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INTRODUCTION
CARL FREMONT
CHIEF DIGITAL OFFICER, GLOBAL
Welcome to MEC’s Review Preview Number 4. Thank you for your tremendous feedback 
to our yearly trends watch. 

This year’s edition isn’t just about the trends that we’ve been observing but also 
those that we’ve been driving, living and reacting to through real cross-brand 
marketing experiences. These trends represent the thinking and experiences of 
our teams in a multitude of markets around the world. In fact, we have been on 
the forefront of the many new consumer and marketing innovations that are 
coming from developing markets and regions. It’s our hope that you use RP#4 
as a guide to work with us as we chart the course together for what is now and 
what is to become for brand marketing. 

RP#4 focuses on the continued advancements that technology is making 
in our lives everyday; not just as consumers but as marketers as well. The 
speed of technology change can be overwhelming and its impact enormous. 
Technology developers are transforming our everyday lives with greater 
interactivity and connectivity, creating cultural and behavioral shifts that are 
impacting brand consideration and purchase, globally and locally. Indeed, 
the lines are increasingly blurring between cultural dynamics, brand 
marketing and product utilities, enabled through content and applications. 
This intersection of culture, content and technology has allowed all 
brands to be omnipresent, integrating naturally into consumers’ lives; 
creating value that can be interacted with, personalized, and shared 
among the masses. 

Personalization through exact targeting and scaled reach of brand 
experiences can require an unwieldy amount of data and analytics 
causing many organizations to invest heavily in data and infrastructure. 
As the industry continues to balance the art and science equation, the 
advent of big data reminds us it’s not just what is collected but how it is 
used and protected that matters. Having a data approach right from the 
start that coalesces with a brand’s strategy is essential. 

Marketing in the digital age requires organizational collaboration on many 
fronts; the CMO, CIO and CTO among other key stakeholders. One reason for 
this is the rise of what MEC calls ‘Open Source Marketing’ where software 
and hardware codes and applications are open to anyone to build upon. 
Google, as one major example, has adopted this for their Android platform. 
Marketers can readily take advantage of the APIs, open source platforms, 
data and audience scale to create, enhance and distribute their brands’ 
experiences. Today, marketers and their agencies need to think and behave 
more like software developers than advertisers. 

We hope that RP#4 will inspire and assist you and your organization to build with 
us a brand road map embracing the many exciting advances that technology and 
data have on communications and marketing.

The question is, will 2014 be the year to stay on the sidelines and observe, or get 
in the game and win?
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THE 2ND AGE OF DIGITAL ADVERTISING – FROM UGLY DUCKLING TO GRACEFUL SWAN
There’s no skirting around it, with a few notable exceptions, the first waves of 
digital advertising left a lot to be desired in aesthetics. Ugly banners, buttons 
and skyscrapers did little for the imagination of creatives and consumers alike. 
But now, as a combination of the growth of touchscreen devices, ubiquitous fast 
connections in many countries, and the evolution of digital design come together, 
we’re at the beginning of the next age of digital advertising. Imagination, image 
and video led ‘Cards’, ‘Pins’ and ‘Devils’ are providing a new creative canvas and 
interactivity for brands to leverage to their advantage.

MIND THE GAP
As the importance of accountability and ROI has risen, so has the desire to 
close the gap between digital marketing and physical ‘retail’ sales. Perceived 
as a blind spot for digital marketing (especially when the large majority 
of retail sales remain in physical outlets), various technology and media 
companies are working on fine-tuning techniques to be able to assign foot 
traffic and sales to digital marketing exposure, with mobile technology 
and data analysis at the heart of it. 

TV HAS NEVER BEEN HOTTER
One of our on-going trends, this isn’t just about the power and resilience 
of the TV industry, but rather about how good we have it today when it 
comes to TV (in all its forms). Not only are we able to watch more great 
content on more platforms and with more control, but the quality, 
breadth and depth of TV content is better than ever. New shows and 
new show formats are attracting incredible talent both behind and 
in front of the camera, leading to a golden age of video viewing that 
networks, technology vendors and advertisers alike can enjoy too.

BRANDS ARE BUILT BY LINKS AND TWEETS
As the number of content portals and producers increases on 
a seemingly hourly basis, consumers are becoming increasingly 
overwhelmed by the amount of information they are receiving. 
As a result, they tend to only be able or interested in grabbing 
snippets of stories and information (vs. the longer-form content 
they previously engaged with), often disseminating information 
based on the bits or pieces of data they’ve processed (which can 
often be inaccurate or misleading). As a result, brands need to 
recognize the importance of storytelling, in both long and short form. 
This brings consumers in on an emotional level, while simultaneously 
living in the diverse places and spaces where they are experiencing 
new content, provoking them to want more and to dig deeper.

THE ERA OF OPEN SOURCE MARKETING
One of the lasting impacts of digital technology is how it has allowed 
for disruption and disintermediation in so many industries (see Travel, 
Hospitality, Entertainment, Education and others). The same is becoming 
true in our own marketing and advertising industry, with the ability to not 
only access media inventory directly through tech platforms, but also to 
build on top of what others have built and use it to your advantage -’standing 
on the shoulders of giants’ if you will. This is transforming what we think of 
as marketing, while bringing technology and brands ever closer together.

DATA AND MARKETING – GROWING UP AND FINDING ITS PLACE IN THE WORLD
Data has come a long way this year, as have the ways brands - and even 
governments - have gone about protecting consumer data. The result is 
improved ways of protecting data, as well as improvement around brand 
understanding on how to best leverage specific data streams to guide both the 
creative and strategic process. As companies that proactively entice consumers 
to share data increase in popularity, the conversation about data ownership will 
evolve to simultaneously better address privacy concerns and data accuracy. The 
result will be better understanding and implementations of data, improving brand 
output and overall consumer experience.

PROGRAMMATIC MEDIA BUYING – AN APPROACH FOR ALL SEASONS
When programmatic buying (automated rules for buying and optimizing media) first 
came to the forefront, its application was heavily focused on digital display inventory 
and for the purposes of direct response advertising. As the technology has improved, 
and the industry’s use of it becomes more sophisticated, many believe the approach 
can and will be applied to more and more sources of media and for a wider range of 
objectives – all helping get the right message to the right person, at the right time and 
at the right cost.

FROM CONNECTED DEVICES TO CONNECTED LIVING
As the notion of wearable technology becomes increasingly commonplace, people 
are turning towards the notion of connected living, moving beyond their smartphones 
towards a variety of lifestyle devices and technologies that leverage the power of 
digital connectivity to help them live the best life possible. As both digital and physical 
infrastructures are built upon the Internet, we’re seeing increased fragmentation of 
mobility and increased connected living.
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And, for those who don’t see 3D printing’s value beyond 
creating fun die-cast figurines for your desk, look at 

LayerWise, a Belgian company who has used 3D printing to 
provide an 83-year-old British woman with the first 3D printer-

created jaw transplant.

Innovation is no longer solely reserved for mad scientists and those 
trained in the art of technology. Smart and creative ideas, the heart 

of invention, can even manifest themselves in incredibly powerful ways 
through new strategies and ways of working. Take Beyoncé, for example, 

who released her latest album, a ‘visual’ album, exclusively via iTunes 
on a Friday morning without any pre-release announcement, and went 

on to quickly shatter iTunes sales and Billboard records. Without a single 
advertisement, she turned the world of marketing upside down, causing 
even the best in the business to evaluate how secrecy can be used to power 
the notion of consumer surprise and delight, proving once and for all that 
technology does need to be at the heart of innovative thinking.

While these are only a few of the thousands of innovations and disruptive 
ideas changing the status quo and altering our world, it’s critical to recognize 
that, as we enter 2014, there’s still plenty of ‘WOW’ out there to harness 
to our advantage, and it is crucial that we look for it and embrace it with 
open arms. Whether it is an innovation that promises to advance the state 
of healthcare, evolve the education sector, empower emerging markets, 
or simply provide a ‘cool’ tool to attract attention or simplify life, we must 
never forget the ‘WOW’ factor.
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REMEMBERING 
THE ‘WOW’ FACTOR 
WHITNEY FISHMAN
SENIOR DIRECTOR, INNOVATION & CONSUMER TECHNOLOGY, NORTH AMERICA
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We are fortunate to live during an incredible time, 
where revolutions are driven by 140 characters, people 
share life-changing moments with the world in six seconds 
or less, and we are empowered to change the world like never 
before, thanks to what seems like endless innovations, constantly 
emerging technologies and cutting-edge ideas.

However, in a world flooded by new technologies and digital platforms 
vying for our attention, it’s easy to become numb to the flood of ‘innovations’ 
trying to attract attention from businesses and consumers alike with the 
promise of altering lives. It seems like every day there is a new social sharing 
platform, or a ‘game changing’ data mining company, or even a platform 
promising to turn the world of online video content upside down. With these 
companies continually trying to break through the clutter and capture our attention 
(and, ultimately, investment), it’s easy to become weary of new technologies and 
innovations, dismissing them as ephemeral or unimportant.

The reality is that there are a myriad of transformational, mind-blowing, magical, 
quirky inventions and ideas being introduced every day that have the ability to disrupt 
and advance our every day. In order to experience what they truly have to offer, we must 
not lose our ability and desire to explore and imagine. 

For example, Google Glass is a wearable device many have dismissed as another fad or 
Google prototype being pushed upon marketers as a new revenue source. But to Aleksandra 
Blaszczuk, a 26-year-old recent quadriplegic, this isn’t just an expensive fad. Google Glass 
is allowing her to do things she never thought she would be able to do again, as she uses 
the technology to reclaim her ability for self-expression and self-reliance. 

Another example is Hövding, a radical bicycle helmet that is so discreet it is actually 
invisible. Its revolutionary design provides riders with an airbag for the head without 
the bulk or (often unattractive) look of a standard helmet, while delivering the utmost 
in protection. As more and more cities around the world introduce bike share 
programs, Hövding provides an innovative solution that can help make the roads a 
safer place for cyclists. 
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I believe there is another explanation: many marketers 
today may be embarking on the big data journey from 

the wrong starting point. Organizations are spending a lot 
of time and money collecting all the data they can get their 

hands on, with no clear idea of how they will use it and to what 
purpose. They end up with a gigantic, unwieldy and expensive big 

data infrastructure, but with little insight coming out of it. To find the 
needle in the haystack, they start by piling more hay on the haystack. 

Our experience suggests that a more nimble, agile and focused approach 
pays much higher dividends, much faster. Collecting big data is not the 

end game; rather it’s a costly and necessary chore to move on to the next 
level – big analytics and real-time marketing optimization, which is where the 

big value creation lies for marketers. 

As the industry continues to balance the art and science equation in what we do, 
the advent of big data reminds us once again that it’s not just what you’ve got, 

but what you do with it that matters. Collecting, managing and sorting data is one 
thing, but effectively analyzing and interpreting it is quite another.

TREND TAGS 1  6    

• Which questions? Rather than randomly collecting data, start with the business 
question in mind – what business metrics are you trying to improve? Sales? 
Profitability? Brand fame? Increased usage across your portfolio of brands? By 
determining what data you truly need, you’ll discover which analytics will get 
you the answer. Without analytics, data is dumb!

• Which analytics? Which data? Experiment. Avoid getting stuck in multi-year, 
complex big data projects if you have no experience. Run select small and 
focused initiatives to demonstrate the value on one brand. Learn and re-apply.

• Activate! Use it! Make sure whatever brilliant analytics you produce, you actually 
make use of it in real-time marketing. Whether to inform campaign optimization, 
messaging, targeting, offers or pricing, the value is in the activation of the 
analytics.

The majority of marketers 
believe they are making sufficient 
use of data. However, according to a 
recent Forbes study, only 10% managed 
more than half of their marketing using big 
data, highlighting Dan Ariely of Duke University’s 
idea that “big data is like teen sex. Everybody is 
talking about it; everyone thinks everyone else is 
doing it, so everyone claims they are doing it.”

Yet the benefits can be enormous to marketers. We know 
from experience, for example, that when we leverage big 
data on behalf of clients to optimize their digital campaigns, 
brand sales (not ROI) increase between 8-20%. That means 
potentially adding multimillion dollars of additional revenues 
on a single campaign for a marketer, significantly more than the 
size of the investment.

So why are only few marketers still leveraging the power of 
big data? There is perhaps a lack of realization in the potential 
benefits of big data. To a generation of CMOs and CEOs who started 
their careers shortly before email became an office fixture, and IT 
folks were running mainframe computers in the basement and 
implementing SAP, big data and its potential may not be on their 
radar (yet).
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IT’S NOT WHAT YOU’VE 
GOT, BUT WHAT YOU 
DO WITH IT!
STEPHAN BRUNEAU
CHIEF ANALYTICS & INSIGHT OFFICER, GLOBAL
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Back in 1956 David Ogilvy stated “the less an 
advertisement looks like an advertisement, and 

the more it looks like editorial, the more readers 
stop, look and read.” Recent research by the ARF 

confirmed Ogilvy’s thinking, it showed that the greater 
the congruence between advertising and content, the 

stronger the memory encoding and impact on motivation.
This makes the current buzz surrounding ‘native advertising’ 

understandable. Native advertising is essentially advertising 
designed to integrate with a user’s consumption experience. One 

study predicts that by 2025 the majority of online advertising will 
be native in nature. 

Unfortunately the majority of native advertising so far has been 
little more than glorified advertorials or sponsored columns, hardly 

revolutionary stuff. 
But contextual relevance has the potential to drive a real step change 

in brand thinking. In 2013, Blurred Lines was the biggest-selling single 
across the US and UK. In both countries, audio brand Beats by Dre used 

an abridged version of the Blurred Lines video as its TV ad. The ad was 
virtually identical to the music video apart from the inclusion of the Beats 
Pill speaker.
Thanks to twerking at the MTV VMAs whilst performing We Can’t Stop, Miley 
Cyrus was the most talked about and searched for celebrity on earth in 2013. 
Immediately following the twerking incident, Beats ran an ad featuring two 
speakers mocking the twerk that had happened only minutes earlier. The 
integration was further deepened by the Beats Pill speaker featured heavily 
throughout the We Can’t Stop music video.
The approach by Beats shows that the real opportunity is not in blurring the 
lines between advertising and editorial, but between brands and culture – a 
shift in ambition from ‘congruence with content’ to ‘congruence with culture’. 
Cultural congruence means seamlessly infusing brands into popular culture. 
It inverts the planning process. Instead of starting with the brand and working 
back to the audience, it means starting with audience’s culture then working 
back to the brand, ie. what is the audience interested in? how can our brand 
be a central part of that story?
Adweek commented that at the MTV VMAs it was hard to know where 
the ads ended and the show began, so integrated was Beats in the 
proceedings. Whilst Ogilvy may not have understood twerking, the way 
Beats embedded the brand into popular culture would have made total 
sense to him.

BLURRED LINES 
PETE BUCKLEY
GROUP STRATEGY DIRECTOR, UNITED KINGDOM
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Of the three, WeChat has the financial clout to make this move – owned by 
Tencent, which is the third largest Internet company globally. With around 270 

million active users and 600 million registered users, 100 million outside of 
China, it already has scale to rival WhatsApp (source: Tech In Asia, The Next Web). 
WeChat provides content, mobile payments, stickers (the evolution of emoticons), 
voice chat, video call and other innovative features on top of the core chat function. 
WhatsApp has the basic features you would expect and is rolling out its voice 
messaging service currently. 

What does all this mean for brands? IM has not died, but evolved with the latest 
technological and behavioral advances of our time, presenting new opportunities to 
engage customers. People have become used to (perhaps even expect) short, simple 
forms of communication (whether we like it or not), and we as marketers need to 
think about how we can communicate with them effectively in this way.

For example, WeChat has a myriad of ways for brands to use the platform, it has 
been open to integration and building native solutions to facilitate relationships 
between brands and customers; be that through branded hubs, customer service 
and e-commerce. Intel partnered with WeChat during the London 2012 Olympics, 
using voice messages to share daily updates on results and news from the 
Games. McDonalds is currently testing in-app purchases through discounts to 

WeChat users, whilst Nike and KFC are also signed up as official accounts. 
China Southern Airline was the first carrier to allow check-in via WeChat. 

With the financial power and growing user base, 2014 may be the year 
we see the rise of China’s first true globally known Internet brand.
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SHORT IS SWEET IN 
THE WORLD OF DIGITAL 
COMMUNICATIONS
ANDREW CORONEO
HEAD OF INTERACTION, SINGAPORE
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Instant Messaging (IM) is 
older than the Internet. The first 
iterations appeared during the 1960s 
on operating systems such as Compatible 
Time Sharing System (CTSS), not the most 
catchy of names I grant you. However, IM did 
not reach mass popularity until the 1990s with 
the likes of AIM (AOL), and later in 1999 with the 
release of MSN Messenger – launching instant, free 
communications to the nascent Internet population. 

At its pinnacle, MSN Messenger had over half a billion 
active users sharing billions of messages (source: Microsoft). 
MSN, AIM and others created a shift in human interactions, 
producing a new global behavior for how we communicated 
peer-to-peer. In a few short years, users dwindled as social 
media and advancements in mobile devices bore another 
transition of behavior. 

This shift has witnessed the birth of platforms that are ‘mobile 
first’ – WhatsApp being a best in class example of how users have 
transitioned from desktop based IM to mobile platforms. Launching 
in 2009, it now has over 300 million active users globally with 11 
billion messages sent and 325 million photos shared per day, with no 
signs of slowing down (source: All Things D).

But there is competition in this space from Asia. WeChat (China), 
LINE (Japan) and Kakao Talk (Korea), all have plans in place to turn 
their regional dominance into global leadership. 
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THE SELFIE 
AND THYSELF
ALLISON SIMS
SENIOR PLANNER, INTEGRATED PLANNING, 
NORTH AMERICA
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The ‘selfie’ has gained so much cultural traction with 
17,000% growth in usage from October 2012 to October 

2013, that it was named word of the year by The Oxford 
Dictionary. 

The selfie has become grounded in vernacular due to our photo 
sharing behaviors across ever expanding opportunities on platforms 

like Instagram, Snapchat, Facebook and Twitter, in addition to blogging 
and dating sites.

One hypothesis is that this cultural dynamic can be boiled down to an 
interest in two things: celebrities and ourselves. The birth of the selfie 

made popular by the likes of Kim Kardashian, Miley Cyrus and Justin Beiber, 
provided fans a glimpse into celebrities’ most personal and intimate moments, 

while giving the world a new form of self-expression and control over how we 
are represented across the digital landscape. 

Susan Sontag explains our obsession with this form of photography as a form of 
‘aesthetic consumerism’ in which we are all now addicted, pushing us to frame 
our identity for ‘presentation and idealization’ in a currency of envy – ie. a form of 
narcissism being fed by permanent connection to social media and mobile phones. 
Our social feeds have become full of ‘humblebrags’ simultaneously flaunting 
and hiding information, photo streams oscillate between party and vacation – 
or parties while on vacation. It’s the fantasy life we’re creating. Claiming our 15 
minutes, and anchoring ourselves in aspiration, all through a filter – but at what 
point do we start to believe our own stories, fall for our own narrative based on 
creating our ideal self?
In many ways, brands have always been part of people’s sense of self identity. 
Specifically in categories with little genuine product differentiation, branding 
and marketing are leveraged to create a sense of identity with being a customer 
of that brand and a reflection of who people are and/or who they’d like to be. 
The growth of aesthetic consumerism and the selfie within that presents an 
opportunity (perhaps even a necessity) for brands to continue to act as tools, 
symbols and identity-signifiers. What we as marketers need to do, is grab 

the opportunity and help the consumer with ways to bolster their online 
presence, enabling individual appeal and desirability. 

TREND TAGS 1  4     
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TOP STATS 
FROM 2013

GLOBAL TOP 10 SEARCH 
TERMS IN 2013 (GOOGLE)

Nelson Mandela
Paul Walker
iPhone 5s

Cory Monteith
Harlem Shake

Boston Marathon
Royal Baby

Samsung Galaxy s4
PlayStation 4
North Korea

GLOBAL TOP TRENDS ON TWITTER 
IN 2013
#Music

 #TOCT (‘Top Conservatives on 
Twitter’ that helps right-wingers 

find like-minded users on Twitter)
#NowPlaying

#TGIF (‘Thank Goodness It’s Friday’)
 #TBT (‘Throwback Thursday’ a 

Twitter tradition of users posting 
older photos of themselves on 

Thursdays)

292.2M
Ylvis – The Fox (What Does the Fox Say?)
A curious music video for one of the most 
bizarre yet catchy songs of the year that 

inspired a multitude of parody videos.

GLOBAL TOP 10 SEARCHED EVENTS 
IN 2013 (GOOGLE)
Boston Marathon
Typhoon Haiyan

Government Shutdown
2014 FIFA World Cup

Chinese New Year
Australian Open

Eurovision Song Contest
Wimbledon

Syria Conflict
EuroBasket

MOBILE APPS OF THE YEAR 2013 
(AS AWARDED BY APPLE)

iPhone App of the Year:         
Doulingo

iPhone Game of the Year:  
Ridiculous Fishing

iPad App of the Year:                 
Disney Animated

iPad Game of the Year:             
Badland

Top Free iPhone, iPad App:        
Candy Crush Saga

Top Paid iPhone, iPad App: 
Minecraft – Pocket Edition

96.7M
Harlem Shake               

(original army edition)

The Norwegian army gets 
into the Harlem Shake 

trend, creating a Harlem 
Shake parody of their own.

90.9M
How Animals Eat Their Food
Two men demonstrate how 

rhinos, cows, flamingos, and 
other animals eat their food.

85.3M
Miley Cyrus - Wrecking Ball 

(Chatroulette version)
A man has some fun on 

Chatroulette, recreating the 
Miley Cyrus Wrecking Ball 

music video for unsuspecting 
Chatroulette users.

68.4M 
baby&me - The New Evian 

Film
An Evian commercial 

featuring people finding 
their inner baby and 
dancing with them.

61.2M 
Volvo Trucks - The Epic Split 

feat. Van Damme
A Volvo commercial that 

features Jean-Claude Van 
Damme carrying out one of 
his famous splits, this time 

between two reversing trucks.

54.2M 
YOLO - feat. Adam Levine 

& Kendrick Lamar
A snarky music video by 

The Lonely Island exploring 
the realities of the idea of 
YOLO (you only live once).

51.5M  
Telekinetic Coffee Shop 

Surprise
An epic hidden camera 
experiment capturing 

reactions to witnessing a 
telekinetic event.

45M  
THE NFL - A Bad Lip Reading

A comedic guess of what 
American professional 

football players are really 
saying when we see them 
talking without sound on 

television. 

43M  
Mozart vs Skrillex - Epic 

Rap Battles of History 
Season 2

An imaginary rap battle 
between EDM artist Skrillex 

and legendary composer 
Mozart.

GLOBAL TOP TRENDING VIDEOS IN 2013 (YOUTUBE)
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The notion of looking at the challenge 
first and THEN considering how technology 

solutions can sit at the heart of a marketing 
strategy is a departure from advertising-first 

thinking, giving rise to a new era of marketing. This 
approach has the potential to be both more effective 

and efficient, and is a key to why technological savvy is 
becoming crucial in every marketing organization.

At a more prosaic level, the same approach is being increasingly 
applied to advertising, with ‘open source’ inventory on platforms 

such as Facebook, Google and the well-known ad exchange 
ecosystem, but expect further expansion and utilization in 2014. 

In the meantime, marketers can leverage Facebook’s open graph 
to incorporate social context in their owned and paid media. Any 

number of brands and publishers utilize this to improve user 
experience as well as drive referral traffic. LinkedIn’s API can also 
be leveraged in a similar way, as seen by the Fruit of the Loom ads 
targeting people that are starting new jobs, and therefore might need 
some new underwear!

The opportunity is our equivalent of ‘standing on the shoulders of giants’ 
(to steal Isaac Newton’s famous phrase), and build on top of the great 
technology (and audience base) that others have built – to mutual benefit.

The world changes too fast for any company to effectively build and grow 
everything themselves in-house from the ground up. Even Google and 
Apple recognize that other, smaller companies, can be more nimble. 
We don’t need to reinvent the wheel every time; instead, we can partner 
and use open source techniques to much greater success.

This approach demands three things of us all – understanding the 
basic tenants of technology more clearly; an openness to partnership 
and collaboration opportunities; and making solutions like these as 
central to our marketing strategies as any other in our toolkits. For 
those who can successfully understand, accept and employ this 

way of thinking, the opportunities are endless.
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EMBRACING THE ERA 
OF OPEN SOURCE 
MARKETING 
CARL FREMONT
CHIEF DIGITAL OFFICER, GLOBAL 

One of the lasting by-products of the digital 
age of marketing is the coming together of 
product and marketing, with technology as the 
connector and driver. As a result, CMOs and CIOs 
are spending an increasing amount of time together, 
and the next generation of senior marketers and CMOs 
will be required to have a pretty significant understanding 
of technology in order to be effective.

One reason for that is the growth of ‘Open Source Marketing,’ 
a growing discipline of marketing which involves companies 
sourcing input and inspiration from outside of the company, 
and building on top of the infrastructure others have created to 
grow their own brands and add layers onto their own products 
(eliminating having to build it themselves from scratch).

A notable example of this is what Airbnb did by partnering with 
Craigslist. Looking to increase awareness and exposure, Airbnb 
could have invested millions in basic advertising messages and 
opportunities to generate awareness. Instead, they took a risk 
and opted to leverage Craigslist’s API (Application Programming 
Interface – a computer programming term that guides how different 
software components should ‘talk’ to each other) and developed 
a way to plug Airbnb apartment rental listings into Craigslist, 
automatically exposing them to Craiglist’s already large user base.
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There has been a lot of talk about big data in the 
last couple of years that has prompted marketers to 

ask questions such as “what is big data?” and “how 
do I start organizing my data?” Given the investment 

these companies have made into organizing their data, 
the question they are now beginning to ask themselves is 

“what’s the point of all this data and where’s the value to me?”

To date the agencies have predominantly used this data in 
a very reactionary manner to build their ‘real-time’ planning 

credentials. This has been in the form of content adaption (eg. 
Oreo’s Daily Twist campaign), messaging optimization (eg. smart 

versioning of creative), and in some rare cases paid media selection 
(eg. Kleenex’s Flu Predictor campaign). Most cases I have seen 

predominantly showcase the influence of data on the message and 
far less so on channel.

So where to in maximizing value from big data? Coming from the 
Antipodes I have never paid any attention to ice hockey, in fact there is 
only one player I have even ever heard of, ‘the great one’ Wayne Gretsky. 
What made Gretsky great was not his size, strength or speed, but his 
ability to “skate to where the puck is going to be, not where it has been.” 

In 2014, value from big data in the world of marketing communication 
will see a rise in predictive analytics. The three Vs of big data – Volume, 
Variety and Velocity – lend themselves to the need for predictive analytics 
to maximize value. Marketers are starting to recognize this need, a recent 
survey of Australian marketers revealed 44% viewed predictive analytics 
as a key priority in 2014, and will demand it from agency partners (source: 
Predictive Analytics Top Aussie Marketers’ 2014 Hit List, B&T 2013). This 
shift will also see real-time planning focus more on channel choices 
as predictive analytics will be further forward facing to allow greater 
flexibility with media investments.

For those looking beyond 2014 the interesting evolution of this space 
will likely be cognitive computing. As Manager of Enterprise Social 
Strategy & Programs at IBM, Susan Emerick contends we are at the 
beginning of a new era “where systems learn and interact naturally 
with people to extend what either humans or machines could do on 
their own … to sense, predict, infer and, in some ways, think. This 
will unfold in years to come, helping human experts make better 
decisions in many capacities.”

Applying this thinking to marketing and communications will help 
us better understand, anticipate and respond to customers.
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REAL-TIME PLANNING 
BECOMES PROACTIVE 
RAJ GUPTA
CHIEF STRATEGY OFFICER, ASIA PACIFIC
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In the world of native programming, multi-
layered distribution is increasingly gaining 

importance in driving predictable reach and 
engagement. Of course the impact of social 

discovery and search will continue to be significant. 
However, major disrupters are beginning to emerge, 

reshaping marketing dynamics. 

As a highly effective and broad reaching content 
syndication technology, Outbrain is one newcomer offering 

unique visibility into site traffic analysis specifically through 
the lens of engagement. A recent Outbrain study analyzing 

more than three billion page views across various traffic 
sources (ie. social: FB, Twitter, Reddit; search: Google, Yahoo; 

discovery: Outbrain) revealed that discovery-sourced traffic 
delivered 2x page views per session compared to search, and 

more than 2.5x that of social traffic, with these patterns extending 
across mobile, tablet and PC. It’s clear the pathway to content 
discovery and engagement continues to evolve, and marketers 
have an increasingly expanding and effective toolkit to reach new 
audiences at scale. As brands continue to scale programming 
efforts, the role of data and audience intelligence becomes even 
more critical in designing an optimal distribution mix. 

Traditional publishers are also embracing the concept of native 
programming as a highly effective revenue stream. Although, iconic 
publishing brands like The Atlantic have been at the forefront of 
this trend, we will begin to witness greater native acceleration 
from others including the NY Times, Washington Post, and TIME 
among many others. Additionally, new editorial voices will emerge 
more broadly in the native space like those similar to UpWorthy – 
a fast-growing, socially progressive content discovery engine that 
reached more than 89 million unique users in November 2013. 

Wherever those native programming opportunities exist, the 
important thing to remember is that this form of marketing 
should add value to the content in itself, and not just talk about 
the ultimate end value of the product or service it is related to. 

Ultimately, as brands delve deeper into these cherished audience 
channels, the pressure to create memorable, authentic native 

programming that emotionally connect, convert and energize, 
will only increase as toolkits expand – a stark reality that 

reinforces why killer content will matter even more in 2014 
and beyond.
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WHY KILLER CONTENT 
WILL MATTER EVEN 
MORE 
GIAN LAVECCHIA
MANAGING PARTNER, DIGITAL CONTENT MARKETING, NORTH AMERICA  

Of all the topics that get bounced around the 
industry these days, few generate the polarized 
reaction that ‘native advertising’ does within the 
digital news cycle. In one instance, it’s hailed as the 
savior of the publishing industry. In the very next it’s the 
scourge of the marketplace, leading a movement to destroy 
the journalistic integrity of our most cherished editorial voices. 
Many of the savviest marketers and publishers already know that 
mastering the art and scientific precision of native programming is 
an effective and creative way to reach and energize key audiences. 

So, what does ‘native programming’ really mean in its purest form? 

Put simply: it’s highly engaging, culturally relevant content (vs. advertising) 
– thoughtfully curated, programmed and ultimately designed for the ‘feed’ 
experience. When executed flawlessly, it’s both memorable and shareable 
(ie. Ben & Jerry’s Anchorman 2 Instagram) – when not, it can be questionable 
and disruptive (ie. Church of Scientology in The Atlantic). 

Of course, we’ve already been witness to how quickly this domain has 
evolved, and recent industry maneuvering suggests greater innovation is 
on the horizon. From Twitter’s recent enhancements to its timeline canvas 
suggesting a new generation of creative richness and interactivity, to video 
experience evolving beyond the ‘amplify’ solution to more immersive short-
form narrative techniques, creating native experiences through a series 
of connected, pre-animated ‘vines’ in-stream. These advancements have 
the ability to further invigorate the intersection of brand content and 
commerce, while introducing entirely new forms of branded storytelling. 
In other words, the Twitter story has only just begun. 
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Overall, mobile phone commerce 
developments in Latin America 

show world class levels of purchase 
patterns with eMarketer reporting 

entertainment (cinema, theater tickets) 
and music downloads at 44% of mobile 

online purchases, equivalent to Asia Pacific 
figures and world averages.

For less ‘digital’ product categories, delivery of 
items ordered online – by computer or mobile 

device – is still one of the biggest challenges faced by 
marketers operating in the B2C arena. 

Some progressive retailers are taking matters into their 
own hands. Department store owners, such as Falabella 

and Cencosude, solved the payment issue by forging 
relationships with local banking institutions. This opens 
a wide array of cross category, cross-brand promotional 
opportunities to encourage online shopping behaviors, but 
also identifies a key differentiation in consumer behavior 
between shopping and buying.

Across Latin America, online penetration has grown, social 
media have democratized social exchange, and the C2C, 
second-hand market has expanded rapidly with offers of OLX, 
Segundamano.com, and eBay among the larger .com entities.  

Going forward the reality of e-commerce increasingly is likely 
to be omni-shopping. Consumer behavior will expand from 
seeing an ad in media and going to the shop to purchase, 
to seeking out multiple shopping touchpoints, electronic 
and not, then making the actual purchase – online, on the 
phone, in the store, or through another consumer. This 
raises the question of what really will be ‘e-commerce’ – 
the full circle of behaviors or the ‘last click’ or the ‘last 

tap’ on the phone keypad?
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THE SHOP IN YOUR 
POCKET 
E-COMMERCE FUTURES IN LATIN AMERICA  

CYNTHIA EVANS
REGIONAL DIRECTOR OF STRATEGY & RESEARCH, LATIN AMERICA

These days, when looking 
for inspiration on the application 
of developments in technology and 
marketing it can sometimes be most 
instructive to look at what’s happening 
in markets that may have lagged in the last 
wave but are jumping ahead in the next. The lack 
of legacy systems and processes that can inhibit 
seemingly more ‘mature’ markets means that emerging 
markets have the potential to more easily install the next 
generation of technology infrastructure. A great example 
of this is Kenya’s M-Pesa mobile payments system where 
despite lacking the more sophisticated banking system of 
other markets (and even the levels of smartphone adoption), 
it remains one of the globe’s best examples of a successful and 
widely used mobile payments system.

In Latin America, where e-commerce is on an upswing, there is no 
lack of aspiration for development. Where there is a will there is a 
way: expansion is less direct than economies with strong credit card 
penetration and established traditional mail delivery mechanisms. 
Latin America credit card ownership is at 36%, while mail services and 
logistics of online purchase delivery are complex, relatively expensive, 
if available at all. 

However, alternate business models are developing rapidly to offset 
downside impact of ‘plastic’ payment options. And high cellular 
telephone penetration managed largely via pre-paid phones favors 
e-commerce – 80+% of the population have mobile phone service and 
over 50% are covered by pre-paid data plans or cards (source: TGI 
Latina WI&II, 2013 February Release).  
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In the last few decades, MENA (Middle East & North Africa) 
has experienced incredibly rapid growth, resulting in a region 

with the highest concentration of skyscrapers and millionaires in 
the world. Despite a brief slowdown during the recession, the region 

is on its way to recovery and on pace to exceed previous milestones. 
With the win of Expo2020, Dubai vowed to “renew our promise to 

astonish the world in 2020.” Deep cultural pride, ignited by this grand 
vision of leadership, will continue to fuel not just progress, but ‘ProgrEST’. 

ProgrEST is about being the newest, fastest, highest, (insert superlative 
here) culture in the world, and we should expect this attitude to manifest itself 

in communications in 2014 through technology and entrepreneurship, leading 
to behavioral shifts in consumers and brands. 

In the Middle East, people are quickly adopting new technology, leading MENA to 
boast the highest mobile penetration in the world, while purchases of tablets have 

surpassed PCs. Adoption is happening across the economic spectrum from budget 
devices to uber-premium Vertu phones. A growing emphasis on health, addiction to 

constant communication and, above all, the desire to have the newest status symbols 
will continue to drive high purchase rates for smart watches, cars and houses. This 
behavior results in consumers that are more connected and more willing to explore 
the capabilities of new technologies.

To this point, regional communications have relied primarily on ‘glocalization,’ adapting 
global successes to local versions, such as Arab Idol. With higher content consumption 
and advertiser investment, content creation is poised for ProgrEST too. 

For example, Google relaunched Arabic Web Days, an initiative to boost Arabic content 
online, with the belief that “it’s better in Arabic.” Shazam recently launched its platform in 
Arabic, with brands such as Nestlé and Jaguar quickly taking advantage of its capabilities. 

Meanwhile, Pixelbug, a local app developer, is creating premium digital experiences 
in the region, as seen by its award-winning work with brands like HSBC and Schick, 
and Mobibus, a start-up that provides businesses with a platform to develop their own 
apps, is further democratizing creation. Expect more innovation in the coming year, 
with Saudi Arabia recently ranked as having government policies most favorable to 
foster small businesses.

It would be naïve to expect change to happen unilaterally in the region. Gulf 
Cooperation Council countries, with higher wealth and more developed 
infrastructure, will lead the evolution, with Levant and North Africa regions 
following at a slower pace, while also experiencing change due to a younger, 
mobile-native population. 

In 2014, the MENA mentality of ProgrEST will turn its attention to communications, 
opening up new possibilities for consumers and brands. Leading marketers 

will have to be brave and agile to match consumers’ evolving behaviors. 
Critical to success will be breaking complex challenges into smaller steps 

that can be tested and learned from quickly, while leveraging media to 
provide consumers with utility, experiences and platforms that allow 

them to join the ProgrEST.
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PROGREST 
THE RAPIDLY SHIFTING TECHNOLOGY & 
COMMUNICATIONS LANDSCAPE IN MENA  

ANTHONY GIORDANO
ACCOUNT DIRECTOR, MIDDLE EAST & NORTH AFRICA
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As consumers flock to strap on 
the latest in fitness technologies 

such as Nike’s FuelBand, Pebble’s 
watch or Jawbone’s UP, or drool over the 

futuristic capabilities of Google Glass, it is 
clear that, while there is no distinct winner 

(yet) among feature-rich, functional devices, 
wearable technologies will continue to take on 

an increasingly important role in consumers’ lives. 
They help them monitor and track not only their 

physical fitness and well-being, but also the everyday 
details of our lives we don’t necessarily think about but 

rely on to make it through the day, eg. thermoelectric 
bracelets that heat or cool your body, watches that provide 

information throughout the day to help you do your job, etc.

While the wearable revolution offers virtually limitless 
applications across a number of verticals, we have only 

begun to scratch the surface. 

Currently, today’s wearable devices lack the functionalities of 
many smartphones, or even tablets. However, these hands-free, 
inherently mobile devices offer marketers data opportunities that 
will only increase with enhancements in wearable technologies’ 
capabilities. While smartphones can seamlessly capture data 
such as a user’s location, purchases and how often they use an 
app or mobile website, data based on the intangibles, such as 
physical and emotional state, are untraceable by today’s smartest 
smartphone. Many of the devices that will help us monitor and 
improve our lives in the future haven’t even been dreamt up yet, 
let alone built (remember the rumors of Microsoft’s smart bra 
designed to help women avoid emotional overeating?)

However, wearable technologies promise the potential of 
opening up marketers to an entirely new set of data points, 
resulting in a far more detailed understanding of consumers, 
their behaviors, and the drivers of those behaviors. These 
intricate details can identify the nuances between action 
and reaction (eg. stress levels and movement) as well as 
provide specificities of a user’s location (indoor vs. outdoor 
spaces compared to just knowing the general vicinity). 

As we embark on 2014, vast opportunities exist for 
marketers to enhance their mobile and location 

marketing strategies based both on what people do, 
as well as how they feel.
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WEARABLE TECH 
FROM SMARTPHONES TO SMART LIVING 

WHITNEY FISHMAN
SENIOR DIRECTOR, INNOVATION & CONSUMER TECHNOLOGY, NORTH AMERICA

For the past few years, 
we’ve been led to believe that 
it is (finally, again) ‘the year of 
mobile’. Thanks in part to continued 
smartphone enhancements, such as 
the iPhone 5s’ M7 coprocessor enabling 
the device to record movement, in 2013 
mobile phones evolved beyond being 
portable communication hubs, and into 
always-on marketing devices, offering access 
to endless amounts of consumer data and real-
time targeting capabilities made possible by 
location-driven technologies.
But what happens when mobile devices are no 
longer the only portable devices marketers can 
leverage to drive their businesses forward? What if 
there was something that provided both consumer 
intelligence AND emotional intelligence? 
Wearable technologies, such as glasses, watches, 
fitness trackers, sleeping monitors, and other 
devices, are quickly revealing themselves to be 
the newest evolution of mobility and location 
marketing. With wearable smart device sales 
worldwide predicted to reach 64 million units 
by 2017 (source: Berg Insight), it won’t be long 
before wearable technology takes up increasing 
mind and heart space (as well as physical body 
space) among consumers. 
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This marks a fundamental 
shift in the way consumers ‘tune 

in’ to television. From the 1950s to 
the 1970s, TV sets had separate dials 

separating the powerful VHF stations 
(2-13) from the static-laden UHF stations. 

Cable came along and leveled the playing field 
– channel reception became equal and channels 

that never originated as terrestrial signals 
sprouted up. A channel number simply became a 

number on the remote, as new networks resided side-
by-side the established ones. Suddenly, the consumer 

had more choice, and their viewing decisions were driven 
by program interests, not signal strength.

Just as cable TV produced new genres and programming 
niches, so will the OTT revolution. New programming 

services now live in an onscreen menu adjacent to their 
well-established rivals. Netflix, Hulu, Amazon, YouTube, 

and Crackle have emerged as the most popular providers 
of OTT content, but other channels will soon follow. They will 

cater to the specific tastes of the audience, and many have 
already established themselves online as YouTube channels 
or digital networks. Programmers such as Awesomeness TV, 
Machinima, PopSugar, and Vice are likely to become the major 
media brands of tomorrow.

Unlike cable, where starting a network can cost hundreds of 
millions of dollars (ask Oprah), the cost of starting a digital 
channel is miniscule in comparison. The door is open to anyone 
who can create or curate an interesting programming service. 

For marketers, the implications are many. The slow but steady 
shift in overall TV/video viewing habits demands consideration of 
how to mirror our audience’s ‘best available screen’ attitude to 
where, when and on what device they watch content.

But perhaps more interesting are the opportunities in this 
landscape for brands that are continuing to expand their 
own content creation, curation and partnerships. As more 
of that content is of extremely high quality and focused 
on adding genuine value to viewers, the greater the 
opportunity is for marketers to seize and gain space 
on-screen alongside these emerging programmers. 

After all, there’s an audience for every niche and 
this evolving TV landscape facilitates ever more 

companies and individuals to serve those.
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UNDER THE COVERS 
WITH OVER THE TOP 
CHET FENSTER
MANAGING PARTNER, CONTENT, NORTH AMERICA 

How technology is changing the 
way consumers access programming, 
the implications for advertisers, and the 
new players who will leapfrog established 
media brands.

Six years ago, if you wanted to watch a movie on 
your living room TV, you had a few options: you could 
surf TV channels, order pay-per-view, or pop in a DVD. 

Then everything changed. Netflix, the DVD rental 
company, started a streaming service where you could 
access an immense library of HD movies and instantly 
watch them on your TV screen. The elegant design, 
ease of use, and ubiquity of its application (embedded in 
DVD players and TVs) motivated consumers to grab their 
hardware manuals and get connected. The Netflix app did 
more than build up the company’s subscriber base – it taught a 
generation of consumers how to access programming outside 
the confines of their closed television programming service.  

Today, approximately 30% of US TV households have connected 
televisions. Globally, the number is estimated to be 12.5%. And 
major growth is projected, with an estimated 42% of the US 
connected by 2016. The rollout of new game consoles (such 
as Microsoft’s Xbox One and Sony’s PS4) with their slick new 
operating systems, will make it even easier for consumers to 
access Over The Top (OTT) content from more sources than ever 
before. In the UK, Virgin Media became the first pay TV provider 
to offer access to Netflix through their own set top box.
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PREDICTIONS 
FOR 2014 

EMARKETER’S KEY DIGITAL PREDICTIONS FOR 2014 
1 Mobile: The Center of the Multiplatform Universe – eMarketer estimates that 
in 2013, for the first time, daily time spent by US adults with mobile devices (ie. 
smartphones and tablets) exceeded time spent with PCs, and that this trend will 
continue through 2014. Concurrently, mobile advertising will continue to grow as 
mobile continues to increase in prominence in consumers’ lives, with a growing 
emphasis on ‘mobile-first’ strategies.

2 Instant Interaction: New Demands Accelerate Marketing – As consumers 
become increasingly always-connected everywhere, the consumer journey, 
and consumers’ expectations of how a brand should interact with them, are 
progressing just as fast. Consumers expect instant interaction and response 
no matter the channel or time of day as they move throughout path to 
purchase.

3 ‘Always-On Commerce’ Turns Shopping Inside Out – With constant 
consumer connectivity comes the ability to make a purchase anytime, 
anywhere. This means that consumers are, in essence, always in the 
consideration phase and only a swipe or click away from making a purchase 
either online or in a physical store.

4 Always-On Means Always Social – An always-on world means that 
consumers are consistently moving between screens, resulting in 
fragmented multiscreen media consumption. Social networking serves 
as a tool that works between these various screens to provide a unified, 
engaged experience.

TRENDWATCHING’S TOP 7 PREDICTIONS FOR 2014

1 Guilt-Free Status – A growing number of consumers can no 
longer escape from awareness of the damage their consumption 
has done to the environment, society and themselves. However, this 
doesn’t mean they’re abandoning their desire for and conditioning 
to indulging; on the contrary, they’re starting to seek out ways to 
indulge while avoiding the guilt spiral that comes with it. As a result, 
guilt-free status will become the ultimate indulgence, as consumers 
indulge in brands that are recognized to be guilt free by the brand’s 
story or the impact of the product itself.

2 Crowd Shaped – As consumers become increasingly aware of the 
amount of data they produce via their social networking habits and 
general online profiles, they will not only want its collection and use to be 
transparent, but also expect that data collected will be used to heighten 
consumer experiences. They expect that products and services will be 
shaped by the data shared on the behaviors and preferences of consumer 
groups (both big and small), resulting in improved real-time experiences 
and product innovation.

3 Made Greener By China – China will become recognized not only as a 
hotbed for innovation, but also for green innovation, as China focuses on 
addressing environmental challenges such as transportation and energy on 
a mass scale. While some may believe that Chinese brands and businesses 
lag when it comes to going green, their preconceived notions will be 
challenged by cutting-edge Chinese brands working to change the world 

for the better (and greener).

4 Mychiatry – Consumer interest in the ‘Quantified Self’ will continue to grow, 
as products and services, such as wearable technologies, provide affordable 
ways to self-monitor, self-diagnose, and self-help when it comes to tracking and 
improving mental wellbeing. Shifting the focus from physical health to mental 
health provides consumers with a new benchmark, as well as opportunities 
to alleviate the pressures and stresses of everyday life. Hopefully these new 
technologies and tools can help consumers find a sense of everyday happiness.

5 No Data – It’s a fine line for brands to walk when it comes to data. On one 
hand, consumer data can often provide them with invaluable insights, leading to 
better, more consumer-centric products and services. On the other hand, with a 
seemingly endless number of brands experiences privacy breaches that revealed 
sensitive consumer information, consumers have become a bit leery in how safe 
their data really is. As a result, many are seeking out brands that offer stellar 

services while openly committing to eschewing the collection of personal data. 
Businesses need to find a balance between the benefits of data collection and 
utilization, and earning consumer trust.

6 The Internet of Caring Things – As the idea of ‘The Internet of Things’ continues 
to pick up steam, innovations are popping up centred around the exceptional things 
connected objects can do to change lives for the better. Whether it’s improving 
health, helping someone save money, or getting them a few minutes back in their day, 
innovations that care will be welcomed.

7 Global Brain – The consumer arena will become even more simultaneously global 
AND local. Consumer brands, products and innovations will increasingly come from 
various parts of the world, including Asia, Africa and South & Central America.
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