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‘For most of my career, technology has been 
something that you hold in your hand, put 
in your pocket or that sits on your desk. 
That idea is about to be transformed.’

Brian Krzanich, CEO, Intel

EXECUTIVE SUMMARY
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Executive Summary

Innovation in global technology is needed as never 
before as the sector enters a period of slower  
growth in the face of a stuttering recovery in  
mature economies and a marked slowdown in  
the emerging markets.

In 2014, developed markets are expected to fall 4% 
while those in emerging economies – which grew  
9% last year – will increase by only 2%, according  
to the Consumer Electronics Association (CEA).

Consequently, the whole sector – which grew by  
3% in 2013 to reach a global market value of $1.068 
trillion (€.77 trillion, £.65 trillion)  – will decline 
slightly to $1.055 trillion (€.76 trillion, £.63 trillion) 
this year. 

However, darker economic clouds hide a definite 
silver lining. A raft of innovative technology 
developments is reaching a tipping point that  
seems certain to drive future growth.

By 2017, tablet shipments will rise 300%, 
transactions through mobile ‘digital wallets’  
will rise from $120bn (€86bn, £72bn) to $1.5 trillion 
(€1.08 trillion, £0.9 trillion) and US sales of  
location-based technologies and services will hit 

$1,295m (€930m, £780m). By 2018, sales  
of augmented reality technology, including digital 
signage and smartphone apps, will grow at a  
compound annual growth rate (CAGR) of 132.2%.

At the same time, other much-hyped tech sectors 
will take off. By 2018, the global market in wearable 
devices will rise from $2.7bn (€2bn, £1.6bn) to  
$8.3bn (€6bn, £5bn), and 9bn connected devices, 
ranging from refrigerators to billboards, will have 
hit the market. 

Experiential luxury is another sector where 
consumer electronics brands can expect to post 
growth of 25%, and an 800% rise in online data 
gathering over the next five years will allow them  
to hyper-personalise customer offers.

Top 10 Silicon Valleys

‘Silicon’ is industry shorthand for places where talent, 
capital and infrastructure come together to create 
innovation hotspots. We have identified the rivals 
to California’s original Silicon Valley, ranging from 
London’s Silicon Roundabout and Berlin’s Silicon 
Allee to Tel Aviv’s Silicon Wadi, Beijing’s Silicon 
Dragon and Nairobi’s Silicon Savannah.

Global Tech Trends Rising

Augmented reality, biometrics, wearable tech and 
geo-location technologies are reshaping retail. 
Topshop and Nike are creating inspiring AR 
synergies that add an extra layer of consumer 
engagement to their stores. Finnish brand Uniqul 
is developing a biometric payment system based on 
facial recognition. 

Intel and fashion brand Opening Ceremony have 
joined to create stylish smart-bracelets, their 
mainstream take on wearable tech. Apple is 
advancing retail personalisation through beacon 
technology, while Selfridges and Bloomingdale’s  
are helping customers find the perfect fit with 3D 
body scanners.

The digital interactivity at Heidi.com’s first physical 
store, in Switzerland, shows how Phy-gital  
retail will develop, while Lapka’s environment 
monitor demonstrates how technology can be made 
sensual and elegant for a female audience.

Bitcoin and other cryptocurrencies signpost the 
future of payment, and sublime gaming suggests a 
retail future full of mind-expanding experiences.

New Tech Consumers

We explore the cyberspace technologies that link six 
tribes, encompassing consumers born in the post-
war austerity of the 1940s through to those who 
entered the world during the blossoming of  
the digital age.

These consumer groups encompass Boomers seeking 
tech to keep them independent and healthy during 
their retirement, Millennials with their digital 
demands, and the tablet-obsessed Generation Xers.

Not forgetting the next emerging consumers: 
members of Generation D, who want to hang out on 
the web rather than at the mall, and the pre-teens  
of Generation I, who are growing up with multi-
media playthings. 

Futuretainment

A simple, linear narrative is often a frustration  
to today’s younger consumers, raised on a diet  
of interactive screen experiences. So brands  
are turning to multimedia to grab and hold  
their attention.

Google and Amazon are pushing original online 
content, Nerdist and Earwolf are building monetised 
Podcast Empires, art collective Circumstance is 
turning city streets into augmented storytelling 
landscapes, and Games for Change is using online 
gaming to create real-world social good.

Seamless shoppable videos are Cinematique’s 
contribution, and CrowdOptics is using smartphones 
as live event enhancers instead of irritants.

CES 2014

Emerging industries such as 3D printing, virtual 
currencies and wearable tech wowed the crowd  
at the International Consumer Electronics Show 
2014 as industry insiders flocked to see the latest 
and best in devices and digital services.

Samsung, Sony and LG unveiled high-profile 
releases while innovative companies addressed 
the lifestyle expectations of the ageing, but still 
influential, Boomers. The demands of Generation I 
children, and their parents, are also exciting areas 
in tech development.

THIS PAGE : 
ODD HARMONICS BY FRANÇOIS CHAMBARD

THIS PAGE : 
MOBILE PAVILION FOR THE GRAND THEATRE NATIONAL OPERA 

HOUSE IN WARSAW BY OPERALAB



THE : FUTURE : LABORATORY THE FUTURES REPORT : TECH

Innovates

We identify the products and people driving the 
technology sector forward: such as DIY.org which 
is creating fun and educational online activities for 
children.

Technology Will Save Us is helping consumers  
demystify digital devices while Fairphone  
is a smartphone made with material from  
conflict-free regions.

Robots and kinetic mapping created by Bot &  
Dolly are the new CGI, while artist Adam Harvey’s 
innovative counter-surveillance clothing addresses 
people’s concerns about techno-spying.

MakerBot brings 3D printing into the home, 
Moment Factory is reinventing tedious airport 
spaces as arenas of inspiration, and Sen.se gives us 
a glimpse of tomorrow’s home and the tech we will 
use to monitor our wellbeing.

Showcase

Our 10 Showcase studies pinpoint how the boldest 
brands, artists and designers deploy a technological 
arsenal to create the retail spaces of tomorrow.

They range from Saturday by Kate Spade’s iPad 
environments and Sneakerboy’s smartphone 
recreation of a virtual store in the real world 
to Diageo Johnnie Walker House’s audio-visual 
installations, Miss Ko’s factional narratives and 
TeamLab’s escapist fantasies.

Others are targeting key demographics with 
technology: the AER store in Shenzhen, China,  
is a Generation I digital playground, the Universal 
Everything & You installation at the Science 
Museum in London was about curation and 
collaboration by Millennials, and the old-school 
approach of of The Conductor installation by  
Faye Toogood was tech nostalgia for the same 
consumer tribe.

Electric in Paris explores sound as brand identity, 
and set designer Es Devlin created a multimedia live 
experience for rapper Kanye West’s 2013 world tour 
to rival anything online.

Futures 100

Our Futures 100 panel of industry insiders and 
analysts, which includes Dave Coplin, chief 
envisioning officer at Microsoft UK, John Lunn, 
global director of PayPal’s developer network, 
John Elkaim, vice president of Marketing at 
consumer management consultant Gigya, Pierre 
Sigrist, software manager Europe of Visteon 
Software Technologies, Bindi Karia, vice-president 

–accelerator at Silicon Valley Bank, Stephane 
Marceau, co-founder and CEO of OMSignal and 
Valérie Riffaud-Cangelosi, senior manager at  
Epson Europe, offers insights and observations 
on the technological advances that will matter to 
brands in this decade and beyond.

Disruptive Data, Bespoke Beacons, Collaborative 
Cars, Brand Accelerators, Correlation Cures and 
Augmented Everything are identified, unlocked  
and explained.

THIS PAGE : 
BURBERRY AND APPLE COLLABORATION, LONDON  

FASHION WEEK

MARKET OVERVIEW
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The sector grew 3% in 2013 to $1.068 trillion (€77 trillion, £65 trillion) 
according to the Consumer Electronics Association.

This year, however, the market will dip to $1.055 trillion (€76 trillion,  
£.63 trillion) as sales in the developed markets fall by 4% and growth  
in the emerging economies drops from 9% to only 2%. 

Yet the long-term outlook is buoyant as the latest tech developments bring 
new sectors to their tipping points.

Between 2012 and 2017, tablet shipments will rise 300% and total 
transactions through mobile ‘digital wallets’ will soar from $120bn  
(€86bn, £72bn) to $1.5 trillion (€1.08 trillion, £0.9 trillion). US sales of 
location-based technologies and services will hit $1,295m (€930m, £780m) 
by 2017, and the global augmented reality market will grow at a CAGR of 
132.2% to 2018 to spark a digital signage and smartphone apps bonanza.

Other long-heralded tech sectors will start to bear fruit. By 2018, the 
global market in wearable devices will rise from $2.7bn (€2bn, £1.6bn) to 
$8.3bn (€6bn, £5bn), and there will be 9bn connected devices, ranging from 
refrigerators to billboards, on the market.

For brands, the experiential luxury sector – where technology has posted 
25% rises in sales – will be a rich hunting ground. An 800% rise in  
the amount of data companies can gather over the next five years will 
enable them to target their customers as never before.

Innovative global technology is facing a 
slight slowdown in growth in 2014. But 
beneath the bare statistics, the omens 
for the next five years are promising.  

MARKET OVERVIEWTHE FUTURES REPORT : TECH
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‘Everything is up for grabs now. Technology 
is evolving so quickly, and consumer and 
business strategies have to keep up.’ 

David Rowan, editor, Wired UK

MARKET OVERVIEW
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A global guide to today’s key consumers.

Global Market Overview 

:  The number of self-identifying 
diaosi in China has passed 526m 
Source: Eguan

:  The average Yu’E Bao user is 
28-years-old with an average 
account size of $800 
Source: Wall Street Journal

:  India’s total online video 
audience grew 74% to 54m 
viewers between 2011 and 2013 
Source: comScore

:  E-books accounted for just 1% 
of India’s publishing market 
Source: PwC

:  The European market for 
local search and mapping 
will grow at a compound 
annual growth rate of 
20.5% to reach $825m 
(€593m, £497m) by 2017 
Source: Berg Insight

:  Almost one-third of UK 
consumers would use 
wearables such as Google 
Glass to enhance a high 
street shopping trip  
Source: YouGov

:  Samsung captured 52% of all 
African smartphone sales in the 
second quarter of 2013, compared to 
BlackBerry’s 17.8% market share  
Source: International Data Corporation

:  More than 17m Kenyans – 70% of 
the adult population – use the mobile 
money company M-Pesa 
Source: The Economist

INDIA

AFRICA

UK

EUROPE

CHINA

:  Almost nine out of ten (86%) 
US internet users have taken 
steps to remove or mask their 
digital footprints 
Source: Pew Research Centre

:  There were 147.9m smartphone 
users in the US in 2013 
Source: comScore

USA
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Smartphone supremacy

Any lingering doubts about the global triumph 
of the tablet and its equally mobile technological 
stablemate, the smartphone, will be crushed in  
2014 and beyond.

Global sales of traditional PC market of laptops and 
desktops will decline by nearly 20% between 2012 
and 2017, as shipments fall from 341,263 to 271,612, 
according to IT research firm Gartner. 

Meanwhile, shipments of tablets will rise by more 
than 300% between 2012 and 2017, according to 
Gartner. And there will be 5.6bn smartphone users – 
60% of the global mobile market – by 2019, according 
to mobile phone brand Ericsson.

This development is redrawing the battle lines 
between digital megasystems such as Apple,  
Amazon, Alibaba, Google and Facebook, forcing them 
all to think mobile first, hence Facebook’s decision 
to pay a staggering $19bn (€13.65bn, £11.5bn) 
for WhatsApp after it became the leading social 
messaging service across the US, Brazil,  
South Africa, and Indonesia, and Chinese 
e-commerce titan Alibaba’s $586m (€421m, £352m) 
acquisition of an 18% share in Twitter-style 
Sina Weibo. Over three quarters of Weibo’s 600m 
registered users access the service via mobile  
devices, according to the company’s CTO, Jack Xu.

Cashless Futures 

Point-of-sale alternatives to physical money such 
as Square, iZettle and Google Wallet are rapidly 
gaining ground with consumers across the globe.

The total value of transactions using mobile ‘digital 
wallets’ will reach $1.5 trillion (€1.08 trillion, £0.9 
trillion) by 2017, up from $120bn (€86bn, £72bn) in 
2012, according to research from Business Insider 
Intelligence. The number of users, fewer than 75 
million in 2012, will climb to over 500 million.

In developed markets, the move to mobile payment is 
being strongly promoted by retail brands and credit 
card companies. Retailers in Norway and Denmark 
have begun to refuse to take cash. Visa Europe and 
Telecom Italia are collaborating on an Italian mobile 
payments system. 

In the UK, five of the biggest banks, HSBC, First 
Direct, Nationwide, Santander and Metro Bank, 
have collaborated to launch Zapp, a mobile payments 
app that is expected to be online in high street stores 
by late 2015.

Increasing numbers of consumers are managing 
their money by mobile. There were 147.9m 
smartphone users in the US in 2013, according to 
comScore. Almost half (48%) use their smartphone 
for banking, according to a 2013 Federal Reserve 
report on the use of mobile financial services.
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China’s attractive, rich and successful consumers – 
the gaofushuai and baifumei who once set the tech 
tone – have suddenly become yesterday’s news. Now 
it’s the diaosi, young techno-geeks, who are driving 
market trends.

Diaosi, often translated into English as ‘loser,’ was 
originally a derogatory term to describe a certain 
breed of waster web surfer with limited money, and 
zero cool. But it’s been reclaimed as a label of geek 
empowerment by young people who want to rebel 
against China’s status obsession and the ever-
increasing disparity between rich and poor.

‘People who are labelled diaosi are somehow, in a 
strange way, secretly proud of it,’ says Wang Ge, 
editor of Vice China. 

Unlike their aspirational, Western-leaning peers, 
diaosi embrace low status, slightly clunky online 
technology such as the search engine Baidu, as 
opposed to Google or Bing, and instant messenger 
QQ, rather than Gchat or Skype. 

‘Basically, anything poorly designed but more 
accessible and easier to use for Chinese people are 
counted as diaosi brands,’ says Wang. 

The number of self-identifying diaosi in China 
has passed 526m, according to market researcher 
Eguan. A survey by internet portal Sohu found 
that self-identification as diaosi is strongest among 

single men aged between 20 and 49, who live  
with their parents and work in the media or in 
computer programming.

Although each individual may not be a rich 
consumer, the sheer number of diaosi means they  
are a market force to be reckoned with. Yu’E Bao,  
an internet financing service from Alibaba’s 
payment subsidiary Alipay, decided to target  
diaosi and gathered $40bn in investments from  
49m customers.

The average Yu’E Bao user is 28-years-old with  
an average account size of $800, according to the 
Wall Street Journal.

The identity has become so popular that even 
successful entrepreneurs – such as Zhou Hongyi, 
co-founder of internet security firm Qihoo 360 
Technology Company – have publicly embraced  
the label. 

Technology entrepreneur Shi Yuzhu likes the 
term so much that his firm, online game developer 
Giant Interactive Group, has registered ‘diaosi’ and 
‘diaosi online game’ as trademarks, according to 
Wantchinatimes.com 

Major global brands including Nike, Puma, Lenovo 
and Nescafé have tapped into this trend by hiring 
self-deprecating comedian Mike Sui, also known as 
Diaosi Mike, to front advertising campaigns.

MARKET OVERVIEW 18 : 19THE FUTURES REPORT : TECH
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In emerging economies, cheap smartphones are 
becoming key portals to the mainstream financial 
system. The number of active mobile money users 
in emerging markets will rise from 61m to 381m 
between 2011 and 2017, according to research firm 
Berg Insight. 

Brands are exploring the next phase of a cashless 
future with biometric payment systems such as 
Biyo, which allows users to make debit or credit card 
payments by scanning the unique pattern of veins in 
the palms of their hands.

The market for biometric authentication will  
expand from $5.2bn (€3.8bn, £3.1bn) in 2012 to 
$16.7bn (€12.2bn, £10.1bn) by 2019, according to 
market analyst WinterGreen Research.

Athena Tech

Technology companies are sitting up and taking 
notice as women overturn the sector’s male-only 
stereotype to become one of the big new markets.

Women are the more active gender online with more 
than three quarters (78%) logging on to social media 
in 2013, compared to 69% of men, according to the 
latest Pew research.

More than two thirds (68%) of Instagram users are 
female, according to the digital think tank L2.

Even the once male-dominated realm of online 
gaming is seeing a female invasion – 45% of players 
and 46% of game purchasers are now women, 
according to the Entertainment Software Association.

The global video game market will be worth $111bn 
(€79.8bn, £67bn) by 2015, compared to $79bn (€57bn, 
£47.6bn) in 2012, according to Gartner.

Technology brands are reacting to a demonstrable 
surge in interest in all things tech among women by 
further encouraging and allowing female engagement.

Intel’s She Will Connect initiative has promised 
to teach 5m women in developing countries basic 
digital skills and Google gives grants to women to 
attend technology conferences.
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Talk of Africa’s Mobile Masses has become 
commonplace over the past two years, with young 
Africans now favouring cheap made-for-market 
smartphones over feature phones.

The smartphone market on the continent is growing 
at 19% year on year, according to research firm 
International Data Corporation (IDC). There will 
be 334m African smartphone connections in 2017, 
up from 112m in 2013, according to media group 
Informa UK.

Smartphone penetration in Africa is more  
advanced than widely assumed, encompassing  
25% of Nigerian, 18% of Ghanaian, 17% of 
Cameroonian, 13% of Kenyan and 11% of 
Senegalese mobile device users, according to 
advertising agency M&C Saatchi.

BlackBerry, once the continent’s premier mobile 
brand, is now losing out to smartphones. Samsung 
captured 52% of all African smartphone sales in the 
second quarter of 2013, compared to BlackBerry’s 
17.8% market share, according to IDC.

Samsung announced in August that BlackBerry’s 
popular BBM messenger service would be available 
on its Samsung Galaxy phones in Sub-Saharan 
Africa - the first region to have the chat app.

Increasing demand has seen brands rush to 
introduce smartphones that are affordable for 
African pockets. Nokia’s semi-smart Asha devices 
and HTC’s Android devices can be bought for $80.

Chinese smartphone maker Huawei has teamed 
up with Microsoft to create a 4Afrika smartphone, 
retailing at $150. The device was unveiled in 
February 2013 and is targeted at university 
students and first-time smartphone users.

Banking and shopping are still prime reasons 
for using mobile feature phones. More than 17m 
Kenyans – 70% of the adult population – use the 
mobile money company M-Pesa and an estimated 
25% of Kenya’s gross national product flows through 
the channel, according to The Economist.

Africa’s Mobile Masses are also using their mobile 
devices for other reasons: 29% say that having 
access to entertainment is their main reason for 
wanting a smartphone, while among those who 
have a device, 61% use it to find and listen to music, 
according to Ericsson.

MARKET OVERVIEW

Location, location

Demand for location-based technologies and  
services is booming. The European market for local 
search and mapping will grow at a CAGR of 20.5% 
to reach $1.1bn (€825m, £681.5m) by 2017, according 
to research firm Berg Insight.

The North American market is expected to reach 
$1,295m (€930m, £780m) in 2017, up from $835m 
(€600m, £503m) in 2012, a CAGR of 9.2%.

Location-based search advertising is expected to 
take the biggest chunk of this growth – just over 
50%, according to research firm Strategy Analytics.

Beacons – low cost, low-energy smartphone 
transmitters that pinpoint a user’s precise location  

– are attracting major brand interest in anticipation 
of a mainstream market take off.

Apple, PayPal and Qualcomm, the world’s largest 
microchip manufacturer, have all released versions 
of the technology, which can push marketing 
messages to shoppers about products that they are 
browsing at that moment.

Reality check

A synergy of in-store retail brand experimentation 
and rising numbers of consumer-friendly 
smartphone apps appears to be fuelling the  
long-heralded arrival of augmented reality and 
virtual reality markets.

The global augmented reality market will grow 
at a CAGR of 132.2% over the period 2013-2018, 
according to a report by Infiniti Research.

The related global digital signage market will also 
expand, growing from $1.27bn (€0.9bn, £0.6bn) 
in 2012 in $2.55bn (€1.83bn, £1.53bn) in 2018, 
according to market research firm Frost & Sullivan.

In the wake of Facebook’s $2bn (€1.45bn, £1.19bn) 
purchase of hot virtual reality company Oculus VR, 
analysts KZero predict that the consumer virtual 
reality market will grow from $90m (€65m, £54m) in 
2014 to hit $5.2bn (€3.7bn, £3.1bn) by 2018, with unit 
sales rising to 23.8m.

Focus : Sub-Sahara Smartphones
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In India, technology brands are racing to talk to 
the country’s non-English speakers in order to gain 
access to vast new markets.

Out of a total of 1.2bn people in India, there are 
125m English speakers, comprising just 10% of the 
population. There are 400 other languages spoken, 
including Bengali, Gujarati, Punjabi, Tamil and 
Telugu, as well as over 2,000 dialects.

Snapdeal, India’s largest e-commerce site, backed 
by uber-marketplace eBay, has launched versions 
in Hindi and Tamil in a bid to woo non-English 
speakers from tier two and tier three Indian cities. 
The addition of local languages to Snapdeal is 
expected to increase traffic by 20%. 

Google India data shows that local-language news 
sites are growing by 56% year-on-year and English 
sites by just 11% year-on-year. ‘The next 300m 
internet users in India won’t use English,’ says 
Rajan Anandan, managing director of Google India.

Attempting to cater for every consumer is impossible. 
E-books have failed to take off in India partly 
because of the multiple language difficulties. In 2013, 
they accounted for just 1% of the publishing market, 
according to a recent report by accountants PwC.

Video will be the breakthrough medium for non-
English speakers, says Karishma Bhalla, principal 
of Boston Consulting Group’s Mumbai office. ‘Video 
is becoming a great leveller,’ she says. ‘It’s widely 
used for entertainment and can reach the country’s 
287m illiterate adults.’

India’s total online video audience grew 74% to 54m 
viewers between 2011 and 2013, with the average 
viewer watching 18% more videos and spending 
28% more minutes viewing, according to research 
firm comScore. 

Local knowledge is almost as important as local 
language in order to penetrate Indian technology 
markets in tier two and tier three cities and  
rural areas. 

Indian smartphone manufacturer Micromax has 
established itself as a serious rival to global players 
Samsung and Nokia by meeting local demand for 
water-resistant devices with a long battery life 
which can use more than one SIM card.

In the fourth quarter of 2013, Micromax had a  
13% market share, compared to Samsung’s 19% 
share and Nokia’s 12%, according to IDC.

MARKET OVERVIEW

Wearable wonders

Wearable technology will see major growth in 2014 
and beyond as exciting releases such as Google Glass 
and the Samsung Galaxy Gear smartwatch capture 
the imagination – and the wallets – of consumers in 
mature economies.

More than 300m wearable devices will be shipped 
in 2019, compared to 14m in 2011, according to 
research firm Business Insider.

The global wearables market, worth $2.7bn (€2bn, 
£1.6bn) in revenue in 2012, will reach $8.3bn 
(€6bn, £5bn) by 2018, according to market analyst 
MarketsandMarkets. An even more bullish $50bn 
(€36bn, £30bn) global market is forecast by the same 
date by analysts at Credit Suisse.

Certainly, consumer research suggests a growing 
public fascination with wearable tech. Almost  
one-third of UK consumers would use wearables 
such as Google Glass to enhance a high street 
shopping trip, according to pollsters YouGov.

More than half (52%) of consumers say they  
have heard of devices such as Fitbit and the Nike 
FuelBand fitness bracelets, according to research 
firm NPD Group. One in three of those people are 
likely to buy a wearable device in the near future.

Health and wellbeing is where much of the growth in 
the wearable tech sector is likely to be focused. The 
global personal wellness technology sector will grow 
by more than 142% over the next five years, according 
to the CEA.

More than 70m health and wellness products, worth 
$8bn (€5.9bn, £4.9bn) in revenue, will be sold in 2018, 
compared to 40m in 2013, according to the CEA’s 
Connected Health and Wellness Market report.

Focus : Vernacular Vibe
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Tech Luxe

Technology is rapidly becoming the pre-eminent 
luxury status symbol, outstripping expensive 
holidays and luxe accessories as magnets for  
the global rich. 

Affluent consumers named Apple as the most 
aspirational brand in Canada, France, Germany, 
Italy, Spain, the UK and the US. Sony was in the 
top 10 in six of these seven countries, and Samsung 
made the list in five of them, according to the Boston 
Consulting Group’s 2013 Consumer Sentiment 
survey. By comparison, traditional luxury labels 
such as Chanel, Dior, Gucci, and Louis Vuitton 
ranked in the top 10 in only a few countries.

The technology sector has the highest compound 
annual growth rate – 25% – in the fast rising 
‘experiential luxury’ category, according to BCG. 
Sales of experiential luxury are growing at 14%,  
3% faster than sales of personal luxury products.

Despite growth slipping in China to just 2.5% in 
2013, down from 7% the previous year, according 
a December 2013 study by consultants Bain & 
Company, the luxury market looks set to maintain 
healthy growth. 

Technology is becoming ever more intrinsic to the 
functioning of the entire global luxury industry. 
Online luxury continues to grow far faster than the 
sector as a whole, posting a 28% annual rise in 2013 
and reaching sales of close to €10bn (€7bn, £6bn), 
according to Bain. 

British luxury brand Burberry enjoyed a bumper 
third quarter of 2013, posting same-store sales up 
12% – 4% more than forecast – after investing in 
online and click and collect services.

Bigger Data

Big Data is getting bigger. The digital information 
gathered by companies will grow globally by 800%  
in the next five years, according to Gartner.

Spending on data collection will increase by 30% to 
reach $16.1bn (€11.6bn, £9.7bn) in 2014, a rate of 
growth six times faster than the overall IT market, 
according to IDC.

The cloud, where most data sets are stored, is set 
to expand at a similar rate. IDC predict that cloud 
spending will increase by 25% to $100bn (€70bn, 
£60bn) in 2014.

The challenge for brands lies in efficiently 
harnessing this tsunami of data. ‘From a technical 
perspective, many of the building blocks are already 
in place,’ says Dave Coplin, chief envisioning officer 
at Microsoft UK. ‘The fact that we have cloud 
infrastructure is huge. The fact that we are both 
storing and increasing the sharing of data, this is 
also hugely important. The final piece, analytics,  
the way that we bring data together, is still a little 
bit out of reach for many organisations.’

Getting analytics right promises impressive benefits 
for the brands that achieve it. A retailer using Big 
Data to its full potential could increase its operating 
margin by more than 60%, according to the 
McKinsey Global Institute.

However, there is a fine line to be walked between 
efficient and mutually beneficial data mining and 
fears by consumers about invasions of their privacy.

Almost nine out of ten (86%) US internet users 
have taken steps to remove or mask their digital 
footprints, according to the Pew Research Centre.  
A study by adblocking data provider PageFair 
showed that 22.7% of web surfers are blocking  
ads and that the use of ad blocking is growing  
at 43% per year.

Internet of Things

As connectivity migrates from computers and 
smartphones to billions of everyday devices, global 
technology brands are staging buying sprees to 
position themselves for the advent of the Internet  
of Things. 

There were 1.9bn connected devices in 2013 – and 
that number will grow to 9bn by 2018, according 
to Business Insider. That year, it will be equivalent 
to the number of smartphones, smart TVs, tablets, 
wearable computers and PCs combined.

In anticipation, Google paid $3.2bn (€2.3bn, £2bn) for 
thermostat manufacturer Nest Labs in January 2014. 

The global market for smart home appliances will 
grow at an estimated CAGR of 17.74% from 2013 to 
2020 to reach $51.77bn (€37.23bn, £31.17bn) by 2020, 
according to MarketsandMarkets.

It’s an opportunity already spotted by major 
consumer technology brands, with Samsung 
launching a wifi-connected washing machine  
and LG a wifi-connected fridge. 

Smart meters for energy conservations are another 
key growth area. Sales of smart electricity meters 
will rise at a CAGR of 18.7% between 2012 and 
2018, from 25m units to 148m units, according to 
Transparency Market Research.

The smart meter market was valued at $4bn  
(€2.9bn, £2.4bn) in 2011, and is expected to reach 
$19.8bn (€14.2bn, £11.9bn) in 2018, growing at a 
CAGR of 16.5% from 2012 to 2018.

A ripple effect from the explosion of the Internet 
of Things is expected to create $309bn (€222bn, 
£186bn) worth of revenue in related service sectors 
by 2020, according to Gartner. Sectors such as 
insurance will benefit from the advent of ultra-
bespoke premium pricing as smart driving monitors 
proliferate in cars. 

A June 2013 survey of 779 business leaders by 
The Economist Intelligence Unit found that three 
quarters (75%) of companies across all industries are 
experimenting with the Internet of Things. Almost 
two thirds (63%) of executives believe that companies 
slow to integrate the Internet of Things will fall 
behind the competition.
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Prepare for Smartphone 
Supremacy
Shipments of tablets will rise 300% 
between 2012 and 2017. Think mobile first, 
like Apple, Alibaba, Google and Facebook.

Create a Cashless Future
Total transactions through mobile ‘digital 
wallets’ will reach $1.5 trillion (€1.08 
trillion, £0.9 trillion) by 2017, up from 
$120bn (€86bn, £72bn) in 2012. Note the 
way that Square, iZettle and Google Wallet 
are taking off.

Introduce Athena Tech
More than two thirds (68%) of Instagram 
users are female. Follow in the footsteps 
of Intel’s She Will Connect initiative and 
engage women with technology.

Use your location
The US market for location-based 
technologies and services will hit $1,295m 
(€930m, £780m) by 2017. Plug into the 
related beacon tech offered by Apple, 
PayPal and Qualcomm.

Stage a reality check
The global augmented reality market will 
grow at a CAGR of 132.2% between 2013 
and 2018. Provide the digital signage and 
smartphone apps that retail will demand.

1

2

3

4

5

Provide Wearable Wonders
Get in on the ground floor as the global 
market in wearable devices soars from 
$2.7bn (€2bn, £1.6bn) in 2012 to $8.3bn 
(€6bn, £5bn) in 2018.

Join the Internet of Things
There will be 9bn connected devices, 
ranging from refrigerators to billboards, 
by 2018. Join the Internet of Things rush 
alongside Google, Samsung and LG.

Go Tech Luxe 
Technology has the highest CAGR – 25% 

- in the experiential luxury sector. Be 
like Apple and become an aspirational 
luxury status symbol for the global rich.

Gather Bigger Data
Big Data is getting bigger. The digital 
information gathered by companies will 
grow globally by 800% in the next five 
years. Get your analytics right to gather  
a lucrative data harvest.

6

7

8

9

Market Overview Toolkit
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The ‘silicon’ in the name of Silicon Valley, California, originally referred to 
the high concentration of silicon chip manufacturers in the area. Today it 
is shorthand for any area with a burgeoning concentration of intellectual 
capital, investment prospects and disruptive intentions.

New York, as the undisputed US capital of the fashion, publishing and 
financial industries, has given rise to technology businesses partnering 
with these industries and disrupting their traditional models. In East 
Africa, tech businesses are exploring how technology can help some of the 
world’s least fortunate people, whose only link to digital networks may be a 
simple mobile phone.

In China, which blocks access to many Western social media platforms, 
indigenous innovators are creating products built specifically for the world’s 
largest population of internet users, while the government invests heavily in 
creating high-tech hubs. Chile, meanwhile, has created incentives for global 
entrepreneurs to establish themselves in Santiago, easing visa restrictions 
and streamlining the process of setting up a business.

While not all places to assume the mantle are worthy of the name  
(don’t hold your breath for the next breakout startup from Silicon Taiga,  
aka Akademgorodok, Siberia), these 10 locales are emerging as important 
hubs in the more distributed, global innovation economy of years and 
decades to come.

No longer confined to America’s West 
Coast, innovation is going global, as 
digital technology intersects with 
the traditional economy and envious 
governments strive to create high-tech 
zones within their borders.
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‘The magic of technology hubs happens 
when the right people inhabit a confined 
space to inspire and incentivise each other. 
We share resources, contacts and lessons 
to help get our businesses off the ground. 
There is no better way to build these 
collaborative relationships than face to face.’

Kate Unsworth, founder and CEO, Kovert Designs

THE LIST
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Silicon Roundabout – London

:  The cluster of tech businesses around Old Street 
roundabout only gained its ‘silicon’ title in 2008, 
but the east London tech scene is now Europe’s 
undisputed capital of online innovation. 

:  Google’s Campus, a seven-floor workspace and 
mentorship centre for tech entrepreneurs which 
opened in 2012, is just one of the more obvious  
signs of the transformation.

:  USP: hip, global hub increasingly central to the  
UK economy.

:  Number of tech companies in east London: 1,500

:  Number ofBritish tech companies planning to 
increase wages in 2014: 71%

techcitynews.com

Silicon Allee – Berlin

:  Berlin’s cheap property, low cost of living and 
creative workforce are attracting bootstrap start-
ups as well as established players. 

:  In 2013, Bill Gates led a $35m (€25.2m, £20.8m) 
investment in the scientist network ResearchGate, 
and Sequoia Capital has put $19m (€13.7m, £11.3m) 
into 6Wunderkinder, which makes the to-do list 
app Wunderlist.

:  USP: a sexier, scrappier scene that might give 
London a run for its money.

:  Number of tech start-ups in Berlin: 2,500

:  Number of entrepreneurs in Berlin who are not 
German: 44%

siliconallee.com

Silicon Wadi – Tel Aviv and Haifa

:  US venture capital firms including Sequoia and 
Benchmark have set up shop in Israel to invest  
in the thriving start-up scene. Tel Aviv and  
Haifa have the greatest concentration of start-ups 
and the Israeli tech scene as a whole is said to 
attract more venture capital dollars per capita  
than any other country.

:  USP: a close-knit tech community with a high 
density of incubators.

:  Number of tech start-ups in Israel: 1,078

:  Number of start-up accelerators: 35

nocamels.com

Silicon Fen – Cambridge, UK

:  A constant stream of graduates from the University 
of Cambridge fuels a high-tech sector that has 
remained resilient here for decades. 

:  Over £65m ($109m, €78m) of early-stage venture 
capital funding went into Cambridge tech  
companies in 2012, with the winners being  
telecoms and software.

:  USP: tech industry stalwart which stays relevant in 
the 21st century.

:  Number of tech and biotech companies: 1,580

:  Number of workers: 57,389

cabume.co.uk

Silicon Dragon – Beijing

:  As the location of China’s central government and 
some of China’s best technical universities, Beijing, 
especially the Haidian District, is a big draw for 
large companies such as search behemoth Baidu. 
Venture capital funding also makes it attractive for 
up-and-coming names.

:  USP: the red-hot centre of a massive but 
challenging tech market.

:  Number of high-tech companies in Haidian: 4,100 

:  Revenue generated by Haidian’s high-tech sector  
in 2011: $140.5bn (€101.3bn, £83.7bn)

techrice.com

Top 10 Silicon Valleys
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Global Tech Trends Rising : 35Silicon Hills – Austin

:  The birthplace of Dell and SXSW continues to 
innovate in the tablet era. ‘Austinpreneur’ Joshua 
Baer’s start-up accelerator Capital Factory has 
been on the national tech map since it moved into 
swanky downtown digs in 2012.

:  USP: business-friendly climate and university 
grads keep Austin young and striving.

:  Ranking of Austin in US cities with greatest 
technology job growth (2010-2013): 1

:  Expansion of technology employment in Austin  
since 2001: 41%

siliconhillsnews.com

Silicon Alley – New York City

:  New York has had more than its share of influential 
start-ups in recent years – Kickstarter, Tumblr  
and Foursquare to name a few. As the home of 
MakerBot and Adafruit Industries, the city is also  
a hub for hardware.

:  USP: a diverse and creative scene with 
inexhaustible wells of talent and venture capital.

:  Job growth in New York tech and IT sector  
(2007-2012): 11%

:  Overall job growth in New York: 4% 

:  Job growth in the US economy: -3% 

alleywatch.com

Silicon Canal – Seattle

:  The Emerald City looks promising as a centre 
for the emerging field of Big Data, thanks to its 
proximity to data centres used in cloud computing, 
and a steady flow of corporate cash to train future 
engineers at the University of Washington.

:  USP: Google, Facebook and Amazon are all here – 
it’s a Mega-systems kind of town.

:  Seattle’s 2012 ranking in technology job growth: 1

:  Average start-up wage in Seattle: $84,000  
(€60,566, £50,086)

geekwire.com

Chilecon Valley – Santiago

:  With entrepreneur-friendly visa policies and 
Start-Up Chile, a Chilean government accelerator 
programme that provides funding for start-ups, 
Chile and its capital Santiago are emerging on the 
global innovation scene. However, Chile will need to 
draw more investment capital to truly succeed.

:  USP: government support for entrepreneurs and a 
balmy California-style climate.

:  Number of companies relocating to Chile in 
exchange for funding and visas: 750

:  Number of countries represented: 65

startupchile.org

Silicon Savannah – Nairobi

:  Nairobi is the hub of the emerging East African 
start-up scene which first began to draw attention 
with the extraordinary success of mobile payment 
system M-Pesa. 

:  Kenya may lack the infrastructure and 
manufacturing capabilities of tech cities in  
more developed countries, but Google  
chairman Eric Schmidt has called it the  
continent’s technology leader.

:  USP: an innovator community with fresh ideas,  
in a continent with extreme needs.

:  Cost of new Nairobi tech hub Konza Technology  
City: $10bn (€7.2bn, £5.9bn)

:  M-Pesa users: 18.2m

konzacity.co.ke
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TECH TRENDS RISING

Topshop and Nike are creating inspiring AR synergies that add an extra 
layer of consumer engagement to their stores. Finnish brand Uniqul is 
developing a biometric payment system based on facial recognition. 

Intel and fashion brand Opening Ceremony are collaborating on a smart 
bracelet that combines functionality with style to take wearable tech into 
the mainstream. Meanwhile Apple is installing beacon technology in its 
iOS 7 system to enable retail hyper-personalisation based on the pinpoint 
location of consumers.

Other key trends are promising to become increasingly influential over  
the rest of this decade. Selfridges in London and Bloomingdale’s in the  
US are offering customers clothes that fit perfectly through the use of  
3D body scanners.

Online brand Heidi.com typifies the move toward Phy-gital retail.  
The fashion label has opened its first physical store in Switzerland and  
is bringing it alive with digital interactivity. Lapka’s environment monitor 
demonstrates how technology can be made sensual and elegant for a  
female audience.

Two important trends fall into the Ones to Watch category: bitcoin and a 
growing stable of virtual cryptocurrencies signpost the future of payment, 
and a new breed of mind-expanding online games heralds a retail 
environment awash with sublime gaming experiences.

Augmented reality, biometrics, 
wearable tech, geo-location: one-time 
niche and concept technologies finally 
metamorphosing into powerful  
retail trends.
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‘It’s not about how digital technology changes 
us, but how we change ourselves and one 
another now that we live so digitally.’

Douglas Rushkoff, author, Present Shock

TECH TRENDS RISING
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3D Body Scanning

3D body scanning technology is at a tipping point and ready to proliferate in retail settings as  
the technology improves and costs come down.

Department stores are adding scanners to fitting rooms, brands are using scanning to research  
which demographics are underserved by current sizing, and new ‘digital bespoke’ retailers are  
positioning 3D at the centre of their business models.

Ubiquitous scanning

In line with many emerging technologies, 
miniaturisation will transform body scanning into 
an integral part of the retail and leisure landscape.

Handheld devices will replace room-sized chambers 
by the end of the decade, dramatically lowering 
costs and allowing stores to deploy multiple  
devices in sectors such as menswear, womenswear 
and lingerie.

Shaw predicts that in the 2020s brands will use 3D 
scans to monitor fitness and weight loss, match body 
shapes to mountain bikes and backpacks and create 
dopplegänger avatars for virtual gaming.

Countries such as Korea, India and Dubai have all 
expressed a strong interest in 3D scanning, she says.

What this means to your brand

3D scanners can persuade consumers to try new 
styles and brands they might not have considered 
before, and they can help brands develop a clearer 
data profile of the literal shape of their market.

As more people get scanned and the technology 
is perfected, 3D files will help consumers shop in 
absentia and still find garments that fit perfectly. 
This could take the sizing guessing game entirely 
out of online retail, removing one of the remaining 
barriers to online purchasing. It could also lead to 
fewer returned items, resulting in brands saving 
costs on shipping.

With the rise of 3D fashion film and virtual reality 
devices such as Oculus Rift, 3D scanning could 
even allow brands to insert personalised virtual 3D 
avatars of consumers into media promoting their 
latest collections.

Digital bespoke

A new generation of scanners is empowering retail 
brands to offer pinpoint fitting services.

Me-Ality scanners use millimetre wave technology 
to take detailed measurements from a customer’s 
body and then use the information to help the 
customer find a suitable fit from clothing available 
in the store. Me-Ality’s algorithms even factor in the 
way in which fabric content and quality affect sizing.

In London, Selfridges has used Bodymetrics 3D 
scanners in The Denim Studio, and the devices have 
started to appear at key retail locations such as 
Westfield Stratford City. In the US, Bloomingdale’s 
has installed 3D Me-Ality scanners in New York, 
Maryland and California.

In December 2013, digital bespoke menswear 
company Acustom Apparel opened its first walk-in 
store in New York’s SoHo district with scanners 
to map 200,000 points on a man’s body to create 
perfectly fitted suits, blazers, jeans and shirts.

Body scans are a portal to new styles – and new 
brands. ‘People stick to the same brand because 
they know it fits,’ says Me-Ality CEO Tanya Shaw. 

‘57% of customers who use a body scanner say it 
led them to buy a brand they would never have 
considered before.’
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Endless Aisles

Retailers are introducing virtual shelves and shoppable walls in physical retail spaces, but tomorrow’s 
shopper will expect the technology as standard.

Click to brick 

Some previously online-only brands are now  
setting up shops in physical spaces.

Swiss fashion brand Heidi.com recently opened 
its first bricks-and- mortar store, which is alive 
with digital interactivity. The store in Neuchâtel, 
Switzerland, has virtual shopping walls where 
customers can browse the collection; they can also 
access special offers in-store via NFC smartphones.

‘It is both a point of interest and a point of sale,’ 
says Lats Kladny, CEO and founder of Inox 
Communication, which worked on the virtual shelf 
interface. ‘Consumers are looking for more than a 
product, they are looking for an experience.’

‘It’s the best of both worlds,’ says Blumenfeld. 
‘Consumers get the exploration and on-demand 
information possibilities of the web alongside the 
ability to run their hands over the thing they  
want to buy.’

What this means to your brand

Phy-gital allows consumers to combine the one-click 
ease of m-commerce with the experiential thrill of 
being in-store.

Use endless aisles to save on floor space while 
creating an engaging and immersive shopping 
experience. Play on people’s obsession with  
screens to allow product discovery and exploration 
of stock that is not in store. 

Blank walls can now be transformed into digital 
portals filled with brand engagement. Forget about 
pop-up shops, pop-up shoppable walls are the  
next frontier.

Phy-gital pop-ups

Phy-gital is the happy collision of the physical and 
the digital. Adidas went Phy-gital when it launched 
its Virtual Footwear Wall at its London flagship 
store in 2011 and boosted sales by 500% over  
two weeks.

Brands are drawing customers into bricks and 
mortar stores through the use of digital storefronts. 
Sony saw an increase in store traffic of 20%-25% 
when it installed a digital storefront at Westfield 
San Francisco Centre in December 2013. 

Rebecca Minkoff and TOMS installed large digital 
screens on empty retail units within the shopping 
centre which allowed passers-by to browse and buy. 

A combination of shoppable screens and physical 
stores could breathe new life into shopping malls, 
according to David Blumenfeld, senior vice  
president of Westfield Labs, which created the 
experimental events.  

‘It means the possibility of 100% occupancy with 
empty shop spaces filled by temporary pop-up 
shoppable walls,’ he says.
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Beacon Retail

Retailers are using new beacon technology to bridge the gap between digital and physical shopping  
by tracking a customer’s step-by-step journey through a store. 

Pay mate

Retailers have already started experimenting 
with beacons. Apple introduced the device in a 
limited capacity into its US stores in December, 
and department store chain Macy’s has added the 
technology in its stores in New York and  
San Francisco. 

PayPal unveiled its beacon payment solution at 
LeWeb 2013, Europe’s largest technology conference. 
‘Consumers are going to love beacon technology 
because it is going to allow them to get the same 
personalisation and customisation that their 
grandmother got when she went shopping,’ says 
John Lunn, global director, PayPal.

What this means to your brand

Beacon systems signal a step change for retail 
brands, enabling a previously undreamt of level of 
focused marketing that provides a whole new type 
of customisation for consumers. 

It’s time to start providing early adopters with 
the technology in order to gather their feedback 
about what works and what doesn’t in time for the 
mainstream crossover towards the end of  
this year.

Bluetooth Better

GPS systems work best outside and only give an 
approximate location. Beacons on the other hand 
can operate inside, using low-energy wireless 
Bluetooth signals to pinpoint the user’s position.

In the UK, the Swan Centre in Eastleigh has 
become one of the first to introduce a beacon 
tech system that sends offers and discounts to 
smartphone users about products in the aisle where 
they are shopping.

‘It’s about giving you the best of both worlds – 
information from the digital world that can help 
make a real-world experience better,’ says Dave 
Coplin, chief envisioning officer at Microsoft UK.

Cheap accuracy

Beacons are not only accurate, but cheap too.  
The Series 10 Gimbal beacon, released in December 
by Qualcomm, the world’s largest manufacturer  
of chips for mobile phones, cost as little as $5  
(€3.70, £3) each. 

A small device slightly larger than a coin, the 
Gimbal receives and transmits information 
throughout a store and, because it uses little energy, 
does so without draining precious battery power. 

Available as quick downloads, beacons are 
appearing as smartphone standard apps. Apple’s 
iBeacon, the most prominent of the existing  
beacon products, is already installed on the iOS 7 
operating system. 

Apple also offers a beacon which is similar to the 
Gimbal, but it is unnecessary for owners of recent 
iPad and iPhone models.
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Mind Games

Gaming used to suffer from stereotype syndrome. It once summoned up images of geeky teenagers  
engaged in multi-player shoot ’em ups in darkened bedrooms.

No longer. Now game-makers are being inspired by artists and writers to create beautiful journeys of 
digital self-discovery and contemplation that improve our minds.

For brands, it’s a development that points toward a future in which stores and smartphones become 
playgrounds for sublime gaming experiences that deepen and enrich consumer engagement.

Blockbuster beaters

Sublimity gaming has sprung out of its niche and 
into the mainstream. 

Sophisticated gaming franchises such as Call 
of Duty and Grand Theft Auto are often higher 
grossing and more critically acclaimed than 
Hollywood blockbusters. 

Their intelligent audience is now looking toward 
Mind Games such as Monument Valley which 
launched in December 2013. This interactive puzzle 
app asks players to navigate through mind-bending 
buildings modelled on the famous optical illusions of 
Dutch graphic artist MC Escher.

Ustwo designer Ken Wong describes Monument 
Valley as ‘somewhere between exploring a toy shop 
and reading The Lion, the Witch and the Wardrobe.’

What this means to your brand

Gaming has outgrown its computer-geek roots to 
become a medium that can encompass the sublime 
beauty of high art and the narrative of literary 
novels. It’s ready to evolve into a powerful and 
playful tool for thoughtful brand engagement. 

A branded game should have a strong narrative  
and immersive sensory environment at its core.  
The focus should be on the journey of discovery 
rather than the prize at the end. A hidden object 
game which reveals more information about 
your brand and also engages the consumer in a 
mesmerising activity is a way to remain memorable 
and transmit your message. 

People are carrying pocket-sized computers with 
them wherever they go. Create limitless online 
environments that they can also carry with them.

Sublimity gaming

One of the new breed of mind-expanding games is 
Morphopolis, created by programmer Dan Walters 
and illustrator Ceri Williams. It follows an aphid 
grub’s journey through its life stages in a richly 
realised insect world.

Gameplay – the finding of various hidden objects 
– is secondary to the sheer aesthetic pleasure of 
the beautifully textured surroundings, which are 
more akin to an impressionist painting than to 
a computer game. ‘Art in this medium is more 
accessible for people,’ says Williams.

Device 6, an iPhone game released in October  
2013, takes a literary bent. In this metaphysical 
thriller, the world of the game is made almost 
entirely of words.

‘It’s got a pretty slow pace and doesn’t have the 
instant gratification of a traditional game,’ says 
Simon Flesser, co-founder of the game’s creator 
Simigo. ‘It’s more like reading a book – but a book 
that you control and in which your decision to send 
the protagonist around a particular corner also 
changes the direction of the story.’
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Fem Tech

Tactility and elegance are becoming the watchwords of technology designers aiming to appeal  
to women’s aesthetic tastes.

Inspired by Apple’s Jonathan Ive and Dieter Rams at Braun, they are using pared-down, minimalist  
design cues to subtly soften technology.

Technology gems

Dutch headphone maker Frends has set out 
to challenge the conventions of male-focused 
technology design. Its range of headphones aimed  
at women has adopted the design elements of 
vintage jewellery and features soft leather and 
metallic details.

‘We wanted to redefine the relationship between 
women and electronics,’ says Jan-Hein Habes, 
founder of Frends.

‘Materials were chosen carefully to cater for a 
woman’s needs. Protein leather is used on the ear 
cushions, which are stain-resistant even against 
make-up.’ 

The earpieces are smaller and the headband adjusts 
internally ‘to completely eliminate hair snags’.

Similarly, textile house Kvadrat recently 
collaborated with French designer Ora-ïto to  
create a range of headphones, smartphone cases 
and USB cables with a less mechanical feel.

Hi-fi brand Elipson collaborated with homeware 
brand Habitat to create a set of portable ceramic 
speakers with a leather carry strap.

What this means to your brand

Designing technology with aesthetic cues that 
appeal to women requires subtlety  
and sophistication. White finishes and wood tones 
blend well to create simple, pared-back items 
that cut through the clutter and visual noise of 
traditional tech products.

Replacing the futuristic elements of technology  
with warmer, more organic design cues will 
appeal to female consumers; there is a fine line to 
be walked, however, as many women do not like 
products that are overly feminised. 

Offer tactility, elegance and beauty without spilling 
over into crass assumptions about women only 
enjoying technology if it looks pretty.

Soft Self-Quant

Self-Quant products – the monitoring technologies 
that increasing numbers of Millennials are using 
to track their health and wellbeing – are being 
designed with women in mind.

Lapka, a personal environment sensor that 
monitors the user’s health via an iPhone app, is 
made from matte plastic and sapele wood and is 
visually appealing and pleasant to touch. 

‘We thought that it was important to move away 
from the polished, futuristic feel of electronics and 
create something warm and organic,’ says Vadik 
Marmeladov, Lapka’s creative director. 

In a similar vein, the smart network device Circle, 
which lets parents monitor their family’s online 
content consumption, is pleasingly housed in 
moulded plastic and bamboo. 
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Ubiquitous Wearables

A technology goes mainstream when it becomes unremarkable, even invisible. There are clear signs that 
wearable tech, the relatively new kid on the block, is heading in that direction.

Fashion convergence

Designers used the 2014 fashion weeks in London 
and New York to signal that wearable technical 
fabrics are as likely to find their way on to the 
catwalk – and therefore on to the high street –  
as silk or leather.

In London, The Unseen fashion collective presented 
a cape that changes colour as it reacts to the air. 
Made from panels of stitched leather, it had been 
sprayed with heat-reactive ink. 

In New York, Alexander Wang closed his fashion 
week show with a semi-circle of models dressed in 
heat-sensitive black clothing that slowly changed 
colour as hot air from stage vents wafted over them.

According to Benjamin Males, co-founder of fashion 
tech company Studio XO, this confirmed Wang’s 
‘place in the future of fashion, not only with his 
trend-progressive silhouettes but also with his 
technical treatment’. 

Wang has released a calf leather bag that changes 
from black to lemon in heat. ‘There is clearly belief 
in the market viability of these types of products,’ 
says Males. ‘Wang leads by example, so I’d expect to 
see similar trends moving forward.’

What this means to your brand

Wearable tech is moving swiftly from interesting 
gimmick to mainstream ubiquity. Yet, for all the 
hype, the breakthrough product is still to emerge. 

Prepare to incorporate an element of wearable 
technology into your future product ranges,  
without committing yourself to any one brand 
or path. Just as importantly, keep an eye on the 
inevitable backlash. 

With computers literally strapped to their bodies, 
consumers will be even more desperate for an 
escape from ‘always on’ culture. 

Well worn

Wearable tech has, until now, been a self-consciously 
high-profile declaration of intent. Smart bands 
such as The Fitbit and the Nike+ Fuelband shouted 
that their owner was an early Self-Quant adopter, 
obsessed with tracking their health and wellbeing.

Technology designers are working on devices that 
hide their high-tech interiors behind stylish facades, 
while on the catwalk, high fashion is co-opting 
state-of-the-art tech materials as just another part 
of its palette.

Everyday expectation

A LeWeb 2013, Europe’s biggest tech conference, 
Stephane Marceau, CEO of smartwear brand 
OMSignal, showed the kind of wearable we can 
expect next: a shirt with invisible embedded sensors 
that monitor the wearer’s heartbeat.

‘A few years from now, you will go to Galeries 
Lafayette or to Macy’s and you won’t even ask, you’ll 
expect your clothes to be connected and help you 
live a fitter, healthier life,’ Marceau says.

In January 2014, Intel announced its own move into 
wearable tech: it will collaborate with fashion brand 
Opening Ceremony to create a smart bracelet to be 
sold at Barneys New York.
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Bio-ID

Imagine a future in which you can never lose your keys because you are your own key. Your voiceprint 
unlocks your front door. Your handprint lets you into your office and pays for your sandwich at lunch.  
For retailers and consumers, biometric ID holds the promise of both security and convenience.

Face time

Biyo, an electronic scanning device that  
uses the unique patterns of veins of the palm of the 
hand to make credit and debit card payments, is 
explored in this report’s Consumer Electronics  
Show 2014 section. 

Finnish brand Uniqul is linking credit and debit 
card payments to the face. Users look into a camera 
equipped with facial recognition technology and 
simply click ‘OK’ to pay. The whole process takes 
about five seconds.

What this means to your brand

Bio-IDs in the form of facial recognition or 
fingerprint scanners offer convenience both for 
customer and company, making payment quicker 
and more seamless. 

Suspicious consumers have until recently regarded 
biometrics as sci-fi gimmickry and have been 
worried about security lapses. So, when considering 
biometrics as a form of payment authentication, 
ensure that the consumer knows that every effort 
has been made to maintain their privacy. 

Be aware that technological advances are rapidly 
removing the barriers to mainstream everyday 
use, making this a key sector to watch for 
transformative retail possibilities. 

Biometric appetite

New technologies are expanding the accuracy  
of biometric identification and the range of 
measurable characteristics. Nymi, a bracelet 
launched in October by Canadian technology 
company Bionym, can identify you by the unique 
rhythm of your heartbeat. 

Researchers at Japan’s Tottori University are 
developing ‘brainwave biometrics’ that can 
differentiate between people based on the 
distinctive pattern of their alpha-beta brainwaves. 

Biometrics may raise privacy issues, but the 
major brands clearly believe there is consumer 
appetite for the technology. A trial of a fingerprint 
payment system on 900 customers by the French 
supermarket chain Auchan and DIY store Leroy 
Merlin revealed that 94% of participants preferred 
the new system to the previous PIN-based approach.

Smartphone fingerprint scanners are improving 
rapidly, according to Benjamin Chen, CEO of 
myIDkey, a company that makes fingerprint-
enabled USB sticks. 

‘Biometrics has become much better in recent years, 
especially fingerprint and iris technology,’ he says. 
‘Today, iris-based systems are 100% accurate and 
several advances in fingerprint technology are 
coming soon, such as 3D ultrasonic capabilities that 
can read finger ridges, bone structure or that can 
detect live heart rates.’
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‘The novelty in bitcoin is not as a digital currency 
– 97% of the world’s money is digital – but in its 
distributive network technology,’ he says. 

‘The real revolution is that bitcoin did away with 
the traditional central approval mechanism of 
payments in favour of peer-to-peer transactions. 
There is no reason why you couldn’t transact dollars, 
pounds or euros through bitcoin technology.’ 

New Icelandic cryptocurrency, Auroracoin, hints at 
how the undermining of governments and banks 
as the sole legitimate source of money in circulation 
may play out over the rest of this decade.

Auroracoin’s declared agenda is to create a 
cryptoeconomy as an alternative to Iceland’s 
mainstream one. In March, entrepreneur Baldur 
Óðinsson gave away a set amount of Auroracoin to 
every citizen in the country to further that aim.

What this means to your brand

Do not make too much effort when it comes to bitcoin 
itself – it is too volatile to offer stability. Appeal to 
consumers’ curiosity about cryptocurrencies and 
show them that you are amenable to alternative 
payment methods. 

Whether bitcoin succeeds or fails, we are rapidly 
moving into a future where consumers will 
expect to be able to pay in virtual peer-to-peer 
cryptocurrencies. No one can predict where these 
nascent currencies are headed – some may prosper, 
others will flounder – but this kind of new payment 
technology is here to stay. 

Cryptocurrencies

A wash of speculation, controversy and downright confusion surrounds the mysterious and increasingly 
influential digital cryptocurrency bitcoin.

Millions are aware of it. Most have no idea how it operates, or what its purpose is.

But aficionados and online experts believe it heralds a revolution in how we pay for goods which will shake 
every sector of retail and business over the next decade.

Bit-quake

Bitcoin is a game changer because it operates 
outside of the control of central governments and 
banks. It’s a decentralised, peer-to-peer virtual 
currency that can be used as a form of instant and 
almost anonymous international payment.

Produced as a by-product of the solution of fiendishly 
complicated online equations, each bitcoin is unique, 
and therefore very difficult to counterfeit.

An organic and volatile global trade in bitcoins has 
developed. At its peak in December 2013, a single 
coin was worth over $1,238 on Mt Gox, one of the 
world’s major bitcoin exchanges. 

More than 70 other cryptocurrencies have been 
launched, ranging from the meme-inspired 
Dogecoin to SolarCoin, earned by the generation of 
solar power.

The real revolution

There is speculation as to whether bitcoin will 
survive in the long term, but according to Leander 
Bindewald, researcher on complementary currencies 
at the New Economics Foundation, it will leave an 
important legacy.
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Augmented Retail 2.0

An experiential synergy is developing in retail as brands begin to use augmented reality to drive footfall 
and deliver engagement opportunities, and as consumers download the apps to plug into the technology.

By 2017, more than 2.5bn augmented reality smartphone apps will have been downloaded by consumers 
craving an extra layer of in-store experience, according to Juniper Research. 

A first wave of AR apps allowed consumers to try on clothes virtually. Now, the focus has shifted to 3D 
images that provide entertainment, shoppable content or narrative experiences.

Online fashion brand ASOS and supermarket 
giant Tesco have AR-enabled magazines that 
allow customers to scan and shop from cover to 
cover. Tesco’s Real Food app ‘brings recipes to life 
with videos of chefs making dishes and a click-
to-buy option for all ingredients,’ says Ian Crook, 
marketing director at Tesco.com. ‘There’s a great 
wow factor for those who haven’t seen augmented 
reality and a lot of practical applications to make 
our customers’ lives a little easier.’

Swedish furniture brand Ikea’s 2014 catalogue 
allows consumers to buy 90 products by scanning 
AR icons with a downloadable smartphone app. 
Furniture can be virtually transposed into a user’s 
room to check that it will fit the space available and 
will suit the surroundings. 

What this means to your brand

Use augmented reality in-store as a way to educate 
and entertain customers. AR provides the phy-gital 
experience that brings a digital campaign to life.  
 
AR not only increases dwell time but also enables 
data capture. By scanning AR-enabled point-of-sale 
promotions or window displays, customers get the 
information or content they want on their terms – 
and you get their personal data.

Think of your customer’s mobile as a moving 
billboard that is e-commerce enabled.  

Augmented fashion

In London, fashion brand Topshop let customers 
experience an augmented 3D version of its autumn/
winter 2014 catwalk shows through specially 
commissioned Oculus Rift-based headsets. 

‘Telepresence and virtual reality allowed our 
digitally savvy customers to step closer to fashion 
and become immersed in the show,’ says Sheena 
Sauvaire, CMO of Topshop.

Topshop and Nike+ FuelStations used Microsoft’s 
Xbox software to create virtual mirrors which 
displayed images of shoppers virtually wearing 
different clothing items from the stores’ ranges. 
Each shopper could send copies of the image to 
their favourite social media site via the mirror’s 
connected technology.

UK high street brands New Look and River Island 
launched AR campaigns across interactive windows 
and point-of-sale displays as part of their recent 
collaborations with celebrities.

Shoppable content

Augmented reality is providing virtual inspiration 
and shoppable content across fashion, beauty and 
food as brands merge their physical magazines with 
online merchandising. 
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Get scanning
3D body scanners will be the retail tailors 
of the 2020s. Take a lead from Selfridges 
in London and Bloomingdale’s in the US, 
and begin deploying the technology that 
will change the way customers find  
clothes to fit.

Create AR synergies
Brands and consumers are increasingly in 
tune as they begin to take advantage of an 
extra layer of augmented reality in-store. 
Follow in the footsteps of Topshop and 
Nike and create AR synergies.

Shine a beacon
Beacon technology’s pinpoint location 
possibilities will hyper-customise 
consumers’ in-store experiences. Note 
how Apple is installing the technology as 
standard on its iOS 7 operating system. 

Become biometric
Finnish brand Uniqul’s facial recognition 
payment system is pointing to a near 
future when biometric data will replace 
credit and debit cards. 

Get Phy-gital
Be like Heidi.com. The Swiss company is 
combining the best aspects of the physical 
and digital shopping experience by 
opening its first bricks-and-mortar store, 
which is alive with online interactivity.

1

2

3

4
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Design Fem Tech
Consider tactile and elegantly designed 
technology to appeal to a female audience. 
Lapka’s personal environment monitor is 
visually and sensually appealing. 

Prepare for the 
cryptocurrencies
Peer-to-peer v-currency Bitcoin is 
shaping how payments will be made.  
Get ready for consumers who expect to 
be able to purchase by cryptocurrency.

Enable ubiquitous wearability
Wearable tech is going mainstream.  
It’s been seen on the catwalks in London 
and New York, and in fashion/tech 
collaborations such as Intel and Opening 
Ceremony’s smart bracelet project. 
Consider product ranges that make  
tech wearable.

Play Mind Games
Gaming has evolved from a teen geek 
pursuit into a mind-expanding journey 
of self-discovery that references high art 
and literature. Provide consumers with 
sublime gaming experiences.

6

7

8
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Generation I – born after 2002 – loves the multi-media playthings to be 
found in the digital space, while members of Generation D – born between 
1995 and 2002 – seek out technology that lets them hang out with online 
friends rather than at the mall.

Millennials – born between 1980 and 1995 – want tech that transposes the 
ease of digital interaction onto a real-world location, while Generation Xers 
– born between 1965 and 1984 – are spending their money via their web 
portal of choice, the tablet.

Members of Generation Jones – born between 1954 and 1965 – are drawn 
to connected devices that make them feel young and adventurous. But for 
the ageing Boomers – born between 1946 and 1964 – technology is all about 
staying independent, healthy and sharp-minded.

Six consumer tribes, born in a timeline 
that stretches from the post-war 
austerity of the mid 1940s to the  
hyper-connected digital age of the 2010s, 
are all are united by their fascination 
with the possibilities offered by the 
technologies of cyberspace.

NEW TECH CONSUMERS
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‘Today’s consumers will quickly become used 
to a more human experience of technology. 
The younger the customers, the more 
they will expect technology to serve their 
emotional needs.’

Peter Firth, senior journalist, LS:N Global

NEW TECH CONSUMERS
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Generation I

The members of this digital native generation – born after 2002 – are masters of the mobile almost as soon 
as they can walk. In the US in 2013, 38% of children under the age of two used a smartphone or a tablet to 
access games or videos, compared to 10% in 2011. Meanwhile, the amount of time that under-eights in the 
US spend on mobile devices has tripled, from five minutes a day in 2011 to 15 minutes in 2013, according to 
family advocacy organisation Common Sense Media.

What this means to your brand

In the short time since LS:N Global first identified 
Generation I in early 2013, its members have 
already made their mark on the consumer 
landscape. Their increased spending power and 
sway within their family units means that pester 
power has now evolved into expert influence. 
Generation I has access to online information  
that empowers them to cajole and coerce their  
Gen X parents into decisions that suit them. 

As Generation I members reach their teens 
and early adulthood, their expectations will be 
drastically different from the generations that 
preceded them. While Millennials and their elders 
will have adoption issues with innovations like 
wearable tech and frictionless sharing, it’s likely 
that Gen I won’t even notice these devices as 
technology, but will accept them as givens. 

Gen D will become vital not just to understand the 
members of Gen I as consumers, but to appreciate 
the value that they can lend your business as 
collaborators, employees and partners.

Connected technology is an intrinsic part of 
Generation I’s educational experience as interactive 
whiteboards, laptops and tablets proliferate in the 
classroom. The global market for smart education 
technology is expected to grow 20.3% between 2012 
and 2017, expanding to $220bn (€160bn; £133bn), 
according to research firm MarketsandMarkets.

Generation I consumes media on the move and 
media companies are tailoring their product to 
pre-teens’ viewing habits. Disney’s Sheriff Callie’s 
Wild West, a cartoon for pre-schoolers about the 
adventures of a cowboy cat, premiered on tablet 
before it was aired on television.

Toy and entertainment brands are beginning to 
move toward high-value, multimedia franchises 
rather than standalone toys to target the Gen I 
market. Hasbro acquired a 70% stake in mobile 
gaming company Backflip Studios in July 2013  
and the company also announced a partnership 
with Ubisoft, a video game developer, to bring  
board games to the screen. 

Of the top 50 grossing children’s apps, 11 are 
Disney-owned, accounting for 22% of the market, 
according to web analytics firm App Annie.

This generation’s consumer future will hinge on 
transmedia storytelling, says Adrienne Appell 
from the US Toy Industry Association. Reacting 
accordingly, toy brands are building opportunities 
for connectivity into every aspect of this generation’s 
surroundings.

Toddler’s toilet iPotty comes equipped with built-in 
tablet holders. Even classic toys such as Furby and 
remote-controlled cars can be synced to tablets  
and smartphones.



THE : FUTURE : LABORATORY THE FUTURES REPORT : TECH 70 : 71

OPPOSITE PAGE, CLOCKWISE FROM TOP LEFT : 
LA MAISON SIMONS DEPARTMENT STORE BY FIGURE3,  

CANADA; POLYFAUNA MUSIC APP FOR RADIOHEAD BY 

UNIVERSAL EVERYTHING; DIGITAL WAX PRINT BY AMELIA 

DESNOYERS; PS4 NEW LIGHTWEIGHT VITA MODEL; URBAN 

OUTFITTERS SOCIAL NETWORK; YRSTORE AT TOPMAN OXFORD 

STREET; URBAN OUTFITTERS RADIO APP

NEW TECH CONSUMERS

Generation D

For Generation D, born between 1995 and 2002, the use of technology is intuitive and inherent rather than 
learned. According to the Pew Research Center, more than three quarters (78%) have a mobile phone, and 
of those about half are smartphones, while around a quarter of Generation D own a tablet. Connected 
technology is an intrinsic part of Generation D’s educational experience as laptops and tablets proliferate  
in the classroom. The global market for smart education technology is expected to grow 20.3% between 
2012 and 2017, expanding to $220bn (€160bn; £133bn), according to research firm MarketsandMarkets.

Similarly, 37% of teenagers in the US aged 12-17 
have used Skype, iChat, Google Talk and other 
video chat applications, according to the Pew 
Research Center.

For brands, social media is the portal of engagement 
with Generation D. More than one in five members 
of this tribe trust posts from brands placed on sites 
such as Facebook – nearly 50% more than any other 
generation, according to Forrester Research.

Generation D’s time online is empowering them 
in unexpected ways. Often stereotyped as lazy 
and disengaged, almost four out of ten (37%) of 
14-17-year-olds in the UK have volunteered in the 
past year, and 56% have raised money for a cause, 
according to Demos. 

What this means to your brand

Generation D, the first true digital natives, are  
the older siblings and friends of Generation I.  
Gen D’s behaviours are similar to Gen I in that 
they are impatient and highly tech-savvy, but their 
age means that they are currently more networked. 
This means conversation rather than prescription  
is the right tack when approaching them.  
They are highly social online and will be the 
generation that brings a social, emotional and 
meaningful state of technology to the fore as  
they reach young adulthood. 

Gen D-ers are idealists who use technology to 
spread their change-the-world ethos. If your brand 
can make real changes to improve social, ethical 
and environmental problems, it will win zealots as 
these consumers come of age.

A Wikia survey found that 100% of respondents in 
the US aged 13-18 spend at least one hour online 
a day, and that nearly half are connected for 10 or 
more hours.

This is a generation that struggles to unplug. 
Although 63% of those in the US say they stay 
offline while at work and at school, only 44% unplug 
at religious services, or while doing homework, 
according to Wikia.

This level of internet usage has forged strong 
emotional ties between Generation D and 
internet-connected devices. In a JWT Intelligence 
survey of US and UK Gen D members aged 13-
17, 90% said that being forced to disconnect from 
the internet would upset them. More than three-
quarters (78%) would be upset by separation from 
their mobile phone. Only half would be upset to stop 
eating out, and only a third would mind giving up  
sporting events.

Generation D has jettisoned the real world 
social behaviour that typified previous teenage 
cohorts, such as hanging out at the mall. Teenage 
attendance at shopping centres in the US has fallen 
by almost 30% since spring 2007, according to 
global investment firm Piper Jaffray. 

Instead, 49% of this tribe in the US and UK say 
that so many of their friends are online that 
their ‘real social life happens on social networks’, 
according to JWT Intelligence. Consequently, 
almost all (97%) of 12-15-year-olds in the UK with 
an active social networking profile continue to use 
Facebook, according to Ofcom. 
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Millennials

Digitally connected, those born between 1980 and 1995 increasingly use technology to shape their  
social behaviour and their spending habits. Millennials are educated, in debt and always in search  
of new experiences. 

Research by IRI market analysts shows that, 
compared to the average shopper, Millennial 
consumers are 262% more likely to be influenced 
by smartphone apps and 247% more likely to 
be influenced by blogs or social networking 
sites. Millennials’ tech-based approach to retail 
engagement has wide-ranging implications for the 
future of bricks-and-mortar stores. Members of this 
tribe are 216% more likely than the average shopper 
to be influenced by in-store displays that feature  
a touchscreen. 

What this means to your brand

Currently the most problematic generation for 
marketers, Millennials approached the outset of 
their working lives in the depths of a financial crisis. 
This contradictory customer is highly engaged with 
technology, but often yearns to be away from it, is 
highly networked, but values face-to-face interaction. 

Brands need to recognise the right cue to introduce 
digital detoxes and experiences that make 
Millennials’ lives more vivid – with or without 
technology as an enabler. Millennials love shopping 
online but for them, shopping should still be a social 
experience – unlike Gen D members, they grew up 
hanging out at the mall. 

The more social you can make e-commerce,  
the better. Consider platforms like the Sephora  
Beauty Board, where Millennials can pin items  
for friends to see.

Their relationship with technology is intense and 
contradictory. A global survey by chip maker Intel 
found that 86% of Millennials say technology makes 
their life simpler and 69% say it enhances their 
personal relationships. Yet 59% feel that society 
relies too much on technology and 61% say that it 
dehumanises us.

Members of this tribe came of age with texting and 
are the most likely to have a smartphone – 72% of 
Millennials own at least one smartphone, compared 
to 61% of Gen Xers and 28% of Boomers, according 
to Forrester Research.

Consequently, their phones are rarely out of reach. 
Eight out of ten (83%) 20somethings have slept with 
their smartphone or tablet on or near their beds, 
says the Pew Research Center.

Online is where Millennials seek their brand 
purchase and engagement opportunities. Nine out 
of ten (91%) Millennial consumers have made online 
purchases in the past six months, and 45% spend an 
hour or more on retail websites each day, according 
to the Urban Land Institute. 

A fifth (20%) of Millennials say they prefer to  
order clothes online, while just 2% say that they  
like to go into retailers such as Saks Fifth Avenue  
or Nordstrom.

Almost two-thirds (63%) of 18-34-year-olds use sites 
such as Facebook for brand updates, compared with 
just 27% of those aged 55 or over, according to Ipsos 
OTX, while 43% of Millennials have ‘liked’ at least 
20 brands on Facebook, according to Mr Youth, a 
youth marketing agency.
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Generation X

Generation X, born between 1965 and 1984, values localism and community, and spends strategically  
in search of quality. Juggling school-age children and dependent ageing parents, they are relatively time 
poor and cash poor. 

What this means to your brand

As Millennials came to their working lives in the 
depths of a financial crisis, Gen X members were 
thinking about settling down and trying to start 
a family. The pressures of balancing dwindling 
finances with new family commitments make them 
super-savvy shoppers who use e-commerce to find 
the best deals online. 

Gen Xers are less networked than younger 
generations, but have been quick to adopt certain 
technologies such as tablets and e-readers. This is a 
generation that still recognises technology as ‘stuff’ 
and its members treat their new iPad with the same 
reverence that they lavished on their ZX Spectrum 
back in the 80s – very unlike Gen I and Gen D’s 
rough treatment of devices. 

To connect with Generation X, brands must offer 
value and a form of user experience that keeps 
technology in its place.

They may not be digital natives, but Gen Xers 
have been quick to make the most of some areas 
of technology. More than any other age group, Gen 
Xers have rushed to buy tablets. In the US, 49% of 
adults aged 35-44 own one, the largest percentage 
of any age group, according to the Pew Research 
Center. Gen Xers are also the most active e-readers, 
with 34% having an e-reading device, according  
to Deloitte.

In 2012, 62% of Gen X mobile users used the  
mobile internet at least monthly, accounting 
for three in 10 mobile internet users in the US, 
according to eMarketer.

Online, members of Gen X are big spenders, 
according to Forrester Research. In the US they 
spend an average of $561 (€409; £338) online every 
three months, compared to a typical American 
spend of $449 (€328; £271). Millennials average 
$489 (€357; £215) over three months, while 
Generation D spends just $294 (€214; £177).

Three-quarters of Gen X use online social networks 
such as Facebook at least once a month according to 
eMarketer, but they are less keen on experimenting 
with new forms of social media: Only 18% of  
Gen Xers in the US use Instagram, compared with 
37% of younger adults, and only 19% use Twitter, 
compared with 31% of younger adults, according to 
the Pew Research Center. 

However, and perhaps not surprisingly given that 
members of this tribe have more developed careers, 
they are keen on social media with a professional 
edge. More than a quarter (27%) of Gen Xers use 
LinkedIn, compared with only 15% of those aged  
18-29, according to the Pew Research Center.
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Generation Jones

Shaped by the bust-and-boom Thatcher and Reagan years, members of Generation Jones – born between 
1954 and 1965 – are wealthy and adventurous. Counting Barack Obama and Julianne Moore among their 
numbers, they self-identify as committed and competitive, and feel younger than their years.

What this means to your brand

Generation Jonesers are opinionated, pragmatic, 
determined and critical of brands. Their upbringing 
in the 70s means that they place value on longevity, 
which sometimes leaves them at odds with the 
technology industry’s model of built-in obsolescence. 
There were no PCs when Generation Jonesers 
began their careers but now an array of lifestyle 
and business tech overlays their lives both in and 
outside the office. 

Jonesers are by no means laggards – they are 
discovering the uses of social media, becoming 
friends with their children on Facebook and 
starting to follow them on Instagram. 

To connect with Jonesers, brands must offer a 
personalised service that guides them through 
using a product. They should offer items and 
experiences with lasting value, while using 
language that stands up to interrogation. 

They grew up in the pre-internet era but, with a 
growing level of disposable income, they are ready 
and willing to spend on technology. Almost a 
third (31%) of Americans aged 50-64 own a tablet 
and 45% own a smartphone, according to the Pew 
Research Center.

In Canada, members of this age group are the most 
likely to own a tablet: 36% have an iPad, Galaxy 
or similar device, compared to 34% of Millennials, 
reveals research commissioned by Media 
Technology Monitor.

A Pew Research Center survey provides useful 
insights into this group. Members of this tribe 
use their mobile devices for different reasons than 
younger people. Only 12% use their mobile phones 
to compare prices in-store, while 50% of those aged 
29 or younger carry out this activity.

Generation Jonesers are far less likely to post 
photos online than younger tribes. Of the 
50-64-year-olds who own a mobile phone, only 37% 
say they have posted a picture, compared to 79% 
of people aged 18-29. Only 11% have created and 
posted videos online, compared with 48% of  
younger people. 

However, they are more committed online sharers 
than the slightly older Boomers: 30% have shared 
images they found online, compared to 14% of 
people aged 65 or older. Similarly, 20% of Jonesers 
would share found video footage online, compared 
to only 8% of Boomers. Even so, they are largely 
absent on Instagram, with only 6% of this tribe 
reporting that they use the site, compared with 43% 
of people aged 29 or younger, and only 3% say they 
have used Snapchat.
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Boomers

Boomers – the golden generation born between 1946 and 1964 – have flexed their consumer muscles for 
decades, reshaping every aspect of our society to their well-heeled tastes.

Increasingly, Boomers are turning to cognitive 
training apps such as Lumosity and BrainyApp, 
to keep their minds sharp. The market for digital 
brain health reached $1bn (€0.7bn; £0.6bn) in 2012 
and is expected to grow to $6bn (€4.3bn; £3.6bn) by 
2020, according to SharpBrains. 

Design that allows Boomers to age without looking 
old is key. Start-up Audicus produces sleek, stylish 
and discreet hearing aids that feature Bluetooth 
connectivity to allow Boomers to connect directly  
to audio from their smartphones. 

What this means to your brand

Research at LS:N Global shows that Boomers 
have many qualities in common with Millennials. 
Boomers are quick to adopt new technologies and 
are highly entrepreneurial – even in later years. 

The brand that talks down to Boomers is the brand 
that will lose the audience which currently holds the 
most wealth. Ergonomics are becoming increasingly 
important to ageing Boomers, who may be losing 
some dexterity owing to arthritis and similar 
medical issues. Crucially, they want to age well 
and maintain the levels of activity that they have 
sustained so far. 

Tech brands are some of the best placed to help 
Boomers achieve independence in old age with 
preventative medicines, aspirational design and 
lifestyle-enabling devices.

Retirement isn’t stopping them from dictating the 
development of entire fields of technology during 
the rest of this decade. From medication sensors to 
brain-training apps, companies are vying to provide 
the technology that this generation demands  
to remain independent and ageless for as long  
as possible.

Initially hesitant about going online, Boomers are 
now committed digital citizens. In 2000, only 12% 
of Americans over the age of 65 used the internet, 
according to the Pew Research Center, but by 2012, 
that figure had jumped to 58%.

Independence is the lifestyle aspiration for older 
Boomers, and technology is the tool that will 
help them hang on to it for as long as possible. 
Many start-ups are focusing on ‘ageing-in-place’ 
technologies as the elder care technology market is 
predicted to grow from $2.7bn (€1.9bn; £1.6bn) in 
2012 to $7.2bn (€5.2bn; £4.3bn) by 2018, according 
to BCC Research. 

A sleek, minimal home sensor system from Lively 
that monitors eating, sleeping and medication 
patterns and alerts family members and carers 
about changes highlights the technology that 
Boomers will seek out as they aim to stay safe  
while staying in their own homes.

In the Italian city of Bolzano, IBM is introducing 
a remote monitoring system to keep the Boomer 
population safe and healthy. Breezie, based in 
London, provides Boomer-friendly tablet interfaces 
to help members of this tribe connect easily with 
Gmail and Skype so they can stay in contact with 
friends and family.
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Start a multimedia franchise
Generation I – born after 2002 – prefers 
multimedia entertainment to standalone 
toys. Follow Disney into the world of child-
friendly apps and tablet-based storytelling.

Get seriously social
Generation D – born between 1996 and 
2002 – no longer hangs out at the mall. 
Engage members of this tribe on social 
media sites where 49% say their real social 
life happens.

Go in-store interactive
Millennials – born between 1980 and  
1995 – are 216% more likely than an 
average shopper to be influenced by in-
store touchscreens. Provide opportunities 
for digital interaction to hook this  
tech-savvy tribe.

1
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Take the tablets
Generation X – born between 1965 and 
1979 – is more likely to own a tablet than 
any other consumer tribe. Members of 
Gen X spend $561 (€409; £338) online 
every three months in the US compared 
to $449 (€328; £271) spent by the average 
shopper. Optimise for tablets to engage 
these digital big spenders.

Keep up with the Joneses
Generation Jones – born between 1954 
and 1965 – is a huge smartphone and 
tablet fan. Target these consumers – who 
have considerable disposable income – 
with marketing that makes them feel 
young and adventurous.

Hold back the years
Boomers – born between 1946 and 
1954 – are seeking out tech to keep them 
independent, healthy and sharp-minded. 
Plug into the elder-care tech market that 
is expected to grow from $2.7bn (€1.9bn; 
£1.6bn) in 2012 to $7.2bn (€5.2bn; £4.3bn) 
in 2018.

4

5
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New Tech Consumers Toolkit

FUTURETAINMENT

Futuretainment : 81
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FUTURETAINMENT

Today’s younger consumers spend much of their time immersed in the 
interactive experience of digital screens.

For these audiences, a simple, linear narrative, however well written and 
artfully realised, is often a frustration. They expect technology to make 
them an active participant in, rather than a passive recipient of, any form 
of entertainment. As a result, brands, performers and event organisers are 
adopting digital and multimedia strategies to grab and hold their attention.

Mega-systems such as Google and Amazon are creating original online 
content and winning fans as a result, while Nerdist, Earwolf and the  
Loud Speakers Network are building monetised, niche audiences around 
Podcast Empires.

Google’s Ingress and art collective Circumstance’s These Pages Fall Like 
Ash project use augmented reality and transmedia technologies to turn 
a city into a brand storytelling landscape. Games for Change transforms 
online gaming into a force for social good in the real world.

A new wave of shoppable videos from developers such as Cinematique allow 
seamless purchasing without clunky narrative breaks, and innovators such 
as CrowdOptics are using smartphones to augment reality at live events, 
rather than being annoying distractions.

As audiences flock to immersive, 
convivial experiences, entertainers 
are blurring the distinctions between 
spectator and performer, digital and 
physical, and reality and fantasy.
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‘I see experience-based entertainment as a 
remedy for our digital lives, but also deeply 
indebted to and enabled by them.  
We understand the fantasy logic of them 
due to our digital experiences.’

Tom Pearson, co-founder, Third Rail Projects

FUTURETAINMENT
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Mega-tainment

Commerce and advertising are no longer enough 
for the mega-systems that form the digital 
infrastructure of our online experience. Some of 
them are now investing heavily in original content. 

Google’s YouTube, an indispensable publishing 
platform for millions of independent video producers, 
began funding original content channels three years 
ago in a bid to draw in more viewers and create 
brand-safe content for advertisers. 

YouTube has now opened production studios in  
Los Angeles, London and Tokyo, and is planning  
to launch another studio in New York in 2014. 

The investment appears to be paying off: by August 
2013 there were 325 YouTube channels (up from 78 
in 2012) boasting more than 1m subscribers. In  
May 2013 DreamWorks bought AwesomenessTV,  
a YouTube channel, for $33m (€24.2m, £20.5m).

Amazon too is investing millions in original content. 
The Amazon Prime service, which offers free two-
day shipping for an annual fee of $99 (€71, £59), also 
includes access to digital content, including films, 
television and ebooks. 

The company hopes that adding premium original 
content to that mix will attract more subscribers to 
the service, who in turn will also order more physical 
items from Amazon. It remains to be seen whether 
Amazon’s content can rival the success of Netflix 
originals such as Orange Is the New Black. 

Podcast Empires

The humble podcast – used as a broadcast tool  
since the early days of Web 2.0 – is finally being 
monetised by mini media empires built around  
loyal niche audiences.

Nerdist Industries is one of the leaders, with a 
network of podcasts, videos, blogs and longer articles 
aimed at an audience of pop-culture obsessives 
(mostly male) which has grown organically from 
Chris Hardwick’s The Nerdist Podcast. The Nerdist 
YouTube channel alone has 450,000 subscribers. 

Earwolf and Maximum Fun are media networks 
which have developed from single comedy podcasts, 
while The Read, a podcast hosted by YouTube 
sensation Kid Fury, has become the anchor 
programme of the Loud Speakers Network. Fury, 
whose videos have been viewed more than 10m 
times, uses a powerful public platform to reach  
an engaged niche audience.
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Each player works alongside the avatar of another 
gamer without being able to communicate in words 
until the end of the game. 

‘Even without speaking we really communicated. 
We stayed side by side throughout our entire 
journey,’ wrote player Cameron Alsbrook on his blog, 
GameCuriosity. ‘I felt an incredible connection and 
a closeness to this person.’ Many other players have 
reported similar experiences while playing Journey.

Now online gaming’s ability to create powerful 
emotional connections and communities is being 
harnessed in games that solve social ills in the  
real world.

Games for Change has launched SuperBetter, which 
helps users build personal resilience to combat 
illness, injury, anxiety or depression. Uplifted allows 
players to highlight the positive aspects of each 
other’s lives as they travel through the fictional land 
of Happ. 

Shoppable 2.0

Shoppable videos are increasingly engaging 
consumers and driving sales. Now retail brands and 
innovators are working to transform the format into 
a far more seamless experience.

Urban tales

Physical spaces are being transformed by 
augmented reality and transmedia technologies  
into platforms for storytelling and entertainment.

Google’s Ingress is a game in which rival teams 
travel through a real city collecting XM (Exotic 
Material) which is only visible on a smartphone; 
augmented reality portals are also revealed, where 
players can collect points.

Art collective Circumstance added a digital layer 
to the experience of reading a physical book by 
scattering beacons of data throughout the city of 
Bristol. Users walked the streets collecting the 
elements of an immersive storytelling experience, 
called These Pages Fall Like Ash, on their 
smartphones.

Playing with emotions

A new generation of online designers is creating 
games which aim to build an emotional connection 
between players.

Journey, an independent multi-player game released 
in late 2012, asks players to collaborate and solve 
puzzles together to reach the top of a mountain. 

Much of the first wave required consumers to pause 
videos in order to shop in them, or featured flash 
products in distracting side panels. But Cinematique, 
a shoppable video platform optimised for 
touchscreens, takes a different, less clunky approach.

While the video is playing, viewers can touch 
various items which are stored until the video has 
finished playing; the consumer can then browse 
through items without interrupting the video’s flow. 
Emerging brand BLK DNM used Cinematique for 
its autumn/winter 2013 collection. 

Smartphone synergy

The audience at any live event comprises crowds of 
people holding their smartphones above their heads 
as they try to record the event for their favourite 
social network. Companies are now beginning to 
work with the public’s desire to digitally document 
and are creating immersive experiences.

One response is to integrate devices into the concert 
experience. The app Wham City Lights is a way 
for performers to engage viewers’ smartphones by 
creating a digital version of the old school sea of 
cigarette lighters. Bands promote the app to their 
fans in the weeks leading up to a gig and on the 
night, each fan holds a smartphone aloft, leading the 
app to light up the venue.

In a more futuristic vein, CrowdOptic is developing 
next-generation augmented reality for live events. 
Its technology allows everyone at an event to see the 
same virtual object through their mobile device, but 
from a different perspective depending on where 
they are sitting or standing. It’s an advance that has 
the potential to allow a virtual reality overlay to live 
shows that can be seen through a smartphone, or 
through wearable technology such as Google Glass. 

Devices will move from being a mediated  
distraction from the main event to a tool for 
deepening engagement with the performance.

What this means to your brand

Across all forms of entertainment, consumers are 
looking for immersive experiences that place them 
at the centre of the narrative action and offer the 
opportunity to control their point of view. 

They expect technology to deliver entertainment 
experiences that they can’t find at home or online, 
ideally with a multi-sensory and visceral element. 

To meet these demands, brand storytelling must 
move seamlessly across platforms to offer digital 
tales as well as real-world events. 
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Be a mega-tainer
Consider adopting the tactics of the 
digital mega-systems such as Google and 
Amazon which are using original content 
to capture new audiences – and customers. 

Build a Podcast Empire
Note how mini media empires built 
around podcasts for eager niche audiences 
are working as a monetised strategy for 
Nerdist, Earwolf and the Loud Speakers 
network.

Tell urban tales
Use augmented reality and transmedia 
technologies to turn the city into a 
brand storytelling landscape like 
Google’s Ingress game and art collective 
Circumstance’s These Pages Fall Like  
Ash project.
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Play with emotions
Follow in the footsteps of Games for 
Change and harness the new wave 
of online gaming to help players form 
emotional connections, recover from 
injury and illness, and improve their 
mental health.

Use Shoppable 2.0
First-wave shoppable videos were 
sometimes clunky and distracting. Plug 
into the next generation of seamless 
shopping demonstrated by Cinematique’s 
slick offer which allows customers to shop 
online without disrupting the flow of a 
commercial video.

Create smartphone synergies
Smartphones are often distractions at 
live events. Look to CrowdOptic, which is 
developing an augmented reality layer for 
mobile device users at shows and gigs.

4
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The show was defined not just by high-profile product releases from the 
likes of Samsung, Sony and LG but by the importance of emerging product 
categories. Virtual currencies, wearable tech and 3D printing are just some 
of the new categories set to have a major impact on consumer electronics.

Innovative brands demonstrated astute and exciting technology to cater for 
the needs and expectations of two extremes of the demographic age range: 
the greying but still influential Boomers and the up-and-coming under-11s 
of Generation I.

As Gary Shapiro, president of the Consumer Electronics Association, says: 
‘The new products and services that we’re seeing here are creating totally 
new industries overnight. For the very first time, we can prove that it is 
products that are driving our industry’s growth. 

‘This year, I’m proud to announce that the US industry is forecast to grow 
2.4% to a record high of $208bn (€149bn, £124bn) – and it is driven by 
categories that didn’t exist in a meaningful way a few years ago.’

Technology industry insiders flocked 
to the International Consumer 
Electronics Show 2014 for a snapshot 
of how the man and woman on the 
street will be using devices and digital 
services in the coming year. 
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‘The new products and services that we’re 
seeing here are creating totally new industries 
overnight. The US consumer electronics 
industry will grow to a record high of  
$208bn, driven by categories that didn’t  
exist in a meaningful way a few years ago.’

Gary Shapiro, president, Consumer Electronics Association
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Other pieces of wearable tech at the show had 
different functions. The Kapture wristband, a 
Kickstarter-funded audio recorder for the Twitter 
generation, creates a 60-second buffered loop of 
conversation or ambient sound which is overwritten 
until the user presses a button to send the past 60 
seconds of recording to a smartphone for permanent 
storage. Its raison d’être is to capture memorable 
snatches of conversations or sounds that would 
otherwise be lost forever.

Wearable tech with health-protection functions 
also stood out at CES 2014. June by Netatmo is 
a sensor that measures exposure to the sun and 
offers recommendations for protection. It marks a 
development that will have a major impact on the 
future of the beauty and wellbeing industry. 

‘The future of cosmetics is going into personalisation,’ 
says Guive Balooch, global director of the Connected 
Beauty Incubator at L’Oréal Research & Innovation. 
‘It’s all about the data of your body or environmental 
condition and giving you a perfect product for  
your regimen.’

Wearable tech

Form was almost as important as function in an 
explosion of wearable tech at International CES 
2014. Leading brands in the category used aesthetics 
to turn technological devices into fashionable objects 
of desire.

Typical of the trend was a collaboration between 
fitness monitor company Fitbit and US fashion 
designer Tory Burch. The result was a line of 
necklaces and accessories to ‘transform your tracker 
into a super-chic accessory for work or weekend,  
day or evening’.

Smart wristwear underwent the same fashion-
influenced makeover. The Pebble smartwatch,  
a Kickstarter-funded darling of International CES 
2013, returned as the Pebble Steel, sporting a sleeker 
metal look and leather straps. MetaWatch launched 
a new set of devices called Meta, incorporating 
premium metals and leather to echo the materials 
used in traditional luxury watches.

Internet of Things

A network of domestic devices and objects that is 
able to communicate with us and with each other 
over the internet via sensors has been eagerly 
anticipated for several years. At CES, the Internet of 
Things – and even the Internet of Everything –  took 
several steps towards becoming a reality.

A French start-up unveiled the Kolibree, a prototype 
smart toothbrush that logs brushing habits and 
helps users improve them. American tech giant 
Cisco revealed plans to network our homes and lives, 
in a move towards the Internet of Everything.

Wearable tech is clearly going to play a major part 
in the Internet of Things. Lockitron, a product that 
allows users to lock and unlock their doors with a 
smartphone or a Pebble smartwatch, began shipping 
to consumers in January 2014. 

French brand Sen.se showed Mother. The device 
uses motion and temperature sensors attached 
to household objects and equipment to monitor 
everything from how much coffee a user drinks to 
how often the refrigerator door is opened. Important 
observations are sent as smartphone alerts.

Meanwhile, microchip manufacturer Intel launched 
its Edison chip, a 400MHz computer board the size 
of an SD card. The tiny chip allows the incorporation 
of smart qualities into everyday products without 
major design changes.
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Mindful interfaces

In a counter-intuitive loop, several technology 
companies explored how technology can be used  
to combat the distractions of technology in  
everyday life.

Key devices on show allow people to enjoy sport or 
other outdoor activities without compromising their 
experience or their safety. 

AfterShokz, which has exhibited at CES for three 
years, displayed its latest sport headphones.  
They work via bone conduction and are worn  
around the top of the ears rather than covering  
the ears, allowing users to listen to music and also  
be aware of the noises around them.

Looxcie offered a hands-free wearable camera 
that live-streams video over the internet. Senior 
marketing director Erik Newton said the device 
could be useful for catching an unforgettable 
moment, such as whale-watching, when the user 
wouldn’t want to lose even a few seconds of the 
experience by fumbling with a camera.

Generation I tech

Much energy and innovation was directed by 
companies at CES 2014 to the demands and desires 
of the next tribe of consumers, the under-11 digital 
natives of Generation I. 

Kurio debuted a children’s smartphone which 
enables parents to monitor calls and check on the 
location of their offspring using the handset’s GPS. 

A wearable tech alternative was on show.  
The FiLIP is a wristband that allows parents 
to keep track of the whereabouts of their Gen I 
youngsters while enabling the child to make and 
receive voice calls from up to five numbers.

A subtle solution to monitoring a child’s health was 
offered by Teddy the Guardian. The cuddly bear is 
embedded with sensors that record the heart rate, 
oxygen level and body temperature each time its 
small owner holds its hand. This data is transmitted 
to a smartphone app that can be viewed and 
analysed by parents and doctors.

In a project aimed squarely at Generation I rather 
than tech-savvy parents, Modular Robotics exhibited 
two sets of hackable robot components, assembled by 
magnets to spin or move in response to light, sound 
or movement. The MOSS system is designed for 
children aged eight or over, while Cubelets are a less 
sophisticated version for children as young as four.

THIS PAGE : 
FILIP WEARABLE WATCH PHONE FOR CHILDREN

PREVIOUS PAGE : 
FILIP WEARABLE WATCH PHONE FOR CHILDREN ADVERTISEMENT
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Grey Tech

Technology aimed at the health and lifestyle needs 
of a rapidly ageing population took centre stage at 
CES as exhibitors explored how some of the common 
dangers associated with old age can be avoided.

Veristride is a smart shoe insole that collects 
movement data and can predict whether, and when, 
a pensioner is starting to show changes in walking 
patterns that could lead to a fall.

Ensuring that older people take the correct 
medication at the correct time is becoming a key 
concern for medical professionals. With this in 
mind, healthcare company Medissimo unveiled the 
iMedipac, a device that has compartments to hold 
each day’s prescription. It alerts a doctor or family 
member if the wrong compartment is opened.

i-SaiSo is a digital service that keeps the elderly safe 
by keeping their family informed about their day-to-
day activity. A tablet or smartphone asks whether 
the user has had lunch or taken their medication 
and sends updates to a family member or carer.

Self-Quants

The Self-Quant tribe is expanding fast. Of 3,300 
companies at CES 2014, 300 were focused on digital 
health, and they took up 40% more floor space than 
in 2013, according to CES president Gary Shapiro.

The trend for tracking health and fitness – often 
via wearable tech – has spread to the workplace. 
Garmin’s Vivoki activity-tracking band is designed 
to encourage employees to lead healthier – and 
therefore more productive – lives. It takes a gamified 
approach, monitoring and comparing levels of 
activity to encourage workers to be the most active 
in a Garmin community. 

Among the personal Self-Quant devices were two 
standout products from Withings, which is best 
known for its smart body scales. The Aura smart 
sleep system enables people to gauge their sleeping 
patterns using a sensor that slides under the 
mattress. It aids sleep with a light-emitting bedside 
device that prompts the brain to produce melatonin, 
the hormone that regulates sleep and waking cycles. 

The Withings Blood Pressure Monitor provides 
people with a simple and precise way to monitor 
their blood pressure at home. 

3D printing

Heralded for several years as the harbingers of the 
Third Industrial Revolution, 3D printers began 
to show their potential as everyday consumer 
technology at CES 2014.

MakerBot announced a new generation of small  
and user-friendly 3D printers and digital services 
that make it easier than ever to start 3D printing in 
your home. 

Pioneers 3D Systems unveiled updates to its range 
of 3D printers, making them easier to load and 
easier to check while away from the machine, using 
a mobile app. 

Its sister company The Sugar Lab exhibited its 
food-printing machine, which can transform any 
foodstuff into a 3D-printed masterpiece that would 
be impossible to construct by any other method. 

Cashless futures

The long, slow death of physical coins and notes 
continued as exhibitors at CES offered convincing 
and exciting insights into a cash-free future.

Perhaps most revolutionary was Biyo (formerly 
PulseWallet), a system that does away with cash, 
debit cards and even NFC-enabled smartphones. 
Instead, it reads the unique pattern of veins under 
the user’s hand to allow them to purchase an item.

Surges in value of the peer-to-peer virtual currency 
bitcoin in November 2013 made it big business, 
necessitating new ways of mining, processing and 
transacting it. 

Butterfly Labs unveiled its latest bitcoin mining 
chip, which processes payments of the peer-to-peer 
currency globally, generating more bitcoins for the 
owner in exchange.

BitPay showed off new hardware for processing 
payments in the currency, while Blockchain provides 
bitcoin users with a digital wallet in which to store 
their v-currency.

‘Bitcoin is agnostic of any government, and that is 
one of the reasons that it resonates with people,’ 
says Dave McClain, account manager at Butterfly 
Labs. ‘Credit cards weren’t designed to be used over 
the internet, but with bitcoin, the only information 
you’re putting out there is a wallet address, which 
makes it more secure.’
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Get fashionably wearable
Smart wristwear, such as Fitbit and 
Pebble, is getting a fashionable makeover. 
Consider transforming your wearable 
tech into a pleasing aesthetic accessory.

Deploy health protection
June by Netatmo, wearable tech that 
protects against overexposure to the sun, 
is the future of beauty and wellbeing, 
according to L’Oréal’s Guive Balooch.

Join the Internet of Things
Cisco’s new network project and Mother 
by Sen.se indicate that it is time for your 
brand to think seriously about internet-
enabling every domestic device.

Combat techno distraction
Technology should help, not hinder. 
Follow in the footsteps of the bone-
conduction headphones from AfterShokz 
and Looxcie’s hands-free camera 
to present tech that’s fun without 
compromising safety or experience.

Prepare for Generation I
Under-11 digital natives are the next 
consumer tribe up to bat. Offer technology 
like Modular Robotic’s hackable 
components to capture their loyalty early.

1

2

3

4

5

Ride the Self-Quant wave
Self-Quant technology took up 40% more 
floor space at CES 2014 than at the 
previous year’s event. It’s time to plug 
into a lucrative sector with innovations 
such as the Aura smart sleep system from 
Withings and Garmin’s Vivoki activity 
tracker.

Think Grey Tech
Introduce technology for an ageing 
population such as Veristride’s smart shoe 
console which can safeguard older people 
who are getting unsteady on their feet.

Stage a print run 
Makerbot’s small and user-friendly 3D 
printers bring the technology into the 
home. Begin gearing up for the Third 
Industrial Revolution.

Go cashless 
Biyo’s system for allowing consumers to 
pay by scanning the veins on their hands 
indicates that the death of physical coins 
and notes is nigh. Enable and empower a 
cash-free future.

6

7

8

9
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INNOVATE

Some do it by setting ethical examples, like Fairphone’s principled stand 
against the use of materials from conflict zones in its new smartphone.

Others educate: the campaign to demystify our digital devices by 
Technology Will Save Us or DIY.org’s launch of an online portal to allow 
today’s 10-year-olds to discover the creative digital skills needed for 
tomorrow’s job market.

Making magic is how Bot & Dolly stays ahead of the innovation curve, 
by swapping tired CGI for robots and kinetic projection mapping to 
supernatural effect. Fighting back against another, darker kind of magic – 
people’s fear of techno-spying – is the motivation for artist Adam Harvey’s 
innovative counter-surveillance clothing. 

Other companies make us consider our world anew. MakerBot brings 3D 
printing into the home while Moment Factory transforms tedious airport 
spaces into realms of inspiration. 

Finally, tech brand Sen.se gives us a glimpse of the home of tomorrow,  
a place where a single monitoring device will track our sleep, health, play 
and security, giving us the data to make meaningful and positive changes 
to our lives.

Technology exists to innovate, to 
find new answers to old questions 
or to pose new questions that have 
never been considered. But even in a 
field alive with new thinking, there 
are organisations and people who 
naturally lead the way.
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‘Innovation is a word that is often associated 
with the technology industry. But innovation 
isn’t necessarily found in a new smartphone, 
app or product. The core principle of 
innovation is to make people’s lives easier, 
happier and more meaningful.’

Lucie Greene, editor, LS:N Global

INNOVATE
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Innovate: Box

Big is the new black in luxury circles as brands 
open ever bigger and bolder high-concept stores and 
employ epic marketing strategies to woo luxurians 
in both austerity-hit mature economies and  
still-booming developing countries. On top of it all, 
luxury brands are expanding with their digital 
advertising spends.

Kinetic Projection Mapping

Sci-fi guru Arthur C Clarke once said that 
‘any sufficiently advanced technology is 
indistinguishable from magic’. Box, a short film 
by San Francisco-based technology and robotics 
innovation company Bot & Dolly, proves that with 
eerie and supernatural bravado.

It points the way towards a near future where 
artists and brands can shift away from the 
increasingly stale and unsatisfying use of CGI.

Principles of magic

Bot & Dolly does away with all the usual techno-
wizardry of green screens and post-production 
digital animation. Instead, it deploys a ground-
breaking combination of live projection mapping, 
robotics and storytelling that astounds the eye and 
baffles the brain. 

In the black-and-white film – a knowing and ironic 
pastiche of stage magic – an enigmatic, lone figure 
effortlessly manipulates two large rectangular 
panels, that appear to levitate, shift and morph 
from 2D patterns into intricate 3D boxes.

In a slow reveal, the viewer is shown that two 
industrial robots are in fact moving the panels 
around, as patterns are projected on to them by 
digital projection-mapping technology.

As Bradley G Munkowitz, design director at Bot 
& Dolly, says: ‘From an aesthetic and conceptual 
standpoint, it’s a story about illusion.’

A Phy-gital future

As the first production to combine motion  
control, robotics and projection mapping,  
Box represents more than a diverting and  
eye-opening viewing experience. 

The ability of the components to shift perspective 
live on camera, without post-production, offers 
a creative alternative to CGI, according to 
Christopher Maslen, lead digital artist at Drive –  
a London-based production agency specialising in 
projection mapping.

‘Box blurs the line between fantasy and reality, 
creating a mind-warping bridge between the 
physical and digital realms,’ Maslen says.

‘Some people are becoming jaded with CGI. 
Projection mapping uses digital effects but in a way 
that captures the imagination. Box has opened my 
eyes to new things that are possible.’

As robots become cheaper and easier to program, 
their creative content potential is limitless. ‘Creative 
uses of industrial technologies are gaining traction 
with designers,’ say Carlo Ratti, director of research 
at the SENSEable City Laboratory at MIT. ‘We may 
not be far from a time where their growing role in 
our lives contributes to a radical redefinition of what 
we relate to as art.’

Top take-outs

:  Deal in magic. Make consumers look twice by 
creating moments of wonder 

:  Keep it real. Consumers are tired of CGI overload

:  Be a storyteller. Combine narrative with projection 
mapping to create deeper meaning

:  Go beyond the brief. Box was a technology 
demonstration that became a showcase for the 
potential of visual expression

:  Think Phy-gitally. Blur the lines between physical 
and digital to produce mind-bending experiences
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Airports are undergoing an unexpected 
renaissance, transforming from stressful  
no-man’s lands into attractive destinations  
in their own right.

Moment Factory’s multimedia displays in the 
renovated Tom Bradley International Terminal 
at Los Angeles International Airport aim to 
enliven people’s experiences at airports, and in 
the process help them to forget indignities such 
as standing in their socks clutching a bag of 
toiletries.

‘We were trying to remind people that their 
journey has just begun and on that journey 
anything can happen,’ says Melissa Weigel,  
senior multimedia director on the project. ‘It’s 
that magic we were trying to create.’

Hollywood glamour

Moment Factory, best known for producing 
Madonna’s 2012 world tour and Super Bowl show, 
provided the content for seven giant LED screens 
at strategic locations around the terminal. 

The centrepiece is the four-sided, 72-feet Time 
Tower, with screens that slowly slide around the 
main lifts, showing a trompe-l’oeil video, mainly 
inspired by old Hollywood movies. ‘We tried to 
think of it as telling the Los Angeles story,’  
says Weigel.

Airport art

Long seen as nondescript transitional zones, 
airports have become some of the best places in 
which to find art. 

Singapore’s Changi Airport has the world’s 
largest moving sculpture, Kinetic Rain. 
Amsterdam’s Schiphol Airport features Dutch 
masterpieces borrowed from the Rijksmuseum. 
The new Terminal 2 at London’s Heathrow 
Airport will feature a large flight-themed 
sculpture by renowned British artist  
Richard Wilson.

For Marion Witthøfft, head of commercial 
excellence at Copenhagen Airports, great airport 
art is an answer to rising passenger expectations. 
‘They want an airport to be more than efficient,’ 
she says. ‘They want it to deliver magic moments 
when they see something and enjoy something 
they didn’t expect.’

Stress release

Airports are commercial ventures and they need 
a business case for providing magic moments. 
Weigel has one possible approach. ‘Part of the 
business strategy is to open these features up for 
branded content, but specifically  
in artistic ways,’ she says.

Nick Adderley, Heathrow Airport’s marketing 
and insight director, agrees that beautiful and 
inspiring surroundings will have an effect on 
the bottom line. ‘In very simple terms, happy 
passengers spend more money,’ he says.

Top take-outs

:  Create magic moments. ‘That’s how we change 
the journey from good to great,’ says Witthøfft

:  Think artistically. For consumers searching for 
something more, art isn’t just decoration, it’s a 
source of wonder

:  Think haptic illusion. Moment Factory’s 
installations trick the eye and delight the mind

:  Look locally. As with enclosed shopping malls, 
airports have suffered from not having a sense 
of place

:  Calm your customers. Unstressed consumers 
will happily spend more money.

Innovate: Moment Factory

OPPOSITE PAGE : 
TIME TOWER BY MOMENT FACTORY, 

LOS ANGELES INTERNATIONAL AIRPORT
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When it comes to technology, most of us only  
know how to buy it. We may be surrounded by  
a digital world, but for the most part we are  
only consumers. 

While we know what mobile devices look like from 
the outside, we know nothing of their components. 
And while we can download all the right apps, 
if our latest gadget breaks down we would not 
have a clue how to fix it.

Electronic empowerment

Technology Will Save Us (TWSU) founders Daniel 
Hirschmann and Bethany Koby want to change 
that. They want to educate people on ways to fix 
and even build their own technology rather than 
throwing away their devices the minute a new 
model comes out.

‘We want to demystify technology,’ says 
Hirschmann. ‘We want people to understand the 
interiors of the pieces of technology they own. 

‘This is what is being used to produce it, this is 
what goes into making it, this is how to fix it, this 
is what goes into hacking it, this is what goes into 
remaking it or making it better.’

Technology haberdashery 

From its base in a newly launched space in the 
Rough Trade East record store in east London, 
TWSU’s ‘haberdashery for technology’ sells  
kits and components for fixing, hacking and 
making devices. 

TWSU also runs workshops on how to fix, hack 
and build your own technology in pop-up spaces 
at design festivals and other events.

Make do and mend

TWSU connects with the new make-do-and-mend 
attitude that emerged in the wake of the 2008 
global financial crash. ‘People want to re-use and 
improve technology,’ says Hirschmann. ‘After 
centuries of over-consumption, we have begun 
to realise there is a finite amount of stuff on the 
planet. People can also save thousands of pounds 
by fixings things themselves.’

TWSU satisfies the needs of the austerity-driven 
lives. It gives consumers the tools and skills they 
need to be more sustainable and economical when 
it comes to their technology.

Top take-outs 

:  Be sustainable. Making a product last longer 
appeals to austerity-hit consumers

:  TWSU empowers people with the skills to do 
things for themselves

:  Fill the technology tuition void in the modern 
education system

:  Cooperation counts. People respond to brands 
that are seen to be working with them in tough 
economic times

Innovate: Demystified Tech
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In 2014, the dream of a 3D printing revolution 
took one step closer to becoming a reality. 

Former Wired editor-in-chief Chris Anderson  
once predicted that ‘3D-printing will be bigger 
than the web’. This sounded a bit over-blown,  
but perhaps not now that MakerBot’s new range 
of 3D printers brings the prospect of printing  
any product you want out of the lab – and right 
into your home.

MakerBot founder Bre Pettis believes the 
technology has reached a tipping point. ‘It will  
be like the moment when people first saw the 
iPhone,’ he says.

Mini marvel 

Of the three printers in MakerBot’s range,  
the $1,399 (€1,020, £842) Replicator Mini is 
creating the biggest buzz. Aimed at consumers,  
it is the size of a microwave oven and has a  
user-friendly interface.

Wi-Fi connected and equipped with a camera,  
it monitors on-going printing and shares pictures 
on social media. The Mini sends alerts to users if 
it runs out of printing filament and comes with an 
iPhone app. ‘All you have to do is press one button, 
load your design and print,’ says Pettis. 

In November 2013, the company announced  
the launch of MakerBot Academy, an initiative 
that aims to get a 3D printer into every school  
in the US.

Download designs

MakerBot champions everyday individual 
invention and creativity, but what could give its 
range extra consumer traction is that users can 
buy ready-made product designs rather than 
relying on their own design ingenuity.

‘One of the things we’ve always said is that 
you really can’t have a consumer product and 
a consumer experience unless you give people 
something to do and really show them there’s an 
opportunity for them,’ says MakerBot president 
Jenny Lawton.

Current downloadable designs are limited to 
fantasy game plastic toys, Cosmic Cadets or 
Dragons of Glastonbury, which sell for 99¢ for a 
single model or $9.99 (€7.50, £6) for a set.

But 3D printing consultant Phil Reeves feels it’s 
a breakthrough concept. ‘The key to 3D printing 
is having content,’ he says. ‘You could never sell 
MP3 players if you didn’t have digital music.’

In addition to the Replicator Mini, MakerBot has 
also launched the Replicator Z18, a large printer 
intended for industrial use.

Top take-outs

:  Harness CES. MakerBot launched at the 2013 
Consumer Electronics Show. Use the 2015 event 
as your global showcase

:  Prepare for 3D printers. They will be an 
essential part of manufacturing ‘very soon’, 
according to Reeves

:  Provide more than just a product. MakerBot 
cleverly mimics Apple’s iStore by providing 
content as well as a device

:  Empower consumers. Follow in MakerBot’s 
footsteps and let consumers tweak and mash-up 
your products

Innovate: MakerBot

OPPOSITE PAGE : 
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Fair trade has been taken up by some companies 
in the food, drink, clothing and beauty sectors,  
but the impact in electronics has been much  
less pronounced.

All that may change with the launch of  
Fairphone, a new smartphone from a group  
of Dutch innovators.

Conflict components

Fairphone tackles head-on the sourcing of raw 
materials from conflict zones, where the money 
made is likely to fund armed conflicts. 

The mobile device – the product of a campaign 
by Fairphone CEO Bas van Abel and Dutch 
technology think tank Waag Society – is made 
from conflict-free materials from the Democratic 
Republic of Congo (DRC), Zambia and Indonesia.

‘We decided to get conflict-free tin and tantalum 
from DRC,’ says Robin van Peppen, a member 
of Fairphone’s 14-person team. While these 
materials are also available from countries  
such as Australia, Fairphone decided to  
engage with the DRC to keep the country’s  
small-scale miners in work and to help  
contribute to regional stability.

Major manufacturers such as Apple have made 
moves in recent years toward ethical sourcing –  
a trend that is likely to accelerate as campaigners 
and consumers demand responsibly made 
products. ‘That’s one of the main things: to be 
more transparent about the supply chain that’s 
behind electronic products,’ says van Peppen.

The effects can already be seen on the ground. 
Since October 2012, miners’ pay in South Kivu, 
DRC, has more than doubled, from $2 per kilo 
to $4–$6 as a result of the Conflict-Free Tin 
Initiative, of which Fairphone is a member.

Total transparency

Fairphone’s ethics extend to other elements. 
Batteries can be replaced, packaging is minimal 
and the smartphone will soon be compatible with 
open-source platforms (it is currently on  
Android OS). 

Fairphone is being upfront about any 
shortcomings in its approach. ‘We’re prepared to 
be completely transparent about the steps we’re 
taking to open up the supply chain, including the 
elements we’ve not yet been able to change,’ the 
brand’s website states.  

That level of honesty may be what is necessary 
to have a transformative effect on the electronics 
industry. ‘It’s a pretty ambitious goal – but this is 
the first step,’ says van Peppen.

Top take-outs

:  Be ethical. The popularity of Fairphone shows 
that many consumers put fairness first

:  Show, don’t tell. Fairphone has built buzz by 
embodying its values in a product 

:  Trust in transparency. Telling people the whole 
story, even if it’s not perfect, builds trust in  
your brand 

:  Be disruptive. Look for innovative ways to 
change an industry for the better

:  Be human. Connect customers to the people  
who make their products

Innovate: Fairphone



THIS PAGE : 
FAIRPHONE POP-UP WORKSHOP, LONDON



120 : 121THE : FUTURE : LABORATORY THE FUTURES REPORT : TECH INNOVATE

The fear that Big Data is watching you lurks 
in the back of many minds, in the wake of the 
revelations by former US intelligence analyst 
Edward Snowden. It’s a rising concern that 
informs artist and photographer Adam Harvey’s 
clothing collection.

Smartphones, supported by location mapping and 
recognition software, broadcast data about you 
from your pocket. Online megasystems such as 
Google, Apple, Amazon and Facebook track your 
every step, click and card swipe.

It is a situation that has prompted New York-
based Harvey to fight back, with a range of 
counter-surveillance clothing produced in 
collaboration with designer Johanna Bloomfield. 

Stealth Mode

Harvey explained his thinking at the launch 
of the range in London in 2013, at the Stealth 
Mode exhibition: ‘Working in photography, you 
increasingly see your artistic tool being used in 
malicious ways to exert control over citizens.’

Harvey’s fashion pieces use clothing as a way to 
empower those who want to reject this perpetual 
surveillance culture.

His privacy solutions include anti-drone hoodies, 
scarves, burqas and visors, and t-shirts made 
from a metallised fabric that protects against 
thermal-imaging cameras. 

The use of thermal imaging in the promotional 
photography was inspired by drones, which use 
the same technology to track people’s movements. 
Harvey creates bright-pink and orange pictures 
with a militaristic, technological look, that overtly 
reference the purpose of his pieces. 

X-Ray Specs

‘I tested 30 or 40 fabrics and settled on one 
that is normally used to protect soldiers from 
electromagnetic interference while manning 
missile launchers,’ he says.

The artist is now developing a t-shirt that 
scrambles X-ray signals. It will protect the 
wearer’s heart from radiation using zinc oxide 
applied in an x shape over the heart.

Harvey has also produced a complementary Off 
Pocket anti-phone accessory: a pouch that masks 
your phone’s signal once the device is placed 
inside. Launched in the US in March 2014, it was 
first available in the UK, priced at £100 ($155, 
€116). ‘I want to get the Off Pocket out there 
because it is an accessible way to bring privacy 
within reach,’ says Harvey.

Top take-outs

:  Let your consumers feel in control of their data

:  Recognise that privacy concerns are going 
mainstream

:  Seek creative applications for stealth technology 

:  Speak the pro-privacy rhetoric of Big  
Data doubters

:  Empower data-conscious consumers using 
system refusal products

Innovate: Stealth Wear
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Taking the ‘be prepared’ motto associated  
with the Scout movement as a starting point,  
DIY.org teaches Generation I to anticipate 
constant changes in the digital creative economy. 

‘With the kids that are 10 years old now, it’ll be 
very difficult to say what they’ll be doing when 
they’re 20, because the economy is outmoding 
most careers more quickly than they can be 
invented,’ says Zach Klein, CEO of DIY.org.

Badges of merit

The San Francisco-based start-up allows children 
aged 8-15 to build visual portfolios of creative 
projects through an online portal and an iOS app, 
awarding Scout-style achievement badges ranging 
from Forester and Forager to Rocketeer, Open 
Sourcerer and Circuit Bender.

The website, which has been running for a year, 
has collected around 100,000 users. ‘We wanted 
to create a platform that encouraged self-directed 
learning,’ says Klein. ‘Our principal aim was to 
build a community.’

Creative independence

Like other child-friendly social networks, such 
as Moshi Monsters and Club Penguin, DIY.org 
takes privacy very seriously, banning real profile 
pictures in favour of cartoon avatars, seeking 
parental permission via email and letting parents 
keep track of their kids’ activity through a 
separate on-screen dashboard.

The dashboard also stops a competitive ‘sharent’ 
taking over their child’s creativity. ‘We really 
wanted to create a place where kids could be 
independently creative,’ says Klein. ‘It’s not  
very interesting if it’s parents who are doing  
all the driving.’ 

Hack and play

DIY.org allows its users to move seamlessly 
between online and offline worlds. Budding  
Urban Designers are challenged to ‘chalk in 
street improvements’ and ‘build a city in a game’, 
such as SimCity or Minecraft. 

The portal encourages young users to hack and 
play with digital and real items. The final Web 
Designer task is to ‘remix a website’. Children 
working for the Toy Designer badge create a 
‘frankentoy’ by piecing together parts of  
broken toys. 

‘We just want kids to develop passion,’ says  
Klein. ‘If they develop habits for pursuing passion, 
they’ll be more likely to succeed in an economy 
where they have to keep inventing their career  
as they grow up.’

Top take-outs

:  Help tomorrow’s consumers discover their 
talents for a changed working world

:  Let Generation I hack and play online.  
It’s what they expect

:  Mix online and offline experiences. They are  
one world for our children

:  Let Gen I find the boundary between real and 
virtual. They are digital natives

Innovate: DIY.org
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It often feels as though internet-connected devices 
are breeding around our homes, creating piles 
of hardware waste destined for landfill when 
the next upgrade arrives. Mother, a new home 
and family monitoring system from Paris-based 
technology brand Sen.se, aims to end all that.

The app-based software unites all your self-
monitoring desires inside a single device that 
knows when you are sleeping and when you have 
a midnight snack.

Cookie connection

Mother uses motion and temperature sensor 
cookies – connected to household items via Wi-Fi – 
to capture and analyse movements and activities.

Its 12 applications – there are plans for more 
– track sleep patterns, monitor home security 
by logging when doors are opened and closed, 
keep a check on the user’s levels of physical 
activity through a pedometer function, and send 
reminders to take medicines.

Data for life

Founder Rafi Haladjian sees short-term and 
long-term potential for the plethora of data that 
Mother collects. ‘In the short-term, people will use 
it to get to know themselves and their behaviour 
so they can adapt and improve it,’ he says.

‘In the long run, people will have a complete 
profile of their everyday activities that they can 
log into and use whenever it’s needed.’

Internet of Life

Technologists have been referring to the Internet 
of Things for the past few years, but Mother aims 
for more than a connected home – it is focusing on 
creating a connected life.

‘You will live your life naturally while devices that 
blend into your environment seamlessly measure 
your actions and behaviour,’ says Haladjian.  
‘This is the Internet of Life.’

Top take-outs

:  An autonomous age of smart and connected 
devices is nigh

:  Think long-term. Mother lets users track  
short-term goals with long-term data gathering 
in mind

:  Create an ecosystem. Mother is an all-in-one 
pedometer, burglar alarm and sleep tracker – 
among other things 

:  Being smart is more important than being 
connected. Mother learns its users’ habits and 
filters and provides the most useful data

:  Gamify data. Mother’s apps are not only about 
tracking, some include games that can be used  
to change behaviour

Innovate: Sen.se

OPPOSITE PAGE : 
SEN.SE BY MOTHER
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Unify functions
Take a lead from Mother, the new home 
and family monitoring software system 
from tech brand Sen.se, which combines a 
multitude of functions in one device.

Use stealth mode
Tap into the growing fear that Big Data 
is watching us by creating counter- 
surveillance products like artist Adam 
Harvey’s new snoop-proof clothing.

Make magic
Bot & Dolly’s short film Box uses robots 
and kinetic projection mapping to create 
supernatural effects. Move away from 
hackneyed CGI effects to make your 
brand magic.

Demystify technology
Technology Will Save Us is taking the 
mystery out of tech by showing consumers 
how to make it and mend it. Empower 
your consumers to do the same.

1

2

3

4

Teach Generation I
Be like DIY.org and create online 
resources that allow today’s 10-year-olds 
to hack and play with the skills they will 
need for the jobs market of the 2020s.

Avoid conflict
Practise ethical transparency like 
Fairphone, the new smartphone that 
makes a USP of not using raw materials 
from conflict zones.

Prepare to print
MakerBot’s new consumer range is one 
more step toward the long-heralded 3D 
printing revolution. Begin positioning for 
a new wave of consumer creators.

Transform tedium 
Moment Factory’s multimedia 
transformation of LA International 
airport turns a tedious space into an 
area of inspiration. Consider how to use 
technology to turn bland into brilliant.

5

6

7

8

Innovate Toolkit Showcase : 127
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Our 10 case studies have been selected to show how the best and boldest 
brands, artists and designers are deploying the technological arsenal at 
their disposal.

Stores such as Saturday in Tokyo use iPads and smart technology to lure 
consumers away from the siren voices of online shopping, while Sneakerboy 
in Melbourne takes the opposite approach, using smartphone strategies to 
recreate a virtual store in the real world.

Telling techno tales is what the leading contenders are doing, too.  
Audio-visual installations and digital blending tables weave brand 
stories at Diageo Johnnie Walker House in Seoul. Edgy digital animation 
conjures up factional narratives at Miss Ko in Paris. A dreamy blend of 
art and technology at TeamLab’s Homogenizing and Transforming World 
installation in Tokyo empowers escapist fantasies.

For others, technology is a way of satisfying the desires of a particular 
demographic. The AER store in Shenzhen, China, is a digital playground 
for Generation I. The recent installation Universal Everything & You 
at the Media Space in the Science Museum in London allowed curation 
and collaboration by Millennials. At design centre Established & Sons in 
London, Faye Toogood’s The Conductor installation of old-school wires and 
light switches gave the same consumer tribe a nostalgic reminder of tech 
gone by.

Exciting techno experiments are happening in the real world. Electric in 
Paris is exploring the idea of sound as brand identity by deploying state-of-
the-art speakers to unleash a sonic signature. And set designer Es Devlin 
created a multimedia live experience for rapper Kanye West’s 2013 tour to 
rival any visual wonder found online.

Today technology is thoroughly 
intertwined with a brand’s identity, 
the primary means of consumer 
engagement and the central element 
in a compelling narrative.

129 : 129
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Smart retailers are adding an extra element  
of digital interaction to their physical stores to  
lure consumers away from the seductions of  
online shopping.

Kate Spade’s new Saturday brand is aimed squarely 
at Millennials, the most convinced online shoppers. 
It aims to transform bricks-and-mortar shops into 
repositories of unique experiences by releasing a 
new item in store each week that is not available on 
the web.

The whole store has been reimagined as a 
digital destination that relies on iPads and a 
smart technology platform to make the shopping 
experience seamless. 

‘A store can actually be a really hectic environment,’ 
says Colin O’Donnell, a partner at Control Group, 
the digital agency tasked with integrating the 
technology into store. ‘We use digital signage to 
punctuate the noise of the environment, to bring 
some sanity to a calming focal point, rather simply 
creating another point of noise.’ 

:  To cut down the long paper trail these short-term 
promotions would create, Kate Spade teamed up 
with Control Group to digitise the experience and 
encourage Saturday shoppers to dwell and interact 
with products. 

:  Campaigns can be organised and customised  
at the store level by local managers. Because each 
iPad is modular, it can be paired with any display, 
allowing managers to experiment locally  
with promotions. 

:  A customisation station with iPad and fabric 
samples allows customers to design their own 
Saturday Weekender bag which can then be 
shipped to their home address. 

controlgroup.com

Saturday by Kate Spade and Control Group, Japan1
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Brands are mastering the art of storytelling, 
collaborating with artists and filmmakers to create 
abstract visual soundscapes for their products. 

Premium drinks brand Diageo collaborated with 
Love Creative, digital design studio Universal 
Everything and live animation project Dvein to 
create a series of sensory, explosive audio-visuals  
to promote the Johnnie Walker House in Seoul.

:  Using digital art, textural movement and sound, 
the creators produced a video installation that 
evokes the character and taste of the whisky. One 
video envisages the molecular structure of the 
drink, with digitally rendered particles flowing 
through the whisky.

:  The 5m x 4m installation runs across 28 HD LED 
screens while 36-channel surround sound provides 
an immersive experience for the viewer. 

:  A digital table in the blending suite allows visitors 
to virtually devise their own bottles through 
engraving, packaging or wrapping.

storiesbylove.com

Diageo Johnnie Walker House by Love Creative, Seoul2
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As consumers look for moments of escapism  
from everyday life, brands are creating dreamlike 
and playful worlds that blur the lines between 
technology and art. 

The Homogenising and Transforming World 
installation by TeamLab in Tokyo allows users  
to experience the interconnectivity created by  
the internet. 

It consists of a series of wirelessly connected orbs 
that can change colour when touched. 

:  By touching an orb, a user sparks a chain reaction 
that spreads the colour change in a visual wave to 
every other orb in the room.

:  A wall of glass surrounds the outer walls of the 
installation, reflecting the orbs and creating an 
illusion that they stretch into infinity, which 
produces a sense of awe and wonder. 

:  This installation hints at a future when technology 
can be used to turn the intangible into a tactile, 
sensory experience.

team-lab.net/en

The Homogenising and Transforming World installation by TeamLab, Tokyo3
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Luxury showrooms that recreate the broad and 
seamless experience of online shopping in a physical 
environment will be a key evolution of the bricks-
and-mortar store over the next decade. Australian 
brand Sneakerboy demonstrates beautifully how  
it can be done.

:  The store, which opened in Melbourne in 
September 2013, holds no stock, only a range  
of samples for fitting.

:  Consumers pay for their products in store 
using the Sneakerboy app on their phones or on 
Sneakerboy’s in-store iPads. But they leave the 
shop empty-handed.

:  Once a purchase has been made, an order is sent 
to a warehouse in Hong Kong, which ships the 
sneakers directly to the customer’s home.

:  Without stock to shift, Sneakerboy can switch 
its products with the flexibility of an online store. 
‘We’ve been able to present online-type collections 
in physical spaces,’ says Chris Kyvetos, founder  
of Sneakerboy.

marchstudio.com.au

Sneakerboy, Melbourne4
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Marketers, designers and retailers are  
embracing the science of sound and dreaming 
up soundscapes in a bid to create unique sonic 
identities for their brand. 

French designer Mathieu Lehanneur created  
a dramatic interior for cultural space Electric.  
It is centred on a high-tech sound system  
disguised as an architectural tree.  

:  Created in collaboration with architect Ana 
Moussinet, the glossy black tree is made from 
lighting projectors and electric cables.

:  An intricate system of lights and speakers can  
be adjusted to accommodate different events  
such as gigs, club nights and dining.

:  The large customisable space also features 
minimal soundproofed modules allowing  
customers to find calm among the crowds.

mathieulehanneur.fr

Electric by Mathieu Lehanneur, Paris  5
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Factional storytelling is fast becoming an intrinsic 
part of the dining experience for restaurant brands 
aiming to capture an experience-hungry  
Millennial audience.

Edgy Parisian eaterie Miss Ko was designed 
by Philippe Starck and uses a blend of digital 
technologies to portray the fictional lifestyle of the 
eponymous brand name, plunging diners into a 
beautiful and chaotic vision of Asian street culture.

:  A 26m-long table that spans the length of the 
restaurant is made from digital screens playing 
news channels from Asia.

:  A dragon animation, by graphic designer François 
Chalet rides across the screens on the tables, 
catching the eye, disrupting the news channels, 
and adding to the feeling of energy.  

:  Animations are projected onto walls and floor, 
where colours and furnishings collide. ‘Miss Ko is  
a breath of madness, it’s truly insane,’ says Starck.

starck.com/en

Miss Ko by Philippe Starck6
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Light switches are going the way of sundials and 
typewriters. Soon, apps and sensors will have 
rendered them obsolete.   

The Conductor, British designer Faye Toogood’s 
interactive installation for contemporary furniture 
company Established & Sons, in London was the 
last flourish of this disappearing technology. 

As more retail experiences become digitised, brands 
will create revivalist experiences with a nostalgic 
aura to appeal to digitally overloaded audiences.

:  A tangle of wires linked 160 fluorescent bulbs to an 
‘organ’ of old-fashioned toggle switches embedded 
in luminous bricks of resin. Visitors stood at the 
switchboard and conducted their own symphony  
of light and sound.

:  By giving visitors to the installation control of the 
switches, The Conductor celebrated what Toogood 
called ‘the beauty behind electronics’. 

:  Small contact microphones amplified the flick of 
the switch. ‘When you’re there, you’re almost a  
DJ of light,’ says Toogood.

studiotoogood.com

The Conductor, Faye Toogood7
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For Generation I kids, born after 2002, retail is 
viewed through a prism of ever-proliferating screens 
and mobile phones. 

Innovative brands are using experiential and 
immersive strategies to attract them into their 
physical stores.  

The AER store in Shenzhen, China, is an 
interactive playground that appeals to the 
sensibilities of Generation I. 

:  A giant interactive screen at the App Bar enables 
young hands to test all the brand’s apps.

:  Pegboards on the walls and freestanding furniture 
mean the interior is an ever-shifting backdrop 
that never allows boredom to set in. ‘As children 
walk through the store, they constantly discover 
creative and innovative displays that attract 
their attention,’ explains Esther Muñoz, brand 
consulting manager at Coordination Asia.

:  Products are zoned by target customer and 
presented alongside similar apps and accessories. 
To appeal to children, bright graphic animals 
are designed to hold headphones while shallow 
aluminum trays display mobile phones. In  
contrast, a mahogany table holds black products  
for older consumers.

coordination.asia

AER store by COORDINATION ASIA, Shenzhen8
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The long, slow death of the album means live shows 
are the real revenue driver for today’s artists and 
performers. As a result, live gigs need to be mind-
bending experiences that capture the imagination 
of a digitally savvy audience who are paying serious 
money to be there.

Rapper Kanye West has fully grasped the need for 
shock and awe. For his Atlanta show on his 2013 
world tour, he worked with set designer Es Devlin  
to blur the boundary between reality and fantasy 
and make himself larger than life.

For today’s younger consumers, especially 
Generation D and Generation I, the experience of 
the event is as important as the message  
of the songs.

:  A set of imposing screens put West at the middle of 
a 360º digital environment, pulling the audience’s 
attention to a clear focal point. 

:  Harsh weather conditions were projected onto  
six different screens, creating a powerful narrative 
that complimented the sound of West’s music.  
‘It’s electronica meets nature,’ says Devlin. 

:  Projections covered the screens but also the  
artist, making it seem as if he was immersed  
in the surroundings. 

esdevlin.com

Es Devlin for Kanye West9
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10
The usual museum experience is ‘look but don’t 
touch’, but Universal Everything’s captivating 
audio-visual installation at the Media Space gallery 
in London’s Science Museum encouraged users to 
collaborate, appealing to the curator generation who 
prefer to create rather than consume. 

The installation brought human movement and 
computer coding alive in an abstract,  
architectural setting.

:  A 360º curved wall displayed projected content, 
immersing viewers in an evolving digital show.

:  Visitors could interact with the installation  
by using their touchscreen phones to render  
their own animations, which then appeared  
within the projection. 

‘We wanted to involve the visitors in the creation 
of the work, to challenge the traditional role of 
audience versus artists,’ says Matt Pyke, founder 
and creative director of Universal Everything. 
‘The work only existed because of the audience 
contributions.’

universaleverything.com

Universal Everything & You installation at the Science Museum, 
London, by Universal Everything
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Add a digital layer
Seduce consumers away from online 
shopping like new brand Saturday  
whose store in Tokyo uses iPads and 
seamless smart technology to create a 
digital destination.

Tell techno tales
Deploy narrative know-how like Diageo 
Johnnie Walker House in Seoul, where 
audio-visual installations and digital 
blending tables are a masterclass in brand 
storytelling.

Empower escapism
Blend art and technology like the chain-
reaction orbs of TeamLab’s Homogenising 
and Transforming World installation 
in Tokyo to create dreamlike, playful 
environments for your consumers.

Build a cyber showroom
Millennial consumers want bricks-and-
mortar stores that mirror the online 
shopping experience. Sneakerboy’s cyber 
showroom in Melbourne shows you how to 
ride that particular wave.

Unleash a sonic identity
Electric in Paris employs an elaborate 
array of lights and speakers to build a 
unique soundscape. Hook consumers with 
a sonic signature for your brand.

1
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Be factional
Hip Parisian restaurant Miss Ko uses 
edgy animation and digital technology to 
create a ‘real’ lifestyle for its eponymous 
fictional brand character. Use faction to 
deepen your brand narrative.

Harness retro tech
Almost obsolete technologies can cast a 
nostalgic spell on digitally overloaded 
audiences. Note designer Faye Toogood’s 
use of tangled wires and old-school light 
switches for The Conductor installation.

Open a digital playground 
Generation I, born after 2002,  
are looking for experiential and 
immersive digital experiences in 
physical stores. Provide an interactive 
playground such as the AER store in 
Shenzhen, China.

Leverage live
Follow in the footsteps of Es Devlin, the 
set designer who turned rapper Kanye 
West’s 2013 tour into a multimedia live 
experience to rival anything online.

Curate and collaborate 
Emerging tribes want to create and 
curate rather just consume. Follow the 
lead of Universal Everything, who used 
touchscreen technology in its installation 
at the Media Space gallery in the Science 
Museum in London. 
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Disruptive Data, Bespoke Beacons, Collaborative Cars, Brand Accelerators, 
Correlation Cures and Augmented Everything are identified, unlocked  
and explained.

Our Futures 100 panel of industry 
insiders and analysts, which includes 
Dave Coplin, chief envisioning 
officer at Microsoft UK and John 
Lunn, global director of PayPal’s 
developer network offers insights 
and observations on the technological 
advances that will matter to brands  
in this decade and beyond.
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‘What will happen next is that the advanced 
analytics will get simplified and become 
available not just to Google and Microsoft 
but to the bloke running the butcher’s on 
the high street.’

Dave Coplin, chief envisioning officer, Microsoft UK
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Disruptive Data

A new wave of technological disruption is on the 
horizon as advances in machine learning make  
the analysis and utilisation of Big Data an everyday 
tool for brands of all sizes.

‘It’s going to mean a completely different style of 
retail for the way that we live today,’ says Dave 
Coplin, chief envisioning officer at Microsoft UK.

‘It will transform the way that human beings shop, 
communicate and interact. In some ways, it will 
change what it means to be human.’

Big Data is currently simply too overwhelming to 
be of any practical use. ‘That will change with the 
next generation of machine learning doing the heavy 
lifting,’ says Coplin.

‘It isn’t about analysing big data sets. It’s making 
intuitive connections between different data sets 
that will be a truly innovative and disruptive way to 
gain insights into human behaviour.

‘Machine learning is beginning to automate this 
process, using new algorithms to allow retailers to 
leverage huge amounts of customer data to create 
new services and methods of delivery.’

Retail’s understanding of its consumers will become 
incredibly granular. ‘It won’t simply be a matter of 
a digital system realising that if I like Superman, I 
might also like Batman,’ says Coplin.

‘The system will know whether I like the dark 
brooding brutal Batman or the slightly camp 1960s 
version – and that will fundamentally change what 
it recommends for me next.’

Coplin believes the level of machine learning 
necessary to effectively mine Big Data will be 
available by the end of the decade. 

‘Many of the building blocks, such as a Cloud 
infrastructure, are already in place,’ he says.

‘What will happen next is that the advanced 
analytics will get simplified and become available 
not just to Google and Microsoft but to the bloke 
running the butcher’s on the high street.’

Coplin feels that the biggest barriers to this 
Big Data future will be sociological rather than 
technological. ‘Are we ready for a world in which our 
technology has that kind of insight and makes those 
kinds of connections?’ he asks.

‘There are huge privacy issues because at this  
stage consumers feel their data is being abused to 
deliver offers of goods and services that they don’t 
much want.

‘But that will change. A few retailers and online 
brands will begin to deliver incredibly insightful 
value, and people will begin to trust them to use 
data to make their lives better. That’s the big 
journey we are setting out on right now.’ 

John Elkaim, vice president of marketing at 
consumer management consultant Gigya, believes 
that the first step of that journey is already 
underway as brands negotiate formal rules of 
engagement over consumer data.

‘Worries about intrusion and spam are huge with 
consumers,’ he says. ‘That’s why we ask the users 
what kind of information they want to pass on and 
stick to that agreement.

‘That allows us to create a trusted relationship 
between the consumer and the brand. You have to 
adhere to a code of conduct with data or you lose all 
trust, quickly and for good.

‘There’s going to be an expectation of transparency 
from consumers and there is a huge opportunity for 
brands that communicate clearly about their data 
handling.’

Elkaim feels that more and more consumers will 
be willing to negotiate away their privacy to take 
advantage of the next wave of Big Data analytics.

‘If you make the retail experience seamless, then 
the questions about privacy disappear, because the 
reality is a choice between a personalised experience 
that’s going to make your life easier and an 
anonymous choice where you’re going to have a lot of 
friction,’ he says.

‘By making the proposition clear up front – that 
you are taking data to provide a better, more 
personalised service – you can reach a positive 
understanding with your consumers.’
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Bespoke Beacons

Beacon technology will be the secret weapon 
that allows bricks-and-mortar retailers to 
fight back against their online competitors by 
offering previously undreamt of levels of hyper-
personalisation.

‘It’s not a level playing field right now,’ says John 
Lunn, global director of PayPal’s developer network. 
‘Online, a brand knows where you’re from, where 
you live, what items you’ve looked at, and what you 
bought last.

‘Walk into a store and you are a complete stranger 
that the staff know nothing about. Beacon 
technology will soon change all that.

‘The great thing about the technology is that you 
don’t even need to take your smartphone out of your 
pocket because you’ve already given the software 
permission to use beacon.

‘Suddenly, you will walk into a store and the staff 
will instantly know who you are and where you are. 
In fact, they know you looked at a particular pair of 
jeans online last night and they can say ‘We’ve got 
them in your size. Want to try them on?’

‘All your data is linked together and it basically 
means that shopping in a store becomes a much 
better, more bespoke experience.

‘It’s like going back to the future. In five years, 
beacon technology will give us the same 
personalised service that your grandmother  
enjoyed when she walked into her local shop and  
the shopkeeper knew her favourite bread and 
flowers, and how she liked to pay.’

Collaborative Cars

By 2018, automotive technology will begin to 
produce the Collaborative Car: an ultra-connected 
and digitally personalised automobile that that you 
can drive yourself – or allow to drive you.

Insiders see it as a hybrid alternative to the totally 
driverless car being envisioned and tested by the 
likes of Google. ‘The idea is a car that you drive 
manually when you fancy it, when you enjoy it,’ says 
Pierre Sigrist, software manager Europe of Visteon 
Software Technologies. Visteon are working with 
car manufacture Renault on the next generation of 
connected cars.

‘But the moment you hit a traffic jam, or even a not 
very interesting stretch of road, you switch into 
delegation mode and let the car drive itself while you 
do something else.

‘It’s about providing free time, while giving you back 
the pleasure of driving when you really fancy it.’

Sigrist feels that the Collaborative Car will 
incorporate a whole new level of personalised 
connectivity. ‘It’s not just a matter of providing 
the connection to the network – it’s being able to 
integrate your ecosystem within the car,’ he says.

‘You will simply plug your smartphone into the car’s 
software and it will immediately connect with all 
your favourite networks, apps, music and films.

‘That’s the direction we are heading in – a car that 
can drive itself, depending on the circumstances, 
depending on the road conditions, to offer the driver 
the capability to use this hyper-connectivity. Having 
a delegation mode but not being able to use the free 
time you have recovered – just sitting in the car 
doing nothing – does not make any sense.‘

Brand Accelerators

Major retail brands will increasingly become 
technology patrons, pinpointing, encouraging and 
financing the start-ups that they believe will provide 
innovative tech solutions for their business.

‘We actually starting to see major retail brands 
investing in technology incubators and accelerators, 
such as the Bakery and Collider12 in London,’ says 
Bindi Karia, vice-president of Accelerator at Silicon 
Valley Bank.

‘The big brands are becoming innovators and 
partnering with ad tech and media tech start-ups 
working on ideas for retail environments. They 
provide finance and sometimes even acquire them.’

Some leading retailers are going one stage further. 
‘Increasing numbers of big brands are launching 
their own tech innovation divisions,’ says Karia.

‘Marks & Spencer is a strong example. Tesco has an 
innovation lab that works closely with Microsoft on 
innovative technology solutions, and other brands 
are following suit.’
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‘At that point, there will be tons of biological signal 
in the Cloud, which will unearth surprising and 
unexpected insights about our health at a personal 
level, and a population level.’

The mass of health data at population level will 
trigger a medical and wellbeing revolution, says 
Microsoft’s Coplin.

‘With that amount of data, we will have a medical 
system that can use correlation rather than 
causation to begin treating serious health problems,’ 
he says.

‘For example, we did some research with Big Data in 
a hospital that revealed a correlation between people 
with mental health issues and depression and rates 
of recovery from heart surgery.

‘We don’t know why depression causes post-surgery 
complications, we just know it does, and so the 
hospital has started designing recovery programmes 
aimed at this group of people.

‘That’s the world we are moving into, ripping up 
thousands of years of science which tells us that we 
have to know why something happens. In a Big Data 
world, no, you don’t – and that is really, really hard 
to adjust to.’

Correlation Cures

Technology to track health and wellbeing is mainly 
the domain of a minority of dedicated Self-Quants. 
But, over the next five years, wearable monitoring 
devices will become ubiquitous, sparking a  
data-driven revolution in medical diagnosis  
and treatment.

‘The first cohorts to adopt these technologies 
have been professional athletes monitoring their 
performance and Self-Quants with an appetite for 
consumer health tools,’ says Stephane Marceau,  
co-founder and CEO of wearable clothing 
manufacturer OMsignal.

‘But it is going mainstream fast and as the 
technology gets smaller and cheaper it will permeate 
every aspect of our lives. Everything wearable that 
can be connected, will be connected. Watches, socks, 
glasses – it’s inevitable.

‘In a few years, you’ll go to Bloomingdale’s or even to 
Macy’s and you won’t even ask – you will expect the 
shirt you buy to be connected and to help you live  
a fitter, healthier life. That’s going to be the base  
line expectation.
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‘[Wearable technology] is going mainstream 
fast. Everything wearable that can be 
connected, will be connected. Watches,  
socks, glasses – it’s inevitable.’

Stephane Marceau, co-founder and CEO, OMsignal
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In retail, AR will very quickly become ubiquitous. 
‘It’s one of the key options we are working on with 
retail partners who are looking for innovative ways 
to attract people into their stores,’ says Riffaud-
Cangelosi. 

‘We are developing AR markers and object 
recognition applications to guide shoppers to a 
particular shirt, to channel in-store promotions, 
to take consumers exactly where they want to go 
quickly and easily.

The day when all stores have AR is extremely close. 
Technically, we are talking about things that can 
happen tomorrow.’

The next stage of the AR revolution will be the 
introduction of in-store technology that does not 
require a mobile or wearable device to deliver hyper-
personalised information.

‘At the moment, you need to display the image on 
some kind of screen that the eye can read and  
pass the information on to the brain,’ says 
Microsoft’s Coplin.

Augmented Visions

Augmented Reality technologies will become not  
only be standard in retail environments but also  
be capable of a startling level of personalisation.

‘Within a few months, tablets and smartphones 
that you use to overlay digital information on 
to a physical environment will be completely 
unremarkable,’ says Valérie Riffaud-Cangelosi, 
senior manager at Epson Europe. 

‘We release our Epson Moverio BT-200 glasses 
in May, which allow you to download detailed 
information about any city and then walk around 
as street names and hotel directions are overlaid in 
front of your eyes by small projectors.

‘You can also watch a movie, you can browse the 
internet, look through your photo collections, and 
log into Facebook. In the near future, there will also 
be lots of applications around augmented reality 
gaming too.

‘There is a huge potential for developers to create 
really brand new applications that have never 
been created before. It’s an empty space where 
we have lots of opportunities for brand new and 
breakthrough ideas.’

‘But what if the environment is one giant screen –  
a screen that is aware of you as a specific individual 
and can reconfigure its output based on what you 
are doing?’

Microsoft is currently testing prototypes of such 
screens. ‘They essentially project cones of light 
in different directions so that you and I could be 
standing in front of the same billboard at a bus stop 
and see two completely different images,’ says Coplin.

‘Imagine how this would work in a store: you 
know who I am, and what I’m here to do from the 
interaction between the in-store software and my 
wearable devices.

‘Now you can project the information I specifically 
need on screens around me, on the floor, on the 
shelves that I’m looking at. I don’t need a device 
because there are devices all around me. 

‘This is the real answer to retail engagement in the 
future. The concept of carrying a device, of wearing 
a device, is actually, from a human perspective, the 
wrong answer. 

‘We need an entire retail environment that is aware 
of the individual human and can interpret that 
human’s particular needs.’
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Use Disruptive Data
Prepare for the machine-learning 
breakthrough that Dave Coplin, chief 
envisioning officer at Microsoft UK, 
predicts will put disruptive Big Data 
analysis at the disposal of brands big  
and small.

Earn Data Trust
Follow the advice of John Elkaim, vice 
president of marketing at consumer 
management consultant Gigya, and build 
relationships of trust around the use of 
consumer data.

Build Bespoke Beacons
Introduce the beacon technology that John 
Lunn, global director of PayPal’s developer 
network, believes will allow bricks-and-
mortar stores to provide a better-than-
online personalised service.

Get into Collaborative Cars
Design the apps and software that will be 
part of the cabin ecosystem of the ultra-
connected, driverless Collaborative Cars 
envisioned for later this decade by Pierre 
Sigrist, software manager Europe of 
Visteon Software Technologies.

Launch a Brand Accelerator
Bindi Karia, vice-president of Accelerator 
at Silicon Valley Bank, points to the way 
major brands are investing in innovation 
labs and technology accelerators. Follow 
in the footsteps of M&S and Tesco.
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2
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Be Ubiquitously Wearable
Wearable health trackers will rapidly go 
mainstream, says Stephane Marceau, co-
founder and CEO of OMsignal. Prepare to 
build wearable tech into your glasses, sock 
or shirt range.

Hatch a Correlation Cure
Billions of connected devices will usher 
in an era of correlation-based health and 
well-being solutions, says Dave Coplin of 
Microsoft. Get ready for the Internet of 
Healthy Things.

Reap an AR Bonus 
Within months, augmented reality 
retail will reach a tipping point on 
smartphones, tablets and glasses, 
says Valérie Riffaud-Cangelosi, senior 
manager at Epson Europe. Be first with 
a breakthrough AR app.

See beyond Google Glass
In a few short years, AR devices will be 
yesterday’s tech, says Dave Coplin of 
Microsoft. Gear up for a retail environment 
that is one big screen – Microsoft is already 
testing prototypes…
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