIS
MEANS FOR
MARKETERS
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entering the marketplace this year from major players (Apple’s
HomePod speaker that uses Apple’s assistant Siri, Samsung’s line
of devices powered by its virtual assistant Bixby), CES solidified
the notion that conversational interfaces powered by AI are the
new communication tool marketers need to understand and
leverage in their communications strategies.
These are the new platforms of persuasion when it comes to
connecting with consumers in intimate spaces like the kitchen or
living room. Why does your brand deserve a place in these
intimate settings? Consider the needs consumers might have that
your brand can fulfill through voice to reduce friction.
What does this mean for your purchase journey?
Voice will transform the Active Stage, with brand selection
becoming directly influenced by either previous purchases or
exclusively by the algorithm. How do you make an impact at point
of sale when there is no point of sale, when there is no webpage
or shelf? The need to become asked for specifically by name, to
be first considered rather than top 3, will transform not only how
the Active Stage operates but the importance of Priming Stage
Bias across all categories, especially CPG.

EXAMPLES FROM THE SHOW FLOOR
Comcast Xfinity

LG ThinQ

Comcast Xfinity announced it was expanding its home automation across
the Xfinity portfolio, including its voice remote, home security and Xfinity
mobile, allowing 15 million Xfinity customers to automatically gain smart
home capabilities at no additional cost by using this platform.

Using voice in a different way, ThinQ’s AI (using natural language processing
based on LG’s deep learning tech) and advanced image processor is
embedded in LG’s newest TVs, allowing the TVs to receive voice requests via
LG’s open smart platform and 3rd party AI services. ThinQ also functions as a
smart home hub (comparable to how some consumers use Google Home or
Amazon Echo), controlling other smart devices within the home connected
via Wi-Fi or Bluetooth. All a consumer needs to do to activate any of these
offerings is speak a command into the LG TV remote.

Netgear Arlo Baby
The Arlo Baby wireless security monitor now has Apple HomeKit
compatibility. This means that users can now manage the camera via the
Home app and Siri.

Alexa Mobile Accessory Kit
iHeartRadio
The streaming music service unveiled a slew of product integrations,
including its first Facebook Messenger bot, Garmin’s GPS running watch
Forerunner 645 Music, and integration with Samsung voice assistant Bixby.

Samsung
Samsung focused on what they call the “intelligence of things,” the IoT
powering all of these disparate devices, connecting them into one systems
invisibly in the background. As Kim Hyunsuk, head of Samsung's electronics
and research divisions, explained, this requires three components:
“seamless connectivity, a single cloud, and intelligence powered by your
voice that allows your device to work smarter and better for you.” The
company plans on ensuring every device it creates is Internet-connected
under its SmartThings brand and integrated with Bixby (its voice assistant).
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Amazon announced a developer toolkit that would allow Alexa to work with
Bluetooth products in the wearable space. This means that Alexa can come
to fitness trackers, smartwatches, headphones and more.

Trend 4

SMART HOME
TECH GROWS
UP: DELIVERING
INTIMACY AND
CONSISTENCY

Last year we saw a massive leap for smart home tech and connected devices, with
hundreds of them touting Amazon’s Alexa voice-activated tech embedded in them or
a Alexa-based skill (the voice equivalent of an app) activating them. Remember, a
major factor slowing growth of smart home tech historically was that all devices had to
be on the same closed platform (e.g. all Samsung devices, all GE devices) to actually
be smart and ‘talk’ to each other. And when was the last time you saw a home
completely outfitted (from alarm clock to refrigerator) with the same brand?
Allowing smart devices like Amazon Echo and Google Home physically into the home
was a major turning point for consumers, permitting them not only learn how to use
smart, connected devices, but glean enough value from them to spark interest in
applying smart, voice-activated technology to other facets of their home.
Now that we’ve moved past singular brands trying to get consumers on their own
operating systems and moved towards brands aligning with one of these major
platforms (as well as others like Bixby), this year we will see the battle for share of
home. The desire to experiment with other smart, connected, voice activated
products resulted in this years wave of enhanced AI and data-driven smart-home
technology, enabling a consumer to talk to nearly every device, from a car to a
doorbell to a thermostat to even TVs. We saw a marketplace ready to cater to eager
consumers wanting to build their smart home ecosystem. There was a shift from 3rd
party skills accessed via the original (“OG”) voice assistant devices like Google Home
towards implementing voice into the technology that sits in the spaces and places
consumers want and need them. Moving from voice being solely used on dedicated
voice-activated assistant devices (e.g. Google Home) to migrating across every device
a16 consumer engages with means that brand engagement in the future will be sparked
by a voice.

Go deeper and understand a consumer’s preferences in the home.
As consumer comfort in using voice as a trigger for experiences increases, the
desire to have this seamless control over components within the home (and
even office) will grow, resulting in voice control expanding from one device in
the home to multiple. This means more touchpoints to provide utility and
engage in consumers within different need states and spaces.

Understanding what consumers want to hear from you, or what you

WHAT THIS
MEANS FOR
MARKETERS

want to say that they can’t already access via your site, app or products, is
critical in developing a voice strategy that doesn’t simply recycle content used
on other platforms.

FACT: According to the CTA, during the holiday season voice-controlled smart
speakers (e.g. Amazon Echo and Google Home) were a smashing success, with
unit sales increasing 279% from a year ago. The CTA expects similarly
impressive numbers this year, with unit sales approaching 44 million in the U.S.
alone.

What does this mean for your purchase journey?
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Accurately predicting needs across the Purchase Journey will become easier as
usage of products can be accurately determined thanks to usage being powered
by a major platform (e.g. Amazon Alexa). The opportunity is to use this data to
personalize communications to better reflect where consumers are on the
purchase journey and focus more on the pre-Trigger moment, pre-empting the
need before people come into the Active Stage, making communications more
of utility than advertisement. E.g. data shows a voice activated light bulb has
been used close to maximum times, serve light bulb communications just prior
to expiry to prompt re-purchase.

EXAMPLES FROM THE SHOW FLOOR
Samsung Bixby

Lenovo Smart Display

Samsung’s Bixby voice assistant will be integrated into all new
Samsung U.S. smart TVs in 2018, allowing users to ask questions and
engage with Bixby while watching TV. It will also be connected to
Samsung’s SmartThings hub, which means that users can control
connected IoT devices via the TV.

Both the 8- and 10-inch displays come with Google Assistant, making
it a great screen for any room, and enabling users to use for video
calls or following step-by-step recipes.

Anker’s Roav Viva
The Viva is a car kit and USB charger that brings drivers of almost
any car Alexa’s voice offering. Connecting nearly any car and phone
via Bluetooth, if your car supports wireless audio streaming, you can
have Alexa’s ability to provide voice-driven navigation, music and
more, such as opening your smart-device driven garage when you
come home.

Kohler Konnect
Kohler’s new platform runs on Kohler’s new line of products
(including showers and toilets) and allows consumers to
customize/control the products via motion of voice. Users can
change the environmental presets using an iOS and Android app,
and the Konnect platform can automate tasks. Some of the new
Kohler products can connect to Amazon Alexa, the Google Assistant
and Apple HomeKit.
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Trend 5

AUTONOMOUS
VEHICLES:
DRIVING THE
FUTURE OF
HUMAN &
BRAND
CONNECTION

We have a long way to go before the proper regulations are in place such that
autonomous vehicles will become the norm. However, there’s good reason many
refer to CES as an auto show; as the world gets smarter and increasingly
connected, so too do transportation vehicles like cars. We’ve seen companies
show off their smart-car concepts over the last few years, touting the ability to
communicate not only with the driver, but also with each other and the
environments around the cars (e.g. traffic signals).
This year was no exception, with a slew of new concept cars, a range of
automation opportunities ready for the road and partnerships unveiled, forever
changing the way we view our time on the road. The focus on partnerships, with
brands like Postmates and Pizza Hut to test the opportunities of automation, hint
at brands taking the wheel (literally) when it comes to driving the future of
customer experiences. Autonomous cars have the ability not just to impact the incar consumer experience, but other experiences traditionally conducted out of the
car, such as retail and commerce.
Many of these connected car innovations, like smarter parking assistance and
internet-equipped cars that allow you to pay for gas via a dashboard, are in-car
technologies that don’t require the legislation that fully-driverless driving
requires, and can enhance the driving experience today (or, at least, very soon).
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Don’t miss the proverbial forest (or, in this case, parking lot)
for the trees. While autonomous cars are not taking over the road
anytime soon, connected cars, no matter their level of connectivity, will.
Moving beyond radio messaging, connected cars allow marketers to
connect with consumers through utility offerings. What do digital
dashboards, Wi-Fi, voice integrations and other smart technology mean for
your brand?

WHAT THIS
MEANS FOR
MARKETERS

With new tech offerings comes new ways to alleviate the
tensions of driving. What can you offer consumers that utilizes the
new technology built into their cars? Is it about subsidizing experiences like
Wi-Fi or music streaming? Connecting to the voice or app-driven
experience you offer in-home and on the go? Focusing on local vs. national
ad buys? Knowing what the opportunities are tech-wise lets brands
reconsider what messaging needs to look like and how to activate against it.

Who should you be testing with? With brands signing up for the
automaker tech platforms, now is the time to determine if you should be in
these pilot tests. As connected cars rapidly become digital mobile devices,
the implications for brands that have retail locations is massive.

What does this mean for your purchase journey?
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More personalized communications inside the car, reflecting where drivers
are on their purchase journey and more importantly where they’re likely to
be going. E.g. driving to Wal-Mart to do the weekly shop, personalized
offers can be served precisely for that visit, considering previous purchase
patterns, stock availability in that store and preferences of similar
customers.

EXAMPLES FROM THE SHOW FLOOR
Toyota e-Palette

Ford/Postmates

This concept car is fully driverless, powered entirely by electricity,
and is designed to be a flexile structure that can change its layout
based on need (e.g. if you need it to be a taxi, a delivery vehicle,
etc.). With flexibility in design, the e-Palette Alliance will be built on
Toyota’s Mobility Services Platform (MSPF), allowing third-party
software support. Launch partners include Amazon, DiDi, Mazda,
Pizza Hut, and Uber, who will work with Toyota on application
concepts, and more.

Ford and delivery service Postmates are testing how self-driving
vehicles and on-demand delivery can work together.

Nissan’s Brain-to-Vehicle (B2V)
Nissan’s B2V showcased a concept car connected not to another car
or connected technology, but to a human brain. B2V technology is
designed to analyze a driver’s brainwaves to directly impact how a
car behaves (e.g. speed up or slow down based on a brain’s signals)

Google Assistant
Google announced that its in-car voice Search will be replaced with
its Assistant technology which will work with Android Auto. Google
Assistant for automotive will support the ability to do things like
control home lights while driving the car, as well as music services
such as Spotify and Google Play.
.
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Trend 6

HEALTH &
WELLNESS:
FROM
QUANTIFYING
THE SELF TO
CARING FOR
THE SELF

Health & Wellness is one of the most difficult marketplaces to crack when it
comes to innovation, thanks to regulation, inconsistent doctor/patient adoption
and previously limited technology to bring desperate data together. However,
this year we saw the integration of the technology needed to track and connect
data with the medical care needed to provide real care and understanding.
The result? A shift from simply technology devices to technology-driven
solutions, driven by sensors, AI, wearables and even robots. This year wasn’t
simply about smartwatches and single-use sensors. This isn’t about collecting
personal data for the sake of humblebragging about the number of steps you’ve
taken or how many calories you’ve eaten. This is a move from quantifying the self
to caring for the self. We saw more health & wellness technologies than ever
before, designed to prevent, support, treat and eradicate even health issues
ranging from sleep to diabetes to cancer.

These new wearables/carriables, no matter what stage they are of FDA approval
and where they sit on the body, signal the era of being able to not only track
ongoing illness, but also stave off potential new ones via preventative tracking and
treatment. The larger connected systems we saw go beyond sharing personal
data solely with the user wearing it to offering unprecedented support
capabilities by monitoring and supporting consumers with chronic ailments,
preexisting conditions, and even picking up on potential health issues before
they are known to be an issue.
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Doctors, data, devices, oh my! This trifecta of necessary components to
monitor and ensure consistent health support is
now a possibility thanks to emerging tech tools that can connect different
platforms and trackers seamlessly via app and other
options. The more data connected, the stronger overall story you glean about a
patient’s care, resulting in empowered patients and
the ability to provide utility through ongoing support for both patients and their
families.

Revisit and reconstruct the day-to-day patient care experience. By

WHAT THIS
MEANS FOR
MARKETERS

focusing on the consumer first, we tap into the ability to free patients,
especially those with chronic illness, from the constant confines of a doctor's
office and change their lives, and attitudes towards the medical experience.

Health and wellness is top of mind for consumers, no matter their
current state of health. Where and how they get health information has
rapidly evolved (and will continue to do so). Helping consumers feel that they
have more control through knowledge is a massive opportunity.
FYI: While it wasn’t talked about much, the notion of Amazon potentially
entering the pharma marketplace soon is likely a driver of the connected
solutions many companies touted at CES.

What this means for your purchase journey?
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Consumption and more broadly behaviour is going to be evaluated and advised
by personal health monitors. While in the past, sugary drinks just had to
persuade the consumer, now they will have an added foe in the form of health
assistances highlighting sugar consumption and offering alternatives. Brands
need to ensure they have an alternative as the Active Stage will start
to become full of blockers for unhealthy products.

EXAMPLES FROM THE SHOW FLOOR
Mira

Cardiomo

Leveraging AI technology to learn your health patterns over time,
Mira fertility monitor can determine when someone is ovulating
days, and, eventually weeks, before ovulation happens by tracking
the levels of luteinizing hormone in users. This tracking distinguishes
it from other tracking apps, who simply use historical data vs.
machine learning.

These wearable vital monitors fit directly on a users chest to
continuously collect data and leverage an algorithm to determine if
there’s a heart abnormality, providing advice based on what it picks up.

L’Oreal UV Sense
Available only through dermatologists and designed to measure UV
exposure, this device is so small it can be worn on a user’s fingernail
or sunglasses. Connecting to a specific app, the device provides sun
exposure warmings to ensure users manage their sun exposure. The
self contained, battery-free sensor is impressive.

Somnox
Somnox is a robot pillow designed to help you fall asleep. Using an
accelerometer, audio sensor and carbon dioxide senor, when a user
pulls it their chest while trying to fall asleep, it will help them relax
via rhythmic breathing to help calm and cause them to breathe
along with it, regulate breathing and even shut itself off when it can
sense you fell asleep.
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GoBreath
Samsung’s C-Lab project is a “recovery solution” for consumers
suffering from lung damage or postoperative pulmonary complications.
GoBreath is essentially a portable device and accompanying app
designed to guide patients through deep breathing exercises to aid
recovery. Doctors may also be able to access a web and cloud service to
monitor patients’ recovery remotely.

EXAMPLES FROM THE SHOW FLOOR
My Special Aflac Duck

Omron HeartGuide

Working with Sproutel to understand the journey families face when
a child is dealing with cancer, the Aflac Duck is part robot, part
medical device, touting sensors and microphones that react to touch
and change the ducks behavior based on the environment it is in.
Designed to offer kids dealing with cancer opportunities to play,
engage and connect, it dances, breathes, snuggles, and quacks when
tickled. Children feeling scared gain a sense of control by being the
duck’s caretaker, feeding and bathing the duck and follow along their
own healthcare routines during treatment. To provide data back to
their treatment team, the duck has a RFID-enable space with
different emoji kids can select to decide how the duck is feeling
(usually a reflection of their own feelings), causing reactions in the
dcuk and updating the care team.

This wearable oscillometric wrist blood pressure monitor features an
inflatable cuff built into the watch band. It connects to Omron’s
smartphone app to let users store, track and share their heart
health data with doctors for deeper heart health insights.

Heal Wellbe
On-demand house call app Heal partnered with Qualcomm on a
plug-in to integrate devices, data and doctors by wirelessly
connecting to a user’s health-care sensors to log vital signs such as
pulse and blood pressure.
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@-Health’s CardioNexion
Designed in the form factors of either a t-shirt or bra, this “ultraearly” detection and analysis of all cardiovascular pathologies
connected medical device can detect the first sign of a change in
heart rate, stroke, atrial fibrillation, heart failure, etc. before
symptoms appear.

Trend 7

MIXED REALITY:
STILL MIXED
REVIEWS BUT
MAXIMUM
POTENTIAL

Virtual Reality (VR), Augmented Reality (AR) and Mixed Reality (MR) had a strong
presence this year, touting a slew of different form factors and price points
attempting to entice different industries with different application opportunities.
This technology has a lot of potential to impact both consumer engagement (e.g.
communication, retail) as well as how various industries operate (e.g. training,
education).
When it came to VR, we saw new headsets with a focus on stand-alone
capabilities, designed to help mainstream the technology by removing the need
for extraneous wires and cables that slowed the user experience on previous
headsets. We also saw a focus on the platforms for content that drive usage of
VR. AR came to the show floors in the form of numerous form factors, including
head-mounted displays (HMDs), glasses, apps, and other screen-based offerings.
We saw a lot of AR-driven content, tapping into the power of image-driven
storytelling (especially in a lot of kids tech).
It’s clear that the we are far from the final form factor of how to best leverage AR
and VR for everyday use as well as marketing. Realistically, AR, since it requires
nothing more than a smartphone screen to use, is going to explode amongst
consumers if positioned properly, thanks to early education by using apps like
Pokémon Go. We haven’t hit mass with either technology yet, but the
capabilities and how they could impact both B2C and B2b are percolating; it’s
determining how to best bring them to digital life that looms.
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AR and VR have the potential to impact a large range of
applications and systems for both consumers and industries.
What those opportunities are remains a question; we’re bound to see a lot of
different test & learns as to the best use cases. Now is the time to get creative
and experiment.

While many consumer technologies enter the marketplace via gaming,
the opportunities AR presents brands (and, more importantly,
consumers) is endless. The possibility of projecting what a product could

WHAT THIS
MEANS FOR
MARKETERS

look like, be it on your body or in your living room, changes the dynamic of
how, when and where consumers shop, and what triggers could impact their
decision making and ultimately purchase.

There’s an opportunity to take AR beyond entertainment. Consider the
useful ways data could be displayed (e.g. over a product or physical location)
and evolve into augmented commerce (e.g. seeing virtual price tags over items
with a ‘buy now’ button).

You can’t start with the technology first; to properly solve for consumer
experience, start by understanding the consumer friction and determine how
to solve for it from there.

What this means for your purchase journey?
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An AR layer across all purchase decisions whether a new CPG product or
restaurant will mean that all purchases have the potential to become more
informed as the layer informs the consumer what others opinions exist; with
customer reviews potentially becoming even more important in the
Active Stage.

EXAMPLES FROM THE SHOW FLOOR
HTC Vive Pro & Vive Wireless Adaptor

Vuzix Blade AR

This premium device offers VR gamers an upgrade to the HTC Vive,
thanks to improved audio, display, and hardware design. The
headphones, which were a separate purchase for the original HTC
Vive, are now included with the new device. The Wireless Adapter
allows both the HTC Vive and the HTC Vive Pro to go wireless,
allowing VR users to cut the cord from their headset to free the
experience.

Vuzix launched the first Alexa-enabled AR glasses that let users ask
Alexa questions (comparable to how you would via an Amazon Echo)
and have the results displayed on the glasses’ screen (comparable to
how Google Glass worked).

Mirage Solo
Google and Lenovo’s new stand-alone VR device is capable of
positional tracking with no external sensors. It incorporates Google’s
Daydream VR platform, but, unlike others on the platform to date
offers “six degrees of freedom,” or 6DOF, capabilities to move
around in 3-dimensional space.

Looxid Labs
LooxidVR demoed a standalone, mobile VR headset with eye
tracking and EEG sensors to measure brainwave activity, offering an
opportunity to leverage VR for medical research.
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SimforHealth
The company uses a HTV Vive to show how VR MedicActiv can be
applied in healthcare training. This is a great example of using VR
and AR for simulation-based education and training.

Snaappy
This geo-focused messaging app lets users create 3D AR messages
by offering 3D AR characters that can be added to messages. The
app is available for Android and iOS.

WHAT THIS MEANS IN 2018
CES ultimately is a signpost for marketers, creating inspiration around how brands can best meet consumer needs in the future,
through alignment with technology.
What connects all of the CES trends covered within is the underlying tech-focused notion of removing friction, increasing consumer
benefit, and reaching consumers with experiences that provide value vs. messaging that lacks context and/or relevance.
As we enter 2018, there are endless technology evolutions ahead of us, and waves of implications they will create for marketers
and consumers. The industry is finally feeling the fundamental technological changes we’ve seen showcased at CES for the last few
years. From mixed and augmented reality, to self-driving cars and the smart home, to all things artificial intelligence, these direct
connections to consumers are reshaping the way we activate across the consumer purchase journey.
With an eye on trend watching essential areas like platform interfaces, barrier breaking technology and friction-easing experiences,
our business is to support better decisions from data, creativity and partners to help make your future. Understanding that today
truly anything is possible, Wavemaker is here to help you navigate where to invest time and resources – and ensure that your
innovations match consumer motivations.
With that, stay tuned throughout the year as we bring you POV’s and research driven reports on how we will continue to build and
activate the power behind these incredible tech driven tools of persuasion. Here’s to 2018 – let’s make the future!
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