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The Future of Advertising
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Let’s try and look back from the future: if this scenario 
is likely to happen, how will we prepare starting today?



“The best way to 
predict the future 

is to create it” 
Alan Kay



The word ‘advertising’ is becoming 
as outmoded as the word ‘television’



Big Data. Machine Intelligence. Social. Mobile. 



Technology is becoming actually intelligent

But advertising is still largely based on interruption…



1 2 4 8 16 32 64…

India seems to be at a pivot of digital adoption



Gradually, then suddenly: digital & mobile advertising :)



The Internet is turning 25 today:)



ADVERTISING

TECHNOLOGY

MARKETING
BRANDING



Heading towards total digitisation…



Online    ☯      Offline

ETA in India — reality check —- ?

Physical ☯       Digital





!

Very soon, reality may actually surpass science fiction

Scene from Minority Report via Youtube



Many radical innovations will start rather basic…



 Interface (r)evolutions:  new levels of human-machine interaction



Everyone becomes a source of real-time, deep data



The ability to ‘know everyone’ changes the game completely



But technology is also presenting more and more ethical dilemmas…







On mobile devices, we will not accept what 
worked just fine* on TV, radio and print



The future of commerce: social, mobile, connected, 
empowered consumers. Interaction before transaction!



http://www.businessinsider.com.au/mac-funamizus-future-of-internet-search-2013-11

The future of search involves seeing, feeling, 
hearing, touching… and soon, thinking…



From questions to …answers… anticipation 

http://www.businessinsider.com.au/social-medias-new-big-data-frontiers-artificial-intelligence-deep-learning-and-predictive-marketing-2014-2

“The biggest thing will be artificial intelligence,” Schmidt said at Oasis: The Montgomery Summit. 
“Technology is evolving from asking a question to making a relevant recommendation. It will figure 

out things you care about and make recommendations. That’s possible with today’s technology.”
http://www.businessweek.com/news/2014-03-05/google-s-schmidt-sees-robots-becoming-omnipresent-in-good-way



Where is Google taking ‘advertising’?



Image of BP platform via US Coast Guard

http://www.gartner.com/newsroom/id/2621915



This will change dramatically within 18-24 months…



Global Advertising-related trends



Social Local Mobile Interactive: Digital will be 50%+



Social Media: the new Broadcasting & Communication Platform



Approx. 20% of 
households headed 
by people under 25 

do not have a 
television but 

watch programmes 
on other devices, 
such as laptops 
and tablets *global stat

http://www.economist.com/news/business/21591600-americas-largest-cable-company-becoming-more-firms-it-battling-against 



Are U.S. trends overall Future indicators?





The Internet of Everything / IoT / M2M



http://www.businessweek.com/articles/2012-12-13/robot-workers-coexistence-is-possible

Automation is coming to everything everywhere 
*Advertising Automation*



Human    ☯      Machine

‘Wicked Problems’



http://yourstory.com/2014/01/digital-commerce-india/



13-17% of India is online, mobile broadband penetration 
is estimated at 5%.  But what will happen once 50% of 

the population are online, and mostly on mobile?



http://www.zdnet.com/calling-the-bluff-on-indias-internet-penetration-hype-7000025989/





Due to India’s size and diverse population, 
all advertising is still growing?



http://www.nextbigwhat.com/indian-print-medias-innovation-dilemma-digital-natives-are-coming-297/

Note: the only growth  
in print is in…
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So when will print media also decline in India?



IMHO, the future of advertising will be re-defined in India, Brazil, China



Advertising



Advertising ingrained into experiences…  “ConVertising”

http://gigaom.com/2013/10/25/show-me-the-money-advertising-and-the-internet-of-things/



To discover and create the future of advertising we 
must look beyond ‘advertising’ as it is defined today



The word ‘advertising’ is becoming 
as outmoded as the word ‘television’



“The greatest danger in times of turbulence is not the 
turbulence, itself, but to act with yesterday’s logic”*Peter Drucker
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Maximum 
Eyeballs

Old Logic New Logic
Return on Engagement 

Interaction before transaction 
Peer to peer trust 
Social commerce 

Total personalization

Maximum 
Eyeballs



Online / Offline convergence: no more advertising as usual



Soon, 
there’s only 

one 
customer! 



Advertising and Marketing: it’s getting complicated 

http://www.businessinsider.com.au/social-medias-new-big-data-frontiers-artificial-intelligence-deep-learning-and-predictive-marketing-2014-2



Media Silos become redundant



Advertising as a service: desired, relevant, timely
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iBeacon example: advertising build-into experiences



Social commerce and peer-to-peer ‘with-vertising’





Broadband meets Broadcasting: Advertising goes Big Data and AI



A World of Screens. Connected. 
Mobile. Social. Low-cost. 
Intelligent. Networked.



All screens connected… all data connected…





Fragmentation of Reason-To-Buy will translate into more customisation
Example: newspapers and publishing



TRANSFORMATION



The disintermediation of everything: agencies, too?

“Disintermediation is the removal of intermediaries in a supply 
chain, or "cutting out the middleman".  
Instead of going through traditional distribution channels, which had some 
type of intermediate (such as a distributor, wholesaler, broker, or agent), 
companies may now deal with every customer directly, for example via the 
Internet.”  
The biggest and form of disintermediation for agencies is coming in the area 
they feel they should be most able to defend: developing creative concepts.  
And it can be summed up in one word: crowdsourcing.   
Visit sites like Crowdspring and you’ll discover a platform that allows 
companies to post a brief and receive an average of 110 ideas – for free. 
Crowdspring’s global community of over 137,000 writers and designers 
choose from the hundreds of projects posted on the site and develop ideas 
on a speculative basis. You, the client, then select the one you like and pay a 
pre-determined price, which is almost always a fraction of what an 
advertising agency would charge. That's disintermediation in action. 
!

!

http://www.crowdspring.com/index/4/


Digital Darwinism in Advertising?
“One of the TV commercials that ran on the 
2013 Super Bowl for Gillette’s Speed Stick was 
created and produced by a talented member of 
the Tongal community, another of the open 
source platforms focused on marketing and 
advertising. Most disconcerting to traditional 
agencies is the price tag attached to this kind 
of work. Instead of the hundreds of thousands 
most agencies would charge to produce a spot 
worthy of the Super Bowl, Gillette paid 
$17,000, and reports that their ad was ranked 
higher than other spots in the program for 
brands like Coca-Cola and Anheuser-Busch” 
!

http://tongal.com/


http://doubleclickadvertisers.blogspot.ch/2013/02/programmatic-in-future-whats-google.html



Variety 
Volume 
Velocity 
Virality 
Value

Big Data is defined as the exponential growth of data in regards to:









Data becomes the global currency



Big Data is defined as the exponential growth of data in regards to:



“Big business decisions will be made not be experts 
or intuition but by big data and predictive analytics”  

Virginia Rometty, CEO and chairwoman of IBM, speaking at the Council of Foreign Relations on March 7. 

!
To 2014 and Beyond http://www.stuff.co.nz/technology/digital-living/9549067/To-2014-and-Beyond

http://www.stuff.co.nz/technology/digital-living/9549067/To-2014-and-Beyond




http://www.huffingtonpost.com/2014/02/23/ray-kurzweil_n_4842972.html



Beware of Omniscience Illusions



Artificial Intelligence and Advertising





http://volinskyconsulting.com/blog/2010-09-12/preview-of-google-as-third-half-of-your-brain/

In a profile of deep-learning pioneer and now part-time 
Googler Geoff Hinton, WIRED’s Daniela Hernandez writes: 
“The key difference between deep learning and other 
approaches to artificial intelligence is that it aims to free 
machines from the need for human intervention, to give them 
a human-like understanding of our environment”

http://www.technologyreview.com/featuredstory/513696/deep-learning/

http://www.wired.com/wiredenterprise/2014/01/geoffrey-hinton-deep-learning/


Finding, reviewing, analysing everything using ‘intelligent agents’ is a game-changer
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The Internet of Things and the Future of Advertising



Th
e 

fu
tu

re
 is

 al
re
ad
y h

er
e!

In 2009, there were 2.5 billion connected devices, most of these were 
personal devices such as cell phones and PCs. In 2020, there will be 
up to 30 billion connected devices, most of which will be products   

(Gartner, October 2013) 

http://gigaom.com/2013/10/25/show-me-the-money-advertising-and-the-internet-of-things/





Wearable Computing: the next ‘mobile’?





“Machine Thinking”
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Outsourcing our brains, thinking, remembering…

… to achieve ‘total data’



Good for 
advertisers? 

Good for 
users?

Outsourcing our brains… and ourselves?
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Let’s keep in mind: technology has no ethics



http://www.flickr.com/photos/bobsfever/
7034556759/in/photostream/

‘All that happens must be known”!
!

Dave Eggers, The Circle

!
!
!

!

https://www.goodreads.com/author/show/3371.Dave_Eggers
https://www.goodreads.com/work/quotes/25791820
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A major issue for advertisers: maintaining user privacy versus ‘collecting it all’
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Data and humans becoming ONE?
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B4 Internet 1st digital wave Now Tomorrow?

Power of Technology Privacy & Anonymity
An important balancing act



Constantly 
observed 

everywhere 
everyone -  
a recipe for 
rejection.
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Offline becomes a new luxury



No privacy = no permission to advertise



Digital Anxiety | Obesity | Addiction
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It could be heaven or it could be hell…

Virgin Airlines Check-in at LHR using Google Glass (wired UK)
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Privacy will be centre-stage within 18 months



Crucial: balancing the use of technology 



We will need to be much proactive leaders…



http://www.economist.com/news/briefing/21594264-previous-technological-innovation-has-always-delivered-more-long-run-employment-not-less

“The machines are not just cleverer, they also have access to far more data.  
The combination of big data and smart machines will take over some occupations 

wholesale; in others it will allow firms to do more with fewer workers.  
Text-mining programs will displace professional jobs in legal services.  

Accountants may follow travel agents, tellers into unemployment as tax software improves.  
Machines are already turning sports results and financial data into good-enough news stories.   

A taxi driver will be a rarity in many places by the 2030s or 2040s”



http://www.theatlantic.com/business/archive/2014/01/what-jobs-will-the-robots-take/283239/

Routine-based, average wage, mid-skills jobs: destined for automation



Right Brain. Imagination. Wisdom. Social & Emotional Intelligence.

IBM DIKW via Youtube / SmarterPlanet



U.S. tech AND 
U.S. laws are 
governing the 

global internet - 
This will 
become 

unsustainable 
in the future.







Look backwards from the future…



Thanks for your time and attention... 
Now, let’s talk!


