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INTRODUCTION

At Mindshare, our future_medialab programme drives 
our ambition to invent the future of media for our clients. 

Throughout the year, the future_medialab teams collect new 
developments in the media, science and creative industries. 

These are used to identify the themes and issues that will 
shape the space where data, content and technology collide, 

helping us to create valuable experiences for brands.

In October last year, we fed all these manifestations into a 
future_medialab Trends Day. The whole agency – over 400 
people, across all disciplines – was involved in brainstorms 

and ideation sessions to unpick anything interesting 
happening in media and technology. We used our collective 

insights to organise these manifestations into six ‘mega trends’ 
that we believe will shape our industry over the next  

12 months and beyond.

Thereafter, our teams looked at these trends through the 
lenses of their specialisms to identify how they will impact on 
channels and platforms in 2015. These are the challenges and 

opportunities we’ll be facing in the coming year – here’s to 
working together to take full advantage of them.
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What is it? 
2015 will see us craving immersive and sensory experiences, as a counterbalance to 
our increasingly online and frantically busy lives. Our hyper-online selves feel detatched 
from the physical world and so we will seek out experiences that completely absorb our 
fractured attention for a few moments - to inject a sense of tangibility and add a touch 
of the imagination/extraordinary to our days. Anything with Extrasensory Dimensions - 
communicating, playing, shopping - will be welcomed by consumers eager to feel real 
again. Services and experiences that stimulate and engage our senses will only grow in 
popularity as the rest of life gets busier, more online, measured and organised. Brands 
will seek to offer an Extrasensory Dimemsion to their comms to take advantage of this. 

EvolutioN

Sensory branding is not new. We are all 
pretty familiar with things like the 20th 
Century Fox aural fanfare or the smell 
of bread and chocolate being used in 
supermarkets to entice us to buy things. 
What has evolved is the sophistication 
of targeting consumers in this way - and 
how technology will play more of a part in 
sensory branding going forward. 

WhErE NExt?

In 2015, brands will engage a combination 
of sounds, smell and visuals in both the 
online and real-life experiences they 
create for their audiences. They’ll also 
use more original and interactive ways to 
appeal to consumers’ senses. 

In addition, technology is opening 
up many new avenues to provide 
sensory enhancement and immersive 
experiences. We have already started 
to see this - in the gaming space for 
example, where gamers are getting 
a more physical gaming experience 

through vibrating armchairs and handsets. 
Advances in virtual reality will only add 
to this, providing a totally engrossing 
environment for consumers. Oculus Rift, 
due to launch in a public beta version in 
summer 2015, and its rivals (such as the 
Samsung Gear VR and Project Morpheus) 
will provide a whole host of new and 
exciting experiences for a variety of 

brands. This has potential way beyond 
the gaming space, providing Extrasensory 
Experiences such as immersive journalism 
and VRTV. Products such as Google 
Cardboard, which enables you to turn any 
Android 4.1+ phone into a virtual reality 
headset for less than a fiver, will also help 
turn virtual reality into more of a mass 
market reality. 

implicatioNs For BraNDs

Brands will have the opportunity to show 
their customers what they uniquely look, 
feel, sound, taste and smell like. Brand 
values and product specs will become 
more tangible and brand essence easier 
to communicate. By using the senses, 
brands will be brought to life, capturing 
the consumer’s imagination and keeping 
their attention via active rather than 
passive means. Offering consumers more 
immersive experiences will enable these 
brands to build levels of engagement 
and personality and in turn relate to 
customers on a much more emotional 
level. In the longer term, as more and 
more marketers find ways to engage 

the senses, consumers’ expectations 
will rise in line with this, until it becomes 
a standard part of how they expect to 
interact with brands.

smell IT 
feel IT
TasTe IT

“We are all pretty familiar with things 
like the 20th Century Fox aural fanfare 
or the smell of  bread and chocolate”
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1: North Face moving floor
September 2014 saw North 
Face open a pop-up store with 
a retractable floor in Korea, 
as part of the US outdoor 
apparel brand’s Never Stop 
Exploring campaign. As the floor 
disappeared, shoppers were 
forced to ‘climb’ up the walls, 
which featured rock-climbing 
holds. To escape the room, 

participants were forced to jump 
from the wall onto an inflated 
floor, attempting to capture a 
North Face jacket suspended 
from the ceiling in the process.

2: Nivea print ad
Nivea released a print ad in Brazil 
that can be ripped out and worn 
as a wristband so parents can 
track their kids on the beach.

3: Dunkin’ Donuts  
Flavor radio
A Dunkin’ Donuts campaign 
reinvented traditional radio ads 
by releasing the aroma of coffee 
and donuts using atomisers 
installed on commuter buses 
every time their advert played 
the radio.

>
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4: starbucks reserve 
roastery and tasting room
Opened in December 2014, 
the site for the roasting of 
the brand’s premium coffee 
line, Reserve, shows visitors 
how beans go from roast to 
brew to cup.

5: 3D Billboards
French travel agency 
Voyages SNCF has 
installed a range  
of billboards across Paris  
which feature large 3D 
body parts that move and 
generate music. Passers-by 
are encouraged to touch.

6: scented advertising
The scent of Heston’s 
Lemon Myrtle Hot Cross 
Buns rose off the pages of 
all major metro newspapers 
in Australia to launch the 
first offering from the new 
Heston for Coles range. 
The aromatic advertisement 
featured notes of lemon 
myrtle and orange with 
undertones of spicy ginger.

7: google cardboard
A DIY kit consisting of a 
cardboard frame, a magnet, 
lenses, rubber bands and 
velcro that allows for a virtual 
reality experience when 
paired with a smartphone.

8: oculus rift
Immersive virtual reality 
headset which tracks head 
movements, giving wearers 
the sensation that they are 
moving around a 3D world.

9: cisco Fresco
Intelligent ‘wallpaper’ 
video display technology, 
negating the need for 
physical hardware to enjoy 
4k video. Display size can be 
customised between 24-
80 inches in real-time, and 
Fresco can connect to other 
household devices and apps.

tv

Despite an increase 
in viewing via other 
devices, the traditional 

TV set is definitely not dead. 
We continue to demand larger 
screens and higher resolutions – 
anything that will enhance our TV 
viewing experience. Advancing 
technologies will ensure that the 
physical experience of watching 
TV will continue to win out. 
Ultra HD or 4K TVs are the more 
immediate innovation to watch 
out for, delivering resolutions 
four times as detailed as current 
HDTV. But manufacturers are 
looking beyond this to even more 
immersive solutions such as 8K 
video walls and flexible or curved 
TVs. Intelligent ‘wallpaper’ display 
technology such as Cisco Fresco 
could even eradicate the need for 
physical hardware completely. It 
could transform the TV viewing 
experience, showing us multiple 
channels at once on a huge scale – 
news and weather on one portion 
of the wall while football is viewed 
on the other. 3D TV has moved 
aside. Flexible or curved TVs will 
enhance our visual perception 
of depth, providing more of a 
‘wrap around’ experience that 
immerses us deeper into what we 
are watching. However, visual cues 
alone can only provide us with so 
much. As we reach the limits of 
what the human eye can perceive, 

we will look to enhance other 
senses. This is not to say  
that smell-o vision is on the menu 
just yet, however sound is a much 
more logical area to improve 
and focus upon. Surround sound 
cinema style Dolby Atmos will 
be transported into our homes, 
with strategically placed speakers 
positioned around the room to 
allow sounds to be ‘placed’ at exact 
points. Virtual reality technology 
will also enhance our senses to 
provide a much more immersive  
TV experience. TV is set to become 
a whole lot more experience led 
and audio in particular will certainly 
rise up the priority list in order to 
make this happen. 

gamiNg

The gaming industry 
has been characterised 
by the emergence of 

competitors and key players in the 
blue ocean of virtual reality. This 
increasingly dynamic ecosystem 
of competing virtual reality 
headsets culminates in the battle 
between Oculus Rift and Samsung 
Gear VR. Both business models 
aim to revolutionise the gaming 
experience, allowing wearers a 
first-person perspective into a 
game’s world. Meanwhile, Google 
Cardboard demonstrates the 
same capabilities in an affordable 
and resourceful way. Another 

If  you go beyond the goods and 
services, you can’t help but make 
them go wow, you can’t help but 
turn it into a memorable event, 
you can’t help but turn it into  
an experience
Joseph Pine, The Experience Economy
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key competitor, relatively 
new into the ecosystem, 
is Sony, with Project 
Morpheus in prototype 
stage. Although not a direct 
competitor – looking for 
main applications to PC and 
Mobile rather than gaming 
– their presence enforces 
the market potential for VR. 
While it seems inevitable 
that VR headsets will 
become fully ubiquitous 
within the family home, it 
remains to be seen in the 
next few years if Project 
Morpheus has the capacity 
to replace the traditional 
handheld controller for any 
future video game console.

NEWs

Increasingly, the 
reader is becoming 
the viewer. 

Time-poor audiences 
now demand product 
experiences that are 
unique and immersive, 
and news falls firmly into 
this category. Video-led, 
experiential content will 
increasingly help meet this 
demand - the Telegraph’s 
reporting in danger zones 
and hard to reach locations 
using drones and Oculus 
Rift is strong evidence of 
this. News consumption will 
become much more visceral 
with audiences transported 
to the scene of the action; 
ultimately, the process 
moves from a passive to 
active experience.

guarDiaN miDlaNDs gooDs shED 

The Guardian are developing a multi-faceted leisure and 
cultural centre, built around the newspaper’s flourishing 
brand as “the world’s leading liberal voice”. There will be 
an open amphitheatre for festivals, live music and debate, 
a restaurant with a revolving rota of chefs in residence, 
an ‘armchair cinema’, a 3D printing lab, a rooftop garden, 
art galleries, and “a dozen atmospheric spaces hosting 
events in everything from photojournalism to ceramics, from 
breaking news to works of fiction.”

immErsivE JourNalism

The World Economic Forum commissioned 
an immersive journalism piece, filming 
scenes from war-torn Syria and using virtual 
reality to simulate in audiences the feeling 
being in the middle of the crisis. In the hopes 
of garnering more empathy for the suffering 
victims of the crisis.

magic lEap

Backed by Google, Magic Leap is 
developing augmented reality technology 
that will essentially create 3D light sculptures 
in front of users’ eyes. 

Giving a message through 
sensory means…(is) a much more 
persuasive message… it is a more 
subconscious message
Dr. Aradhna Krishna (interview with JWT)

morE thaN 7 iN 
10 pEoplE cravE 
ExpEriENcEs 
that stimulatE 
thEir sENsEs
JWT Intelligence

Brands need to find a way to ‘smash’ their brand 
– to build brands that consumers can identify 
immediately through a unique and particular 
scent, shape, feel or taste. The more senses that 
are involved, he theorises, the more memorable 
and meaningful that connection is between 
brand and consumer.
Martin Lindstrom, author of Brand Sense
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What is it? 
Increasingly cold hard cash is being phased out, with cash use in the UK having dropped 
by 14% in the last five years. Technology is now revolutionising payment systems and 
solutions. With your mobile in your pocket, branded currencies to tap into, and a range of 
bartering options to choose from, your wallet is the last thing you’ll need in 2015. 

EvolutioN

From high street banks like Barclays, 
through to big name payment solutions 
like Paypal, a range of technology 
solutions are now in place turning your 
phone into a mobile e-wallet. Whilst some 
of the systems have been somewhat 
clunky in the past, the technology is 
evolving making the whole experience 
much more seamless, secure and 
attractive to use. 

The announcement back in September 
of Apple Pay has progressed the trend 
again. Claiming that it will “forever 
change the way we buy” they plan to 
provide an array of payment solutions 
using the TouchID element of the iPhone 
6 to authorise payment quickly and 
securely. With 800 million credit cards 
on file via iTunes, they have potential 
to provide a service to an awful lot of 
consumers out there, potentially enabling 
Apple to leapfrog many of the more 
established mobile wallet offerings with 
such an intuitive and convenient service. 
However, whilst 2015 will be the year this 

offering begins to gain traction, a number 
of analysts are expecting it to take longer 
to become fully established as the default 
consumer way to pay. 

Meanwhile the big social networks 
are also keen to get in on the act. 
Facebook and Twitter are currently 
investigating how to leverage sharing and 
conversational behaviour into conversion 
to purchase. They are both testing “Buy” 
buttons which will let users instantly pay 
for goods from other merchants. And 
Facebook is rumoured to be testing a 
mobile payment service via Messenger 

that could well end up rivalling PayPal in 
the future.

WhErE NExt

With the chance to collect and capture 
a lot of data, as well as the opportunity 
to potentially increase consumer loyalty 
along the way, a lot of players are now 
jostling for a place in the cashless 
race. Whilst mobile wallets have led 
the solutions so far, a number of other 
approaches are also being tested out 
there including wearables, biometrics and 
emails or tweets. 

As MasterCard chief emerging payments 
officer Ed McLaughlin recently stated: 
“We think every [consumer] device you 
have is going to be a commerce device. 
Our lives are moving to these intelligent 
connected devices, and what we do and 
how we interact and transact moves to 
them also.”

Although mobile payment is getting 
smoother as a process, wearable 

technology potentially offers an even 
more seamless method of payment. 
The vision is that consumers will simply 
be able to hold up their Apple watch, 
or issue an instruction to their Google 
Glass to transmit the payment request. 
Similarly smart wristbands are also being 
explored as an option on a more transient 
level, with the Disney MagicBand already 
offering visitors to its parks a solution for 
quick contactless payments. 

Biometrics is also being explored as a route 
to improve payment security. Fingerprints 
in particular have been the most commonly 

BaTTle Of  
THe BRaNDeD 
CURReNCY

We think every device you have is going 
to be a commerce device. Our lives are 
moving to these intelligent connected 
devices, and what we do and how we 
interact and transact moves to them also.
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adopted route, with the iPhone 6 requiring fingerprint 
scans for every purchase. Vein patterns, iris scans, 
voice prints and facial maps are also being tested as 
a solutions by a range of other companies.

impact For BraNDs

With the opportunity to increase consumer loyalty 
by ensuring the customer journey is as seamless 
and as smooth as possible, it’s not surprising that 
a number of brands are already trying to enter into 
this space.

The Starbucks app for example, has nearly 
12 million monthly active users in the US, and 
with those users already accounting for 14% of 
payments through the app. Starbucks have plans 
in place to allow advance orders to be placed 
via their mobile app. There are also rumours that 
they are looking to use its application as a digital 

wallet for purchases at other stores as a direct 
competitor to Apple Pay, potentially extending the 
Starbucks Rewards loyalty program.

Meanwhile the CurrentC app in the US is under 
test as well in a number of locations, with plans 
to roll out more broadly across the States in 2015. 
Created around a coalition of some of the biggest 
US retailers including Walmart, Sears and Target, 
they aim to create a payment functionality that can 
then be integrated directly into specific retailer 
branded apps and loyalty schemes.

So far, adoption of these types of payment 
services appear to have been driven by 
Millennials, who are significantly more open to 
this type of transactional technology, and willing 
to see the benefits of it. Any brands trying to 
appeal to this audience in particular would be 
smart to think about how they are set up to react 
to this trend.

1: acorns investment app
Acorns is a mobile investment 
application that allows users to 
open and maintain an investment 
portfolio, by automatically 
rounding up credit card 
purchases to the nearest pound 
and investing the change in an 
optimal stock portfolio.

2: mastercard and Zwipe 
Fingerprint scanner credit card
The Zwipe MasterCard payment 
card is the first fingerprint 
authenticated contactless 
payment card, integrated 
with a biometric sensor and 
authentication technology 
that contains the cardholder’s 
biometric data.

3: m-pesa, vodafone
Vodafone’s Money transfer 
service, M-PESA, enables those 
with mobile phones to pay for 
goods/bills, make deposits or 
transfer money through the 
service’s SMS based system, 
without having the need for a 
bank account.

4: mobile money, t-mobile
In partnership with Visa, T-Mobile 
announced prepaid card app 
Mobile Money in January 2014. 
The app allows customers to 
use a pre-paid Visa card in 
conjunction with the banking 
services made available within 
the app.

5: samsung gear 2 and  
paypal beacon
PayPal pilots beacon-enabled 
payments that link Bluetooth  
Low Energy beacons with 
Samsung wearables to enable 
payments without the need for  
a bank or smartphone. 

6: lollapalooza Digital 
Wristbands
Lollapalooza music festival goes 
cashless with digital wristbands 
at their music festival, allowing 
festival-goers to pay for food 
and beverage by tapping their 
wristbands on a RFID reader and 
entering a PIN.

 

7: h&m’s superbowl  
shoppable ads
A partnership between H&M and 
ShopTV saw Samsung Smart TV 
owners being shown prompts on 
their screens during 2014 Super 
Bowl ad break, allowing them to 
instantly buy the apparel featured 
in the ad.

8: viatag
VIATAG enables cashless 
parking, enabled by a RFID chip 
attached to the car’s windscreen 
and connected device at 
entrances and exits recording 
parking time at garages. The 
fees owed are then paid by 
direct debit from the user’s bank 
account at the end of the month.

9: s-money, twitter
The S-Money initiative in  
France has enabled anyone 
with a bank account and Twitter 
handle to transfer money with  
a simple Tweet.

see IT IN aCTION
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oF uk aDults BEliEvE 
that a ‘cashlEss 
sociEty’ is iNEvitaBlE  
iN thE FuturE.

Mintel, Consumer Payment Preferences, Nov 2014
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local

People now expect 
transactions to be seamless 
and easy and, increasingly, 

this means frictionless buying 
even on a small, local level. 
Small businesses who, only 
a couple of years ago, would 
barely accept credit cards, are 
having to keep up with national 
retailers by way of experience.

social

With Facebook Messenger 
hiring the former president 
of Paypal earlier this year, 

Cashless is clearly set to be an 
important trend impacting on 
social in 2015. 

A Facebook mobile payment 
service has long been in the 
making with the company first 
exploring this area back in 2010. 
From leaked screenshots it looks 
likely that the feature will be 
launching imminently, enabling 
users to send money to each 
other in the same way as they 
can currently send photos. It’s still 
not clear whether Facebook will 
monetize the service by charging 
a small fee, or if they are planning 
to compete directly with the likes 
of PayPal and other peer to peer 
money transfer apps. 

Along a similar vein both 
Facebook and Twitter are also 
testing “Buy” buttons which will 
let users instantly pay for goods 
from other merchants.

moBilE

With the announcement 
of Apple Pay, Apple 
effectively walked into a 

multi-billion dollar race late and 
leapfrogged ahead of Paypal, 
Visa, Google, Square et al. – 
who have been promising the 
advent of smart wallets for years, 
but have never delivered. 

Apple has 800 million credit 
cards on file with iTunes and 
these will be able to be used to 
pay for goods and services using 
NFC chips in the iPhone 6, 6 Plus 
and Apple Watch. By allowing 
payments to be authorised using 
the TouchID on the phones, the 
payment process is incredibly 
quick and secure. While the 
service will be rolled out in the 
US first it is likely that Apple pay 
will become a major player in 
Europe over time.

sEo

With mobiles being 
increasingly used for in 
store payment purposes, 

perceptions around retail located 
phone behaviours are changing 
fast, and becoming much more 
mainstream as a behaviour. As a 
result of this, in 2015 we believe 
there will be massive growth 
in the area of in store mobile 
search innovations led by the 
product review and offers space.

iN thE uk, 11.6BN paymENts 
WErE maDE By carD iN 2013, 
aN iNcrEasE oF 42% oN 
2009 FigurEs
European Central Bank Payment 
Statistics, 2013 as cited in Future 
Foundation, Cashless Society

11,600,000,000

The UK payments landscape 
is currently in a period of  
considerable change, driven by 
the opportunities created by 
new technologies. 
Ofcom and the Payments Systems Regulator, Nov 2014

thE total valuE oF 
traNsactioNs maDE usiNg 
coNtactlEss carDs iN thE uk 
iN may 2014 Was £126.7 millioN 
a 189% iNcrEasE 
siNcE may 2013

VISA

sNapcash 

Snapchat’s cashless solution, Snapcash, allows users to 
send money to friends via private messages after linking 
their debit card details with platform partner Square.

FacEBook mEssENgEr

Facebook have confirmed that its 
Messenger App will be integrated with a 
payment solution.

applE pay

Apple aims to streamline the retail and 
online purchasing experiences of their 
iPhone users via Apple Pay. 

Users can upload credit card details to the 
app, and using near-field communication 
technology and Secure Element (i.e. the 
iPhone’s TouchID fingerprint reader) can 
carry out mobile payments at retail shops.

YouGov

oF uk aDults 
arE aWarE oF 
NFc paymENt 
tEchNology

N
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What is it? 

Everything Connects describes the growing trend for everyday objects and infrastructure 
to be connected to the web. 

Also commonly referred to as the Internet of Things, this trend is based on the continued 
proliferation of smart sensors, cameras, software, databases, and massive data centres 
which collectively will lead to a global, immersive, invisible, ambient networked 
computing environment. 

EvolutioN 

The origins of Everything Connects 
can be found in the growth of post-PC 
computing devices, namely the tablet 
and smartphone. These devices have 
combined traditional consumer computing 
functionality (i.e. email, web browsing) 
with new connectivity applications 
built around sensors such as GPS and 
accelerometers.

The other significant connected device 
to achieve mass penetration to date has 
been the connected TV. Unlike the tablet 
and smartphone, this hasn’t replicated 
traditional PC functionality but has instead 
been predominantly used for on-demand 
video delivery.

WhErE NExt?

Everything Connects is going to be 
hugely significant for consumers, 
businesses and government in many 
ways, from household management and 
shopping, to transport, engineering and 
manufacturing. We can expect to see the 
fastest growth in four key areas:

1)  health care – the use of wearable 
tech to monitor fitness is already quite 
well established with devices like Fitbit, 
Jawbone and the early pioneer Nike 
with its Fuel band. We’ll see further 
extensions of using data for personal 
well-being (the Quantified Self trend) in 
the form of other connected devices, 
for example Kolibree, the connected 
toothbrush, collects data to be shared 
with your dentist about how effective 
your brushing has been.

  But connected devices that monitor 
specific health conditions will also 
become more prominent, particularly 
given our ageing society. We’ve 
already seen devices such as Dario 
a blood sugar monitoring system for 
diabetics and even ‘smart slippers’ 
to help monitor the gait of elderly 
patients and alert doctors if something 
is wrong.

  Apple’s recent announcement of the 
Health Kit platform should also act to 
spur on innovation in this area.

2)  the home - Google’s recent 
acquisition of Nest, the home 
automation company who make 
connected thermostats and smoke 
alarms amongst other things, for 
$3bn has put the connected home 
in the spotlight. Again, the launch of 
Home Kit by Apple, which will allow 
connected devices such as alarms 
or locks to be certified as ‘made 
for iPhone’ should provide impetus 
to the development of connected 
home management systems. There’s 
a commitment from the energy 
companies to roll out smart meters 
across the UK by 2020 so at the 
very least we can expect the use of 
connected devices in energy and 
other utilities such as water (eg home 
sprinkler systems such as Cyber Rain) 
to become much more widespread. 

3)  the car - For some time we have seen 
cars become indirectly connected via 
smartphones, and so called ‘black 
box’ insurance telematics. Increasingly 
new cars will be fitted with operating 
standards to match smartphones, ie 
Android Auto or Apple CarPlay, and 
enable entertainment, information and 
other services to be delivered to the 
driver. Longer term, over the next 5-10 
years, we can expect driverless cars to 
become a reality.

4)  Business & manufacturing - Less 
sexy, but perhaps more significant 
will be the use of connectivity in 
the manufacturing environment. 
Evrythng is an Internet of Things 
software company which works with 
manufacturers to connect physical 
products to the web. This can help 
improve supply chains by knowing 
exactly where products are being 
made, transported sold or used. 
It can help reduce counterfeits 
or grey markets by being able to 
easily identify genuine products. 
For industrial equipment (eg cranes, 
diggers), connectivity allows 
data about performance or the 
degradation of parts to generate 
alerts to management.

IT all jUsT 
wORks 
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implicatioNs For BraNDs

Everything Connects presents many challenges 
and opportunities for brands and marketers. 

The data gleaned from connected devices will 
increasingly be used to hone targeting. Google’s 
investment in Nest, Android Auto and driverless 
cars is at least partly predicated by the extra data it 
will be able to access on people.

In the retail space, connected sensors such as 
iBeacons will enable retailers to identify their 

customers on arrival and present personalised 
experiences (products, offers or even prices).

Marketers will also need to think about 
the connectivity of their physical products 
themselves. As the size and price of sensors 
continues to fall, products from clothes through 
to FMCG will become connected objects in their 
own right, gathering data on usage patterns 
that open up a whole new world of consumer 
understanding and personalisation.

see IT IN aCTION

1

3

2

4

5 6 7

1: automatic 
A smart driving assistant system 
that lets owners program their 
car to connect to iPhone, Android 
and web apps.

2: cielo Wigle home network 
infrastructure
Cielo WiGle’s smart home 
automation system consists of 
Plug and Play hardware and 
software that allows users to 
control appliances, devices and 
lights directly from a single app 
on their smartphone.

3: NinjaBlocks
NinjaBlocks use cloud and 
sensor enabled processers 
to give feedback about its 
environment. It collects data 
from internet-enabled household 
devices and recommends and 
alerts users on optimal settings.

>

4: Nest, google
Nest is a connected thermostat 
capable of learning user 
behaviour and working out 
whether a building is occupied or 
not, using temperature, humidity, 
activity and light sensors.

5: Ba #lookup ad
BA’s ad linked up multiple 
data touchpoints such as 

meteorological data and BA 
plane transponders to create a 
dynamic campaign in real-time.

6: google self-Driving car 
project
An autonomous self-driving car 
launched by Google in 2014 
version has neither a steering 
wheel nor pedals.

7: Windows cortana
Cortana is Microsoft’s voice 
controlled, intelligent assistant on 
their Windows Phone 8.1.

Cortana’s features include 
providing information from Bing 
SmartSearch to users, setting 
reminders and recognising 
natural voice.

The Internet of  Things revolves around increased 
machine-to-machine communication; it’s built on 
cloud computing and networks of  data-gathering 
sensors; it’s mobile, virtual, and instantaneous 
connection; and they say it’s going to make 
everything in our lives from streetlights to 
seaports “smart”.
Daniel Burrus, Wired Innovation Insights

thE NumBEr oF moBilE coNNEctED DEvicEs 
Will ExcEED thE NumBEr oF pEoplE liviNg 
oN Earth By thE END oF 2014 aND shoulD 
rEach 10 BillioN By 2018.
(Cisco – Visual networking Index report – 2014)

moBilE

The proliferation of mobile devices has led 
to consumers becoming “super connected”. 
Almost 40% of UK consumers have access 

to multiple connected devices throughout the 
day, and this is only set to increase with tablet 
penetration growing exponentially and the 
wearable tech boom. However, customer journeys 
are not linear. Google research indicates that 
someone who has seen an ad on a Smartphone 

and then proceeds to purchase that product 
via digital channels, is 80% likely to make that 
purchase via a Tablet or PC. Similarly, 605 of 
those who see an ad on a tablet and continue to 
purchase will make the purchase via a smartphone 
or a PC.

As a result, it is becoming increasingly difficult 
to track a digital user journey from end to end. 
Companies have developed clever probabilistic 
models to solve this problem, which essentially 
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allow advertisers to profile audiences (i.e. link 
tablets, smartphones and PCs that belong to an 
individual) and then serve sequential messaging 
and measure conversion across device. These 
methods differ in their purported accuracy – from 
60% to 80%.

2015 will see the rise of deterministic cross 
device modelling – i.e. media properties that hold 
universally identifiable data across device for 
example – Facebook and Twitter with account 
login data) – and will also likely see the acquisition 
of one or more of the probabilistic partners by a 
major media player. 

Data

As devices connect up, and certain 
digital players become ever more 
dominant, a number of serious 

questions arise that will need to be addressed 
over the next year. In particular we’re predicting 
Privacy will come under a lot more scrutiny - how 
will people genuinely feel about big organisations 
having so much access to their data? Moreover, 
how will they react to their data being shared – 
so will they be ok with data being shared within 

one ‘eco system’ e.g. within Google products vs 
it being shared by multiple organisations? Will 
they feel better about it if they truly felt that they 
were getting a fair value exchange in return for the 
data that they were generating? And what about 
security, especially when it comes to people’s 
finances? There will always be hackers trying to 
abuse the system, and as more and more data 
becomes available the repercussions could be 
extremely harmful dependent on what kind of 
data they access. How can we safeguard this from 
happening at all times? 

Finally, there is a question over the accuracy of 
the data. With so many organisations collecting 
different bits of data no one is likely to have a 
totally robust view of everyone. How this will 
develop will be dependent on how much data is 
controlled by the few. The likes of Google, Amazon, 
Facebook and Apple are diversifying through 
acquisitions and new product developments to 
try and get as much of a ‘one customer view’ 
as possible, but how successful they will be will 
depend, as always, on consumer uptake of the 
various services and how much of a barrier some 
of the questions raised above become for people 
to feel comfortable relying on and giving so much 
of their data to one organisation.

shoDaN sEarch ENgiNE

Shodan is the world’s first search engine for internet 
connected devices, allowing users to tour the world’s 
connected webcams, finding internet-connected camera, 
traffic lights, medical devices, power plants, baby monitors…

FacEBook mEssENgEr

Facebook have confirmed that its 
Messenger App will be integrated with a 
payment solution.

googlE kNoWlEDgE 
graph

A knowledge base that attempts to 
connect semantic information - facts about 
people, places and things – to provide 
complementary and structured information 
around a particular search topic.

Demand for the first generation of  Internet  
of  Things products (fitness bands, smart 
watches, and smart thermostats, for instance) 
will increase as component technologies evolve 
and their costs decline. A similar dynamic 
occurred with the rise of  smartphone usage. 
Consumer demand for smartphones jumped 
from about 170 million devices sold per year 
just four or five years ago to more than a billion 
devices in 2014. The increase in orders coincided 
with a steep decline in the price of  critical 
smartphone components. 
McKinsey & Company, The Internet of Things: Sizing up the opportunity, Nov 2014

aNalysts havE prEDictED that thE 
iNstallED BasE For iNtErNEt oF 
thiNgs DEvicEs Will groW From 
arouND 10 BillioN coNNEctED 
DEvicEs toDay to as maNy as 30 
BillioN DEvicEs By 2020—aN uptick 
oF aBout 3 BillioN NEW DEvicEs 
pEr yEar. McKinsey & Company, The Internet of Things: 

Sizing up the opportunity, Nov 2014
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What is it? 
Customisation is going mainstream. 2015 will be the year of Mass Personalisation, when 
personalisation becomes the norm. From insurance policies to cars and technology, 
it’s now becoming a standard consumer expectation that products and communication 
should be tailored to their individual needs and this will simply be best practice for 
brands who want to efficiently engage with their customers.

EvolutioN

Personalised products and 
communications are clearly not new. 
However, the increasing volume of 
data available and advances in the 
understanding and interpretation of this 
data, driven by technology, have pushed 
personalisation into the mainstream  
and into the forefront of the conversation 
for 2015. 

WhErE NExt?

According to IBM, 90% of the data in the 
world that exists today was created in the 
last 2 years alone and this is increasing at 
an exponential rate. In 2015 and beyond, 
the increase in ecommerce channels 
and rise of new technologies, such as 
wearables, will bring us even more data 
that can be used to personalise offerings. 
Data and technology will keep working 
in tandem to self-propagate our ability to 
mass personalise.

Technology is also evolving to better 
decipher and analyse the array of 
signals that we give off to influence 
the points at which we touch a brand’s 
message. The level of personalisation 
available will be upped at all stages of 
the purchase journey, whether it be via 
targeting that initial consumer, through 
communications or reflected in the final 
product itself. We are already starting 
to see how advertising can be tailored 
using variations of content, language 
and pointers, via existing technology. 
Tesco’s facial recognition enabled self-
checkouts, analyse a customer’s features 
and determine their age and gender to 
beam suitable ads on screen as they 
checkout. Also utilising demographic 
information to categorise viewers, Sky 
AdSmart allows different ads to be shown 
to different households depending on 
which category and life-stage they belong 
to. iBeacons and Path Intelligence track 
a user’s movements to recommend 
nearby products and optimal visual 
merchandising locations in store. Further 
along the line, advances in technology 
such as 3D printing will also enable us 
a renewed focus on personalising the 
finished product on a mass level.

implicatioNs For BraNDs 

Mass personalisation will evolve to 
encompass all facets of our interaction 
with brands. This will provide challenges 
for brands, but also many opportunities 
for the ones that get it right. Brands can 
be the facilitators that allow consumers to 
get things on their own terms, when and 
how they want them. 

There will be touch-points for 
personalisation throughout the purchase 
journey. The buying process will be much 
more straightforward and streamlined, 
saving time and stress and the end 
product will ultimately be something the 
consumer deems individual to them. 
Customisation to this level will mean that 
brands will be able to develop a much 
more personal relationship and emotional 
bond with their customers. To achieve 
this, brands not only need to ensure 
that their product range recognises their 
customers as individuals but also must 
make the most of the personalised forms 
of targeting and communication in order 
to entice and retain that consumer along 
the way.

With this advancing concept of mass 
personalisation, questions are raised. 
There are the already apparent and 
obvious conversations around data 
privacy to be had. There is already 
consumer resistance to brands knowing 
this much about them. What will 
consumers expect in exchange for their 
data - is personalisation enough? Which 
companies will consumers give their 
data to? The select few that own the data 
will be the ones that own the power to 
personalise and this may come at a hefty 
price for others. The brand landscape 
could change dramatically. Plus, from 
a consumer perspective, in a world 
where everything is personalised, from 
content through to product offerings, 
how do we keep a broad perspective 
on the world and avoid looking at things 
from an insular point of view? Brands 
will need the right judgement to know 
when and how to offer this balance. 
Mass personalisation feels like a game 
changer for 2015 and beyond.
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see IT IN aCTION
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1: tesco Facial recognition
The installation of video screens 
at Tesco’s checkouts, assisted 
by facial recognition technology, 
aims to identify a customer’s 
age and gender so that tailored 
advertisements can be beamed 
on-screen.

2: personalised Newspapers
Paperlater is a service which 

allows customers to formulate 
their own newspaper by 
choosing particular articles 
online, which are then 
consolidated, printed and 
delivered to them.

3: sky adsmart
Sky AdSmart allows different 
adverts to be shown to different 
households watching the same 

programme through factors like 
age, location and life-stage, 
derived from a combination of 
Sky customer data and consumer 
profiler experts such as Experian.

4: Facebook atlas
Facebook has relaunched Atlas, 
which gives brands the ability to 
track and address users via their

>

Facebook user IDs, giving richer 
insight to cross device usage to 
avoid duplication.

5: iBeacon
iBeacons are transmitters that 
can communicate with and 
notify iOS devices of their 
presence, presenting brands with 
opportunities for location targeting.

6: google Now
Google Now connects together 
past search activities with a 
user’s current location, by 

sending out unprompted “why 
not buy now” nudges when in 
proximity to a store that stocks 
what you have been searching 
for previously.

7: synqera 
Synqera is a cashier platform 
for highly targeted product 
offering, using facial recognition 
technology to offer discounts 
and promotions based on a 
customer’s perceived identity 
and current emotions.

8: mygaze, google
Google aims to identify and 
understand human emotional 
responses to stimuli based on 
bodily reactions and signals, 
specifically by tracking peripheral 
and gaze interactions.

9: music intelligence
Intelligence collecting company 
Echo Nest automatically 
envisages what consumers 
will want to listen to next in 
calibrating playlists and online 
radio stations.

Customisation has to be consumer-led. Simply 
giving people more preset options doesn’t suffice, 
consumers expect to have a hand in the process.
Mintel, Make It Mine, Nov 2014

local

In the next 12 months, everything that you see 
or experience locally is going to start getting 
much more relevant and personal to you.

‘Hyper-local’ is the buzz word which has been at 
the forefront of future-gazing for local media, and it 
fits perfectly into this trend of mass personalisation. 
Technology can now pinpoint a user’s location very 
accurately, resulting in the emergence of a whole 
host of hyper-local, high and low-tech solutions. For 
example, Stormtag is a way of getting a hyper-local 
weather forecast down to postcode level; similarly 
Trashswag shows people where there is potentially 
precious free booty sitting outside people’s houses, 
no longer wanted.

Mass personalisation on a local level is also shaking 
up social networking. We’re now moving from 
Facebook as the ubiquitous way of keeping in touch 
via social media, to networks which are increasingly 
tailored to age groups, location, hobbies and 
lifestyles and, as such, are now much more relevant 
to people on an individual level. A great example 
of this is Smilemom – an app that allows mums to 
keep in touch with those who have children in their 
immediate locale, enabling them to upload images 
and information about their children, to a trusted 
local network.

tv

With virtually limitless content available 
to viewers, choice paralysis is a big risk. 
There’s just too many things to process; 

it’s all got far too complicated for comfort. Mass 
personalisation TV based technology however, is 
creating as opportunity for consumers and brands 
alike to cut through today’s information overload 
faster, and with more satisfying results. TiVo and 
Netflix have been at the forefront of this area for a 
while, with Aggregators like TankTopTV and UTelly 
the new opportunity for 2015. 

These aggregators aim to supersede your EPG, 
TIVO library, broadcaster VOD libraries etc. by 
aggregating all your video entertainment into one 
space - UTelly even replaces your remote control as 
an app that aggregates your content and controls 
your TV set. Each has its own way of prioritising 
what content you see, their own algorithms, their 
own filter bubble. And by surfacing and prioritising 
all your content they should to be able to provide 
great recommendations for other things you will like.

Aggregator services such as these may well 
represent a watershed moment, breaking down 
the barriers to allow viewers to start with what they 
want to watch, not “what’s on?” or “which service?” 
Enders’ are predicting that linear and PVR TV will 

N
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represent 75% of total video viewing in 2020 (it was 
91% in 2013 and will be 88% by the end of this year), 
but this may be conservative. We believe by 2020, 
viewers could be using aggregators to genuinely 
create their own schedules. Of course this trend all 
depends on how easy the experience is made for 
the user: if it’s not effortless viewers will revert to 
the status quo, relying on broadcasters to be the 
aggregators, using “what’s on” as a heuristic for 
“what’s good”.

NEWs aND puBlishiNg

In 2015 mass personalisation will drive 
news and content creation like never 
before, as publishers take advantage 

of increasingly sophisticated tools to understand 
and optimise consumption habits and data, and 
ensure that the huge array of content that is written 
every day is given the chance to surface. A leading 

proponent of this approach is The Guardian which 
has been using their “attention data” tool Ophan, 
to track rising stories and help journalists, editors 
and developers understand in real-time where the 
audience is and what they are interested in reading 
about – then optimising their content accordingly. 

The impact of this approach is unprecedented; data 
changes the course of journalism and dictates the 
content creation business. Be it long form copy, 
video or other, publisher output is influenced by 
data insight and personalised exclusively to the 
user. The data insight is consumer behaviour, so 
rather unwittingly the user will end up dictating the 
content produced. 

Readers can now pick and choose what they 
consume, only engaging with content that they 
have a keen interest in. Ultimately this will have a 
profound impact on the industry because it makes 
publishing a market for specialists, not generalists. 

70 pErcENt oF thE 
largEst sEgmENt oF 
oNliNE coNsumErs 
saiD that a 
pErsoNalisED 
shoppiNg 
ExpEriENcE WoulD 
lEaD thEm to 
iNcrEasE thEir 
purchasEs

Cisco

ophaN

Ophan is The Guardian’s in-house feedback tool that 
tracks all of the traffic on the website, giving 
unprecedented, real time access to data such as 
how traffic through to particular articles and tweets 
have changed over time, or the effect of promotions.

path iNtElligENcE

Path intelligence tracks signals from shoppers phones 
in stores and uses this data to help companies make 
informed decisions, such as optimal positions to 
locate advertisements and anything which may be 
negatively effecting a customers experience.

By 2018, Gartner predicts that B2B firms with 
effective personalisation will outsell their 
competitors without this capability by 30%.
Gartner
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What is it? 
Vision is the most developed and utilised sense among humans with the brain capable 
of processing images 60,000x faster than text. The rise of a visual culture is taking over, 
with consumers now using their sense of sight to feel the world around them like never 
before. From emojis, through to Pinterest, through to data visualisations, images are the 
universal language that can transmit feelings and emotions fast.

EvolutioN

The popularity of multiscreen innovations 
and mobile technology has accelerated 
the Picture This trend, driven by the  
real-time interactive visual content that 
allows for an immersive experience  
while on-the-go. From our leisure 
activities to our consumption behaviour, 
the digital revolution has transformed 
our ability to capture high-quality images 
and video whenever and wherever we 
find ourselves. 

Smarter devices are allowing ever 
increasing opportunities for people to 
create and consume visual content, 
whilst social media is encouraging 
content sharing everywhere. And as we 
share more, as screens get smaller and 
the resolution gets higher, the content 
itself has evolved. “Blogs were one of 
the earliest forms of social networking 
where people were writing 1,000 
words,” says Dr. William J. Ward, Social 
Media professor at Syracuse University. 
“When we moved to status updates on 
Facebook, our posts became shorter. 
Then micro-blogs like Twitter came 
along and shortened our updates to 140 
characters. Now we are even skipping 
words altogether and moving towards 
more visual communication with social-
sharing sites like Pinterest”. 

The rise of infographics is another 
manifestation of the Picture This trend. 
Overwhelmed by the volume of data 
and information available people are 
embracing tools that create simple, 
intelligent visualisations. The infographic 
boom is rapidly becoming the language 
of internet and a language being spoken 
by developers, statisticians, scientists and 
everyone. Infographics are no longer the 
preserve of designers, it seems. We all 
have access to free tools that can help us 
create complex data visualisations simply 
and easily for ourselves. 

WhErE NExt?

With increasing demands on our time 
and concentration levels, people are 
seeking new, simpler, more visually led 
tools to help them manage and navigate 
the world. Expect fewer words and many 
more images in 2015 to help cut through 
clutter with speed and efficiency. 

This increased focus on visual imagery 
is helping make digital communication in 
particular that bit more human. Emoticons, 
emoji and stickers, for example not only 
help us describe an emotional experience 
or state of mind quickly, they can also 
affect the actual emotions that the receiver 
is feeling – with this emotional contagion 
leading to greater social intimacy and 
stronger emotional response.

Increasingly sentences are going to get 
shorter and visual symbols will be used 
instead. They will fill in the gaps with a 
richness of communication that words 
simply could not achieve within the same 
processing time. From social networks 
such as Beamit which replaces text 
with photos, through to LevelMoney the 
mobile money monitoring app.

impact For BraNDs

Brands will need to recognise that 
functionality is no longer enough – 
whether in terms of the product itself, or 
the way it is communicated - there will be 
a growing emphasis to create beautiful 
designs and use visual interaction 
wherever they can, to meet the 
requirements of their more aesthetically 
demanding customers. The look and feel 
of everything are now the most important 
factors in a brand’s expression of quality.
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see IT IN aCTION

1 2 3

1: tunepics
A photo app that allows you  
to pair a picture with music  
from iTunes.

2: Emoji and Emoticons
Widespread use of emoticons, 
emoji and stickers, not only 
help us describe an emotional 
experience or state of mind 
quickly, but can also affect the 
actual emotions that the receiver 
is feeling – with this emotional 
contagion leading to greater 
social intimacy and stronger 
emotional response.

3: infographics
Infographics are also being used 
more extensively to visualise 
and present data, enhancing 
our understanding of the data 
by presenting them in quirky, 
meaningful ways.

sEarch

As 4G and better mobile browsing 
establishes itself we expect video and 
image based content to continue to engage 

users and hence perform well in search. We also 
expect that integrated data feeds through schema 
and APIs will encourage various forms of data 
visualisations in search results especially around 
Google’s knowledge graph.

Books

Spritz took the publishing world by 
storm earlier on this year, revolutionising 
the way that we read. It took the trend 

of speed reading and reformatted it for reading 
content, one word flashing at you at a time, at your 
preferred speed, enabling you to process content 
up to 25% faster than traditional reading. With 
smartwatches and other wearable tech soon to 

become staple consumer products, developers are 
increasingly being challenged to design smaller 
and smaller interfaces, affecting how we access 
our content.

social

With the likes of Instagram and Hipstamatic 
going all retro on us, are we going to see 
a full circle back to polaroid pics in 2015? 

Could Apple even develop technology that will 
allow this approach to work with tablets/iPads? 

It’s been in the pipeline for a couple of years, 
and is finally available for pre order on Amazon, 
Polaroid’s Instagram-style camera — the 
Socialmatic snapper - is an early manifestation of 
this trend. The device can instantly create prints of 
your photos, just like traditional Polaroid cameras, 
as well as upload any images to the social network 
of your choice.

polaroiD sociamatic camEra

Polaroid Socialmatic combines the nostalgic appeal 
of vintage Polaroid instant print cameras with the 
ability to share photos on social networks using the 
camera’s built-in Wi-Fi and Android interface.

spritZ

Spritz has been designed to enhance reading 
speeds, allowing users to read books at 1000 
words per minute. The app can interact with various 
operating systems and wearables.

Ekaterina Walter, Jessica Gioglio (Authors of The Power of Visual Storytelling: How to Use Visuals, Videos, and Social Media to 
Market Your Brand.)

visuals gEt 
94% morE 
viEWs thaN 
tExt-BasED 
iNFormatioN

iNFographics 
iNcrEasE WEB 
traFFic By aN 
avEragE oF 12%

humaN BraiNs procEss 
visual iNFormatioN 
60,000x FastEr thaN tExt

60,000x
visuals iNcrEasE rEtENtioN By



The Mindshare 2015 Trends

page 032

What is it? 
Quantified Self is an established trend that is on the cusp of going mainstream. At its core 
it’s about measuring different aspects of your daily life with the aim of self-improvement 
or increased efficiency. Dependent on passive data capture, the impending widespread 
adoption of wearable technology combined with the growth in connected devices, mean 
that Quantified Self is set to go mass market.

EvolutioN 

While its origins can be traced back to 
early digital pioneers in the 70s, the 
Quantified Self trend has really started to 
grow with the advent of fitness tracking 
wristbands such as Nike Fuelband, 
Fitbit and Jawbone. To date, its focus 
has predominantly been on measuring 
exercise performance and some biometric 
information such as heart rates. 

WhErE NExt?

With the launch in 2014 of Android 
Wear and Apple Watch, the smartwatch 
category has started to come of age and 
this will expand the concept of Quantified 
Self beyond simply health and well being. 
Interaction between wearables and 
other connected devices from cars to 
thermostats (e.g. Nest) and home security 
systems means that the ability to monitor 
and measure different aspects of your life 
will extend beyond fitness tracking.

We will also see a range of other types 
of wearables appear for specific needs, 
from wearable fabrics that monitor 
sweat and heart rate to understand your 
mood and overall health, to connected 
contact lenses for diabetes sufferers, to 
connected jewellery that act as a mobile 
payments mechanism or security passes.

Currently interpretation of the captured 
data is largely left to the user to 
make their own conclusions. But the 
natural evolution of Quantified Self is 
the application of machine learning 
and artificial intelligence to make 
sense of the data collected and make 
recommendations to the user. In the long 

term, the Quantified Self trend may morph 
into a new trend of ‘algorithmic discretion’ 
as digital assistants powered by artificial 
intelligence capture personal data 
through wearables and make suggestions 
or decisions on behalf of the user.

We can also start to see a trajectory 
from mobile and wearable, to ‘hearable’ 
and perhaps one day ‘implantable’. As 
smart watches bring access to digital 
information and connectivity closer 
to the user, the next step will be to 
strip back the physical hardware as 
far as possible. Responding to voice 
commands, we can expect a digital 
assistant to deliver intuitive suggestions 
and recommendations in-ear while 
delivering any visual information on 
accompanying screens (initially the 
mobile, but in the longer term a heads 
up display, Google Glass or perhaps 
connected contact lenses). 

implicatioNs For BraNDs

Some brands may be able to create 
their own tech hardware to fit specific 
need states (as we have seen with Nike 
Fuel band), but increasingly brands will 
build onto existing platforms and offer 
services or forms of utility that interact 
with a range of connected devices. These 
are likely to be services that either help 
capture new forms of data or generate 
value for the user through interpretation 
of existing data.

Finally, big opportunities will exist for 
brands that can access this data to gain 
deeper understanding of their consumers 
and their needs.
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1; google cardboard
A DIY kit consisting of a 
cardboard frame, a magnet, 
lenses, rubber bands and velcro 
that allows for a virtual reality 
experience when paired with a 
smartphone.

2: ralph lauren polo tech 
A compression shirt that has 
sensors designed to monitor 
the wearer’s heart rate, stress 
levels and movement. It is 
linked to a smartphone app 
which recommends optimal 
adjustments to the workout, such 
as for the user to breathe more 
deeply or push harder.

3: Nixe
Nixie is a quadcopter drone. 
Worn like a bracelet, it can be 
sent off at the flick of a wrist 
to take photographs or videos 
before returning.

4: google glass
Glass is smart eyewear that 
allows users to search, take 
photos and videos, message, 
receive notifications, use apps 
and more in the present moment.

5: t.jacket
A vest that provides deep touch 
pressure to wearers, T.Jacket 
simulates the feeling of a hug 
with laterally applied air pressure 
to calm, comfort and soothe the 
nerves of anyone who is stressed 
or anxious. 

6: tactilu
A bracelet for remote tactile 
communication, allowing users to 
transmit to each other the sense 
of touch.

7: myo motion Bracelet
A bracelet which allows gesture 
control by tracking both your 
hand and arm motions, then lets 
wearers use those gestures to 
control virtually anything on your 
desktop, laptop or smartphone.

8: hooke
Bluetooth-enabled, Hooke is 
a pair of headphones that lets 
users listen to their favourite 
music in 3D stereo sound, also 
integrating with social networks 
via the user’s smartphone.

9: olive stress control Bracelet
Olive is a bracelet that gives 
wearers insight into and notifies 
them about the times users are 

stressed, what triggers stress 
and how it can be managed. It 
does so by tracking the user’s 
heart rate, body motion, skin 
temperature and conductance.

10: Fitbit
Wireless-enabled activity trackers 
that measure data such as a 
user’s weight, food intake, quality 
of sleep, the number of steps 
walked, and other personal 
metrics.

11: hereo, gps tracking Watch
The hereO watch is the smallest 
GPS-tracking device available, 
engineered to fit a child’s wrist. 
Family members can share 
locations by simply running the 
app or broadcasting a check-in 
into a specific location.

12: mota smart ring
The MOTA Smart Ring allows 
wearers to be updated with 
vibrations about social media 
and text/call notifications in real 
time. Users are able to scroll from 
screen to screen of the various 
platforms and applications, such 
as Instagram, Facebook, Twitter, 
meeting notifications or text 
messages.

Wearable tech is not a niche play; it’s a broad, 
industry-wide phenomenon impacting everything.
Michael Becker, Mobile Marketing Association

oF coNsumErs arE alrEaDy 
aWarE oF “WEaraBlEs,” aND 
aBout oNE iN six (15%) oF thEm 

currENtly usE WEaraBlE tEch—such as smart 
WatchEs aND FitNEss BaNDs—iN thEir Daily livEs.”
Nielsen, 2014
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moBilE

Several signs, not least a loss of developer 
interest, indicate that the writing might 
be on the wall for Google’s Glass project. 

Despite promising early progression and deals 
with leading fashion retailers, the product has  
still failed to generate mass appeal. However,  
a rumoured redesign of the glass product, 
including a replacement of the Texas instruments 
chipset with tech from Intel might breathe fresh 
life into Glass.

The announcement of the Apple watch (and 
its scheduled launch in January 2015) and the 
successful launch of the Moto 360 have further 
complicated matters for Glass. These smart 
watches have taken the first steps towards 
creating fashionable wearable tech.

Developers are already working on releasing Apps 
for both watches, and with Facebook, Twitter and 
Pinterest among the list of launch partners of the 
Apple Watch, it’s likely that advertising will come to 
your wrist in early 2015.

tv

Could wearable tech be the key to the 
perennial TV problem of household vs 
individual targeting in 2015? Or will it 

be Kinect which makes use of facial recognition 
technology to know exactly who’s in the room? 
Could wearable tech even open up more 
recommendation options measuring biometric 
indicators of mood to recommend the perfect 
content for you at that time?

raDio

Modern life demands us to 
continuously enrich and improve our 
everyday health and wellness, and to 

do so in a non-invasive way without drastically 
changing our lifestyles would be ideal. Such is 
Septimu’s ethos. Septimu, a Microsoft research 
project into wearables, are earbud headphones 
integrated with internal measurement units that 
can sense your mood, posture and exercise 
activity. This form of recombinant innovation, 
merging the most widely used mobile accessory 
with sensors to pick up on key bodily indicators, 
takes standard earbuds to a new level. Its main 
music application, Music Heart, senses the 
wearer’s mood in real-time and recommends 
a song best suited to remedy the wearer’s 
predicament – faced with a stressful commute, for 
example, Septimu will tailor a response to your 
rising heartbeat accordingly and soothe you with 
relaxing or calming songs.

sEptimu hEaDphoNEs

Microsoft researchers are developing headphones 
that toggle songs depending on the user’s mood 
by measuring their heart rate, temperature and 
biorhythms.

Wearable device 
penetration will more 
than double over the 
next year from 6%  
to 13%
YouGov

to havE 
WEaraBlEs 
iN 2015

YouGov
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music/raDio

2015 looks like it will finally be the year of  
the connected listener. Listening to the radio 
via an app or online is in massive growth, 

enabling radio media owners to target ads that are 
specifically tailored to the individual listener. These will 
offer little to no wastage and a much more robust way  
to track engagement.

tv/viDEo

In addition to hundreds of TV channels in most 
households, the online video world is seeing a 
huge explosion in suppliers – it’s not just the big 

three broadcasters’ VOD offerings adding to the choice 
of video to watch with bigger archives and longer catch 
up windows, it’s high-quality long and short form content 
from the likes of ViceNews that are adding to the choice 
in video content available to all. All this will mean choice - 
and choice paralysis for the average consumer.

NEWs aND puBlishiNg

Personalisation in news & publishing is already 
growing and will be massive in 2015. Data 
will drive news and content creation like 

never before as publishers take advantage of ever-
more sophisticated tools to understand and optimise 
consumption habits.

YouTube’s Music Key system - currently in Beta 
testing - combining YouTube and Play has been 
described as “the most complete music offering 
on Planet Earth”.

With virtually limitless content to select from 
these days, Video Aggregators are coming to the 
fore - aiming to supersede the EPG, TIVO library, 
broadcaster VOD libraries etc. by aggregating all 
your video entertainment into one space.

Readers can now pick and choose what they 
consume, only engaging with content that they 
have a keen interest in. This will have a profound 
impact on the industry making publishing a 
market for specialists, not generalists.

local

As local media continues to evolve at a rapid 
pace and begins to intrinsically underpin 
behaviour of brands across sectors in many 

channels, the ability to make communications 
super-personal can only grow. Data equals 
sophistication and it will mean that advertisers 
will constantly improve their understanding of 

what consumers expect to see. Within five years 
it’s entirely plausible that nothing digital that we 
see on our daily commute, car journey or walk 
home will be anything other than what we’ve 
told advertisers that we want to see through the 
constant supply of data we’re providing already.

Although iBeacons have been around for a 
while, uptake has up until now been slow. 
However a new wave of  companies are now 
able to utilise iBeacons via an integration with 
Apple’s Passbook. Content disseminated via 
a brand’s owned or paid media can link to 
a Passbook coupon and when the customer 
visits a predefined location such as a shop, 
restaurant or stadium, the Passbook pass will 
interact with iBeacons and the customer can be 
“breadcrumbed” from location to location.

N

2015: qUICk 
pICks
We’ll leave you with some of our future_medialab thoughts, quick picks and predictions by  
channel for 2015. 
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gamiNg

The hype around VR headsets started in the early 
months of 2014 when Facebook bought the virtual 
reality start-up Oculus VR, with Mark Zuckerberg 

describing Oculus Rift as “one of the most important 
computing platforms”. This purchase caused other companies 
to create their own versions including Sony with Project 
Morpheus, and Samsung with Gear VR. Then of course there 
is Google cardboard – proving that all you need to do is, ”get 
it, fold it and look inside to enter the world of Cardboard.”

moBilE

With the announcement of Apple Pay, Apple has 
effectively walked into a multi-billion dollar race late 
and leapfrogged ahead of Paypal, Visa, Google, 

Square et all – who have been promising the advent of 
smart wallets for years, but have never delivered.

Data

The likes of Google, Amazon, Facebook and Apple 
are diversifying through acquisitions and new 
product developments to try and get as much of 

a ‘one customer view’ as possible. Their success will depend, 
as always, on consumer uptake of the various services. How 
comfortable will people genuinely feel about relying on, and 
giving so much of their data, to one organisation?

Virtual Reality reaches a tipping point with 
the arrival of  VR headsets on the market, at 
an obtainable cost – this development has the 
potential to radically change how we play games 
in the future.

Mobile devices will shape the stores of   
tomorrow and become the primary channel  
for communicating and engaging with the  
Agile Consumer.

Social logins on the rise, enabling Google and 
Facebook to track and target consumers across 
device and platform.

sEarch 

In 2015 art and science will need to work in unison 
to create great overall experiences. This can only 
be achieved if the role of searchable content is at 

the heart of planning and strategy – and is not considered 
as an afterthought.

Personalised mobile experiences, particularly 
relating to local search.
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