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New technology is making marketing more personable, more relevant and
more human. The power of artificial intelligence and machine learning,
combined with real-time technology and sophisticated production
capability, are enabling marketers to engage with the buying public in new
and exciting ways.
One challenge that confronts marketers is keeping track of what’s available
now, understanding what’s new and having a vision of what to expect
in the immediate future. The rapid development of both hardware and
software and their myriad of applications makes it practically impossible
for marketers to stay on top of the latest innovations.
However, having the right knowledge and understanding of successful
market trends/developments understanding is essential for any company
looking to embark on a digital journey. Deciding what technology to
use, which service providers to partner with and how to roll out new
integrations has far greater cost and reputation implications and impact
on the business, thanks to the integrated nature of business and marketing
systems.
Future40 is the result of our observations. To provide an overview of
what’s possible, we reviewed hundreds of technology companies, of which
we selected 40 that are making a real difference for their clients. These
companies cover 12 broad categories and are in various stages of growth,
yet their impact is visible.
We have also included a section on the opportunities and challenges, and
provided some guidance for marketers wondering if a particular type of
technology is right for them. We hope you find Future40 an inspiring and
useful reference.

Greg Paull
Co-founder & Principal

Shufen Goh
Co-founder & Principal
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The Impact of New
Technology on
Marketing

The Impact of New Technology
on Marketing
Technology has transformed marketing by making campaigns more personalized
and immersive for people, and creating ecosystems that are more integrated and
targeted for marketers.
Marketing has changed more in the past two years
than in the last 5. We have moved from buying
television ads to building virtual worlds where people
can shop, play and be entertained. Omnichannel
strategies are the norm and an openness to
innovation has opened doors for marketers eager to
experiment with emerging technology.

Defining new technology
New technology in marketing can be defined by the
methods, systems, and devices that are the result
of scientific knowledge being used for practical
purposes. MRI scans used in neuromarketing is one
example. So are the sensors that connect IoT devices.
As the pace of technological development is speeding
up thanks to increased access to knowledge, there
are thousands of new technologies available today
that support marketing. From content generation to
personalization, collection, and funnelling of data and
reporting, there seems to be many new platforms for
creating touchpoints with consumers.

The influence of technology
on marketing
And it’s not just the interface between brands and
people that has been transformed. New technology
in marketing has permeated the infrastructure and
systems on which companies are built, delivering
value to procurement and adding to the bottom line.
In 2013, 47% of US marketers focused on creativity to
drive marketing strategy. Last year that number was
29%. In 2022, for 56% of marketers, both creativity
and technology will play an equal role in determining
where and how they engage with their customers.
30% will prioritise technology over creativity.
Us Marketers Whose Company’s Marketing Strategy Is
Primarily Driven by Creativity vs. Technology,
by Timeframe, Q1 2018
% of Respondents
5 years ago
Today

Technology

What marketers need

To better grasp why this is happening, we only need
to look at where people get their information, their
desired modes of entertainment and their shopping
preferences.

We can also look at what marketers want from brands
to see why new technology like blockchain and
chatbots are growing in adoption and use. In this way,
technology is less a transmitting device and more a
tool for better communication.

Connectivity
There are about 4 billion internet users
online, meaning that 50.8% of the global
population is connected. In the next three
years, China and India will add more internet
users than what exists in the US today.

Mobile

Personalization at Scale
People respond better to offers when they
are recognized as individuals. In a study by
Monetate and WBR Research, 93% of businesses with advanced personalization strategies reported an increase in revenue in 2018.

More than 5 billion people have mobile
devices, and over half of these connections
are smartphones. That being the primary
communications device in many people’s
lives, marketers are eager to win a place on
the screen. It is anticipated that $93 billion
will be spent on mobile ads this year, over
$20 billion more than what will be spent on
TV.

Experiential Marketing

E-commerce

Of the US$63.4 billion that brands spent
on programmatic in 2017, as little as 27%
made it to working media. Up to 12% of
those dollars were lost to ad fraud, and an
astounding 55% fell victim to the so-called
“tech tax” that is applied at each stage of a
programmatic buy.

Over 2.14 billion people worldwide are
expected to buy goods and services online
in 2021. This is up from 1.66 billion global
digital buyers in 2016.

Compared to digital marketing, experiential
initiatives that create emotional bonds
between consumers and brands can have ten
times the return on investment, building
measurable loyalty.

Accountability and Transparency

Entertainment

5 years in the future
Creativity

Being where consumers are

Equal mix of both

Note: read as 47% of respondents identified their company’s marketing strategy 5 years
ago as primarily creativity-driven, while 29% of respondents described their company’s
marketing strategy today as primarily driven by creativity.
Source: Walker Sands Communications, “State of Marketing Technology 2018: Maximizing
the Value or Martech Innovations,” July 11, 2018

One-third of online activity is spent watching
videos online, with half a billion people
watching videos on Facebook every day. This
year will be the first time people will spend
more time online than watching television.

www.marketer.com
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More budget to grow revenue

51%

of marketers think that customer
behaviour in the next 12 – 18 months
will be driven by technological
developments – mobile, AI AR, VR, IoT
(Clickz, 2019)

Keeping track of trends

A partnership between marketing
and technology

Keeping track of new technology is not an easy
exercise, as each category is individually complex and
constantly evolving with changes in hardware and
software.

To really understand how best to apply new
technology to a brand or product, marketers will
need the assistance of their company’s technology,
information and legal departments.

A marketer’s awareness of new technology is reliant
on market relevance and demand, and often, by the
time the news of its application and case studies
reach the mainstream, the technology is already on to
its next phase.

The challenge for marketers will not be what to do
with the data they collect, but how they use it. You
can have the most sophisticated technology, but
without marketing intelligence that unifies data
insights, the technology will not deliver the ROI you
expect.

Take Augmented Reality (AR) for example. First
developed in 1968, the technology only reached the
mainstream market in 2009 with the smartphone
revolution.
Today, the use of AR is growing thanks to the
affordability and popularity of smartwear technology.
It is applied to categories as diverse as retail and
sports, automotive and manufacturing. eMarketer
expects 68.7 million people in the US to use AR at
least once per month in 2019.
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The cost of investment in new technology is a
common concern for marketers, although, as with
all technology, total cost is expected to decrease as
economies of scale and competition among service
and platform providers increase.
Marketing technology spend is also likely to rise as
marketing budgets grow.
Total ad spend in the US is anticipated to grow 24%
between 2018 and 2022, from $220.96 billion to
$274.44 billion, while the share of budget dedicated to
marketing technology is anticipated to remain stable
over that same timeframe, at 30% in 2018 and 32% in
2022.
Which technology category will receive the most
investment is dependent on the type of company
and the level of implementation required. Some
technologies require minimal integration with legacy
systems, while others demand extensive integration.
However, the investment is justified by the amount of
revenue these technologies are anticipated to bring
in for companies. Greater digital interactions will
generate more data sets, which will allow retailers to
better customize promotions, prices and products for
each customer, dynamically in real time.

AR/VR

$20.4 billion
Worldwide spending on augmented reality and virtual
reality (AR/VR) in 2019 (IDC).

CHATBOTS

30% saving on $1.3 billion
Businesses spend nearly $1.3 trillion to service 265
billion customer requests. Using Chatbots can help
you save up to 30% of this.
(Chatbot Conference NYC 2019)

BLOCKCHAIN

$2.9 billion
Worldwide spending on blockchain solutions in 2019.
(IDC)

LIVE VIDEO

$11.69 billion
US social network video ad revenues in 2020.
(eMarketer)
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How Technology
Creates Opportunities
for the Modern Marketer
Whether it’s the use of chatbots or the application of neuromarketing techniques,
thanks to new technology, marketers have a wide range of opportunities to develop
their brand, engage with customers and optimize their investment.

www.R3future40.com

Procurement teams benefit greatly from blockchain technology in
marketing as it can be used to share information about manufacturing
and provenance, to tracking POs and receipts.

Elevates Customer Experience

Capturing a person’s attention and directing them to an offer have never
been easier, thanks to the capabilities of location-based programmatic
technology.

Customer experience is the battlefield for CMOs. Better marketing data
will be key to reducing customer churn and increasing lifetime value by
creating more personalized experiences and delivering more accurate
service.

Overcomes Language Barriers
Advancements in natural language processing (NLP) and AI have led to
the ability of chatbots to understand hundreds of different languages and
fully converse with the customer.
A survey in ten countries by Common Sense Advisory found that 60% of
consumers rarely or never make purchases from English-only sites. 75%
want to make purchases in their own language.
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Blockchain creates systems that require fewer internal resources to
achieve more transparent outcomes. It decentralizes communication
between different parties and documents and verifies all activity.

Creates Proximity

A 2018 study by Lawless Research and Factual showed that over 80%
of respondents consisting of data buyers saw an increase in campaign
effectiveness when location-based data are used to personalize the
customer experience.

</>

Increases Transparency

One example is how neuromarketing can help marketers better
understand their customer’s biases and use them to their advantage.

Develops New Environments
Retail in the future will include brick-and-mortar stores, online checkouts,
and virtual universes.
With AR and VR technology, people will be able to interact with products
in applicable use scenarios, “try” before they buy, and journey to
destinations if there is travel involved. This creates higher levels of recall
and emotional engagement, as well as virality.
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Applications of
Technology in Marketing
Inverted
Search

BRAND AWARENESS
How brands expose
audiences to content
and imagery to create
emotional connection,
awareness, and demand.

BRAND AS
PUBLISHERS

VIDEO
FLUIDITY

STORY RULES
Delivering brand imagery,
stories, and information to
customers through
traditional and digital
channels.

CONTENT

CONTEXT

CURATED
CURATION

ANAPHORMIC
ADS

Kinectic
Interfaces

LocationBased
Analytics

Gamification

Open-source
Brands

LocationAware Offers
Data, media, automation,
and personalization combine
to provide an immersive,
quantified customer
experience.

STUFF GETS REAL
Technologies that allow
us to physically interact
with the digital world
and vice-versa.

PHYSICAL/
DIGITAL BLEND

Predictive
Analytics

The New Now

D2D
Commerce
Personalized
Pricing

BY THE NUMBERS
Information from
mobile devices, sensors,
social media, public and
third parties, combined
with enterprise data.

CONNECTED
CUSTOMER

Consumerization

of JIT

Expertise on
Demand

App-Me-Not

THE BIG PICTURE

CROWD POWER

SOCIAL

Smart
Spaces

Augmented
Reallity

Geo-social
Networks
Giving customers a
greater voice and
providing new ways for
user-created content and
ideas to come to the fore.

Agents
and Proxies

Apps
Everywhere

Real-Time
Brands

Social
Analytics

PERSONALIZATION AND
MEASUREMENT
Ways to create custom
experiences and
1-to-1 relationships with
customers, then measure
the results.

Offering personalized
experiences at the precise
time, place, and format that
they are most engaging to
consumers.

TRANSMEDIA
STORYTELLING

Quantified
Experience

CUSTOMER
ENGAGEMENT
How brands interact
with customers and
create differentiated
experiences.

CONTENT FINDS YOU

Interruption
Interrupted

Multi-Screen
Analytics

Big Data

360-Degree
CRM

All-Media
Metrics

Next

Sooner Than You Think

Source: Microsoft
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Applications of
Technology in Marketing

Challenges to Implementing
New Technology

It all sounds good, but where does a marketer start?

What should marketers pay careful attention to?

Having a single view of the customer
STAKEHOLDER ALIGNMENT

SPECIALIST RESOURCES

Is the management/business team
convinced of the need for
and value of investing in a technology?

Do you have technical experts
on your team who understand
the underlying technology?

Does your team comprise of marketing
people who understand how the
technology can be best applied to your
customer base?

Does your agency partners or creative
team have the skills to produce content
for this platform?

UNDERSTANDING THE
INTERNAL LANDSCAPE

UNDERSTANDING THE
EXTERNAL LANDSCAPE

Do you have a robust evaluation
process and criteria /
requirements checklist for your
technology partner?

Do you know the technology
that the competitors within
your category and region use?

Do you have a complete view of
the existing technology tools and data
sets with which the technology will have
to integrate?
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Do you know how the effectiveness and
performance of this technology are being
measured in your market?

Call it profiling or identity linkage, but having clear customer personas based on
real data is essential if the technology is going to be effective. The more developed
a profile is, the higher likelihood that the technology will generate a unique and
relevant experience.

Obtaining better data
90 percent of data available is relatively new due to the advent of the Internet and
emergence of social channels in the last three decades. The issue is not the volume
of data that each company has access to, but the quality of the data and how they
are matched.

Digital asset management
As much of new technology requires information in real-time to produce
personalized and relevant communication, ensuring that your digital assets are
accessible, compliant and secure is paramount. This will provide a clean data
stream for any of the platforms or devices that are connected to your system.

Skilled resource
Having the right team to be able to build a strategy and work with technology
partners might require training. If the technology is more complex, like blockchain
or neuromarketing, hiring talent with experience in the field might be beneficial for
the team.
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New Technology
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Deciphering the Technology
Artificial Intelligence

Future of Retail

Augmented Reality

Internet of Things (IoT)

Technology that enhances a
real-life environment by layering threedimensional artificial objects on top of it.

The extension of internet connectivity into
physical devices and everyday objects which
in turn provide data to marketers.

Blockchain

Live Video

The ability to leverage customer data
and AI concepts like machine learning to
anticipate your customer’s next move and
improve the customer journey.

A reliable, difficult-to-hack record of
transactions and ownership. In marketing,
it provides marketers with a more secure
way to encrypt sensitive data.

Technology that can influence customer
experience (CX) and use AI to drive future
spending and brand preference, both online
and in-store.

Broadcasting a live video feed to an online
audience; enables marketers to promote
their products or services in real time.

Neuro
Chatbots

Computer-generated programs that use
artificial intelligence (AI) to initiate and
carry on conversations with consumers.

Technology that uses the principles of
neuropsychology to study consumers’
sensorimotor, cognitive, and affective
response to marketing stimuli.

Digital Transformation

Programmatic

Service providers that help brands digitize
offerings and creative tech-driven service
models and platforms.

Future Consumers

Digital-first companies that create
content and experiences that leverage
technology to engage consumers in an
impactful and meaningful way.
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Automated bidding on advertising inventory
in real time, for the opportunity to show
an ad to a specific customer, in a specific
context.

Virtual Reality

The use of computer technology to create
a simulated environment where the user is
placed inside an experience.
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Artificial Intelligence
Cases of AI in marketing

AI helps marketers make accurate predictions by analyzing past and
present customer behavior patterns, and incorporate insights to create
optimized and targeted campaigns. It can be applied to consumer-facing
technology (like chatbots and interactive billboards) and power the
software systems that run a company’s finance to CRM platforms behind
the scenes.

Search
Whole Foods uses an AI-powered chatbot in
Facebook Messenger to let customers find products
they’re interested in and discover recipes specific
to that product. Users can also select an emoji, like
a jalapeno or a banana, and then receive recipe
recommendations using those products.

Today’s data-driven marketers are using AI to help them measure their
progress, grow revenue and reach customer goals while taking into
consideration the multiple variables that affect business today. According
to Gartner, 30% of companies worldwide will be using AI in at least one of
their sales processes by 2020.

Products
Proven Skincare customizes its product
recommendations for each individual by using AI to
aggregate data from 8 million consumer reviews,
100,000 skincare products, 20,000 ingredients and
4,000 academic journals.

How are companies using AI in marketing?
Adaptive UI and optimized UX
Consumer-based responsive
websites

Auto-streamlined operations
Automation of operations

Truly targeted lead
generation
Targeted connections and
dialogues

Would your brand benefit
from AI technology?
Does your brand:
Need to make decisions quickly
Process a high volume of data
Require customized service
Benefit from personalized marketing
Appeal to target audiences
Benefit from social listening and
sentiment analysis

Email
Lingerie brand Cosabella increased revenue from
email by 60% year-on-year by using AI to analyze
two years’ worth of customer data and applying the
insights to create more personalised and targeted
emails at scale.

Smaller sales cycles
Automation of sales

Benefits
•
•
•
•
•

Costs
•
•
•
•

End of guesswork & reduced
trial error
Insight-based approach to
predictive analytics

Intelligent customer view
Proactive sales funnels
Streamline business process
Targeted lead generation
Higher accuracy

Technology
Application development
Security
Data management

Less labor-dependent
Automation of marketing

15,648,548
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Augmented Reality
Examples of AR in marketing

AR marketing takes available digital data and creates an integrated
3-D image of a product. It allows consumers to experience a product up
close and personal though apps. AR marketing is so popular, its growth is
expected to reach $117.4 billion by 2022.

Home Depot
Home Depot uses an AR app to help customers
envision what paint color from their store might look
like on their walls, and also see how objects like patio
furniture, faucets and other products look in their
home.

How are companies using AR in marketing?
What best describes your company’s use of
augmented reality marketing?
Non-users
10%

L’Oréal
L’Oréal has used AR technology to help people
virtually test millions of beauty products, discover new
products and buy them online or find them in stores.

Key industries driving adoption

19 Crimes

Integrated
10%

Fashion, luxury,
and beauty

Retail

Entertainment
and gaming

> 1 year 25%

Current
users 55%

Food and
beverage
services

CPG

Consumer
durables

Australian wine brand 19 Crimes uses AR to tell the
story of the criminals featured on its wine bottles.
Using an app, people can listen to history’s most
interesting criminals share their stories.

Would your brand benefit
from AR technology?
Does your brand:
Depend on visuals
Sell products that are customizable
Provide high volumes customer support
Rely on user manuals and instruction
Provide extensive training
Require payment authentication

Benefits
•
•
•
•
•
•

Costs
Future
users 35%

Automotive
<1 year 10%

Experimenters 45%

Financial
Institutions

Tech

•
•
•

Personalization
Virality
User-created content
Interactivity
Repeat engagement
Cross-platform commerce
Technology
Application development
Security

Travel and
tourism
Sources: BCG
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Blockchain
Uses of blockchain in marketing

Blockchain technology has the ability to provide greater value to a
multitude of industries. With blockchain, marketers and consumers have
the ability to see and account for actual consumer engagement directly.
This can reduce the number of intermediaries in a process, thus saving
companies money.

Combat Ad Fraud
The growing discrepancy between what advertisers
pay for and what they get has had a negative impact
on digital marketing. A blockchain network can verify
whether ads are being delivered and if they’re going
to the right place.

How are companies using Blockchain in marketing?

Viewability
56.1% of impressions served across Google’s display
advertising platforms aren’t viewed by a consumer.
This has caused great frustration for advertisers
who pay for ads that people can’t see. Blockchain
technology implemented through browsers can
monitor the activity of the user anonymously.

Privacy
Someone requests a
transaction.

The requested transaction is
broadcast to a P2P network
consisting of computers,
known as nodes.

VALIDATION
The network of nodes
validates the transaction
and the user’s status using
known algorithms.

A verified transaction can
involve cryptocurrency,
contracts, records, or other
information.

Instead of using Google’s search engine and letting
Google be the intermediary between the consumer
and the advertiser, consumers can opt to use a
“decentralised” form of online search that utilises
blockchain technology.

Would your brand benefit
from blockchain technology?
Does your brand:
Require real-time monitoring
Keeps a record of each party’s activities
Tracks asset provenance
Require full transaction histories
Require accelerated transaction
verification
Require accelerated settlements
Currently require low-level steps for
verification

Benefits
•
•
•
•
•

Costs
Complete!

The transaction is complete.
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The new block is then added
to the existing blockchain in
a way that is permanent and
unalterable.

Once verified, the transaction is combined with other
transactions to create a new block of data for the ledger.

•
•
•
•
•
•

Distributed networks
Digitization
Consensus
Continuous updates
Cryptographic protection

Technology
Operational risk
Ecosystem management /governance
Security and privacy
Implementation
System duplications
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Chatbots
Examples of chatbots in
marketing

By 2020, customers may manage up to 85% of their interactions with a
company without ever even speaking to a human. The capabilities of
chatbots, however, are not limited to customer service. They can also serve
as an engagement driver, lead generator, and can even help with market
research.

Universal Studios

What is the acceptance of chatbots by industry?
40%

Share of respondents

30%

27%

Serve customers on social platforms

Domino’s Pizza

Benefit from proactive customer
interaction

Patrón Tequila

25%
20%

20%

Patrón’s “Bot Tenders” serve up a variety of cocktail
suggestions and provides recommendations based on
user preferences.

20%
15%

15%
10%

10%

Does your brand:
Provide extensive customer assistance

Require increased customer engagement
Experience high cart abandonment rates

Benefits
•
•
•
•

Costs
•
•
•
•

www.R3future40.com

Improved customer engagement
Marketing funnel guidance
Relevant notifications
Broadened reach
Technical framework
Platform build or subscription
Customization
Volume of interactions

Government

Car dealership

Insurance

Financial advice

Banking

Telecommunications

Sources: chatbotsmagazine.com
Statista, 2017

Healthcare

Online retail

0%
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Guests of Universal Studios can use a chatbot to book
and purchase tickets, as well as receive practical
information while at one of their parks. The bot even
has the ability to inform guests of ride wait times in
real-time.

Domino’s chatbot on Facebook Messenger allows
users to customize and order pizzas, as well as save
and repeat orders.

34%

Would your brand benefit
from chatbot technology?
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Digital Transformation
Examples of digital
transformation in marketing

Many marketers will have already begun revisiting some of their business
platforms, systems and models to meet the needs of digitally empowered
customers. However, the journey is a continuous one. With new technology
and evolving trends in consumer behavior, many early adopters find
themselves in competition with even newer business models.

Volkswagen
Volkswagen will have invested €3.5 billion by 2025 to
connect five million new Volkswagen vehicles to the
Internet of Things each year. Increased connectivity
will enable car owners to have packages delivered to
their car and receive personalized recommendations
based on location.

What are the stages of digital transformation?
BUSINESS AS USUAL
Organizations operate with a familiar
legacy perspective of customers,
processes, metrics, business models, and
technology, believing that it remains the
solution to digital relevance.

PRESENT AND ACTIVE
Pockets of experimentation are driving
literacy and creativity, albeit disparately,
throughout the organization while
aiming to improve and amplify specific
touchpoints and processes.

FORMALIZED
Experimentation becomes international
while executing at more promising and
capable levels. Initiatives become bolder
and, as a result, change agents seek
executive support for new resources and
technology.

INNOVATIVE AND ADAPTATIVE
Digital transformation becomes a way
of business as executives and strategists
recognize that change is constant.
A new ecosystem is established to identify
and act upon technology and market
trends in pilot, and eventually in scale.

CONVERGED
A dedicated digital transformation team
forms to guide strategy and operations
based on business and customer-centric
goals. The new infrastructure of the
organization takes shape as roles,
expertise, models, processes, and systems
to support transformation are solidified.

STRATEGIC
Individual groups recognize the strength
in collaboration as their research, work,
and shared insights contribute to new
strategic roadmaps that plan for digital
transormation ownership, efforts, and
investment.

Nike
Nike’s year-on-year revenue growth can be attributed
to its strong digital strategy. The athletic brand has
used new technology to digitally connect its products
to social media content, online and offline retail, as
well as experiences and events across the globe.

Starbucks
Starbucks app has become one of the most regularly
used loyalty rewards apps among major restaurant
chains. The app enables users to order and pay from
their mobile device, and even listen to music from a
playlist. The app is IoT-friendly and responds to voice
commands.

Would your brand benefit
from digital transformation?
Does your brand:
Process large volumes of data
Rely on data to inform decision-making
Need to track and analyze performance
and behaviour
Require customisation
Have a customer base that uses
smartphones
Benefit from accelerated payment
transactions

Benefits
•
•
•
•
•

Costs
•
•
•
•
•

Minimise labor and resource
Automation
Operational efficiency
Business agility
Scalability

Technology, hardware and software
Implementation
Training
Ongoing maintenance
Security

Sources: altimeter.com
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Future Consumers
Cases of marketing to Gen Z

Generation Z are those born in the mid-1990s to the early 2000s. By 2020,
they are expected to make up 40% of all consumers and their spending
power is close to $200 billion. They are the first generation to have grown
up in a mobile world and are consciously aware of the role that technology,
data and privacy in their everyday lives.

Culture and Content
Telecommunications company Sprint selected a
team that included Gen Z experts to run their youth
marketing program. Dubbed “Candybar”, the group is
strongly influenced by new technology and integrates
elements of youth culture to drive brand awareness
and brand loyalty through content and partnerships.

This group are looking for interactive and personalized ways to shop, be
entertained and educated. Though they value their privacy, they recognize
the value of personal information and view it as currency.

Language

How do Generation Z differ from Millennials?
Grew up during an
economic boom

M
Millennials

Born between about
1980-1996

Sources: visualcapitalist
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Tend to be
idealistic
Focused on having
experiences
Mobile pioneers

Grew up during an
recession
Tend to be
pragmatic
Focused on saving
money
Mobile natives

Prefer brands that
share their values

Prefer brands that
feel authentic

Prefer Facebook
& Instagram

Prefer Snapchat &
Instagram

Most were raised
by baby boomers

Most were raised
by gen xers

Z

Generation Z
Born between about
1997-2010’s

“Speaking the same language” as Generation Z
by communication using memes, GIFs, emojis and
textspeak can boost engagement. According to a study
by Bank of America, Gen Z are more likely than their
older counterparts to use emojis (95&, compared to
79%), acronyms (87%, compared to 69%) and selfies
(81%, compared to 45%) to converse with others.

New Platforms
English Premier League team, Liverpool FC, joined the
video app TikTok to share behind-the-scenes video
of their training and enable fans to revisit top goals
stitched with contemporary music. TikTok is currently
available in over 150 markets in the world, in 75
languages and boasts more than 500 million users.

How can your brand better
engage Gen Z using technology?
Brands can:
Leverage platforms to create community
Use AI to track sentiment in real time
Generate personalized marketing
Feed the need for more video
Use AR/VR to develop unique experiences
Use data to help them make better
choices

Opportunity
•
•
•
•

Brand awareness
Higher engagement
Brand evangelists
First-party data

Challenges
•
•
•
•
•

Technology
Conservative spenders
Demand for real-time response
Limited attention
Image-driven shoppers
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Future of Retail
Examples of the future of retail

A retail revival is in the air as new stores are popping up that integrate
features like eye tracking, robots and social shopping. The future of
retail is one that focuses on creating unique spaces while delivering an
unprecedented level of convenience and personalization thanks to data
collected across the shop floor.

Walmart
Walmart’s intelligent retail lab in New York uses an
array of sensors, cameras, and processors throughout
the store to feed information to its operations team.
With the data, the team is able to ensure that shelves
are stocked; carts are available; and registers are
open.

What areas in retail are executives investing in?
In-store experience will be US retailers’ 2nd largest area of marketing spend, with
55% of retailers investing in it by 2020.

Lexus

Top 5 Areas Retail Executives are Investing in for 2020

% of retailers

80%

60%

40%

20%

What can marketers expect
from using technology to
digitize their retail?
One-stop shop for consumers
Build subscriber base

Instead of taking a car for an actual test drive, Lexus
customers can use VR to test drive a car around a
virtual race track. Customers can also try different
models of cars and learn about each vehicle without
having to leave the dealership.

Drive traffic

Kroger

Create competitive advantages

Kroger Edge is a digital price tag technology that
displays pricing and nutritional information about
products. These tags can be updated in real time
and remotely, and there are plans for the tags to be
integrated with shopping lists on smartphones.

Reach new profit pools

Attract retail brands and partners
Scale the platform

Benefits
•
•
•
•

Costs
•
•
•

0%

Data tracking,
collection and
management

In-store
experiences

Delivery
systems

Loyalty program
& customer
relationships

Customer insight
Online and offline engagement
Increased loyalty
Increased frequency of spend

Technology
Payment security
Date privacy

Flexible
purchase &
returns

Sources: PSFK

34

www.R3future40.com

35

IoT
Cases of IoT in marketing

Marketers are able to use IoT to collect more data points about their users
so that more relevant and personalized engagement can be delivered.
There are currently more than 23 billion internet-connected devices
globally, with an estimated 75 billion expected by 2025. In the US, 43
million people already own a smart speaker device.

Nivea
Nivea Sun Kids produced paper bracelets with
built-in locators, which, when paired with Nivea’s
mobile app, allowed parents to set a maximum
distance their children could wander. If the child
wandered beyond the maximum distance, the app
notified the parent.

What is the value of IoT?

Diageo

$3.7 trillion

From improved customer
experience

$3.0 trillion

$14.4 trillion

Estimated value
of the global
Internet of
Things market by
2022

From reduced time to market

$2.7 trillion

In supply chain and logistics

$

$2.5 trillion

In reduced costs

$2.5 trillion

In increased employee
productivity

Diageo Whisky decided to position itself as the drink
to celebrate fatherhood by connecting around 100,000
bottles to the Internet so they could be used to send
a personalized, one-to-one digital video message to
fathers. In addition, the givers could easily personalize
messages with their own content.

Uber & Spotify
Uber and Spotify have successfully linked their
services so that customers can easily connect their
Spotify account to their Uber app and Uber can play
their music through the car’s speakers via their Spotify
accounts.

Would your brand benefit
from IoT technology?
Does your brand:
Benefit from real-time, contextualized
data
Have products embedded into people’s
every day lifestyle
Benefit from alerts or promotions based
on usage
Link with wearable technology or smart
homes
Benefit from real-time engagement based
on proximity or activity

Benefits
•
•
•
•

Real-time marketing
Decision analytics
Better customer experiences
High-quality data

Challenges
•
•
•
•

Infrastructure
Security and interoperability
Data storage
Data management

Sources: Forbes.com
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Live Video
Examples of live video in
marketing

The quality of broadcast streaming has led to the growth in live video.
Research reveals that 80% of people would rather watch a live video of
a given brand than read a blog post. 43% of viewers are even ready to
pay for live, exclusive, on-demand video from a favorite team, speaker or
performer.

Red Bull
Fans of Red Bull who could not attend the brand’s
“ultra-exclusive” weekend-long party in Miami Beach
were able to participate by logging into an app which
broadcasted the party live.

What impact does live video have on engagement?

Maybelline New York
Video Marketing’s Consumer Appeal and Impact

76%

85%

Total (18+)

59%

62%

66%
53%

Millenials (18-34)

57%

56%
45%

45%

To launch a new lipstick in China, Maybelline New
York took to the Chinese mobile shopping platform,
Taobao. The event was produced in one day and was
streamed to 6 million people. Viewers who wished to
buy the product could easily add it to their shopping
carts with one click.

Amazon
Amazon Live is a stream of shows in which hosts
showcase and demonstrate products for sale on
Amazon. While watching, viewers can browse the
products available, learn more about them and
purchase items without having to leave the screen.

Would your brand benefit
from live video technology?
Does your brand:
Invest in video production
Conduct demonstrations or provide
instructional training
Host events
Have an interesting behind-the-scenes
story
Have a strong social media following
Work with social influencers

Benefits
•
•
•
•
•

Easy to implement
Large audience
Longer viewing
Supported by many social platforms
Engaging

Challenges
Have purchased a
product or service
after viewing a video

Find it important
for products and
services to share
their information
through video

Report engaging
with a brand after
viewing a video on
social media

Feel that video is
more engaging
than other forms of
content

Find it helpful
when videos have a
distinct call
to action

•
•

Production
Technical equipment

Sources: Brightcove
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Neuromarketing
About 95% of consumer decisions are made subconsciously, and emotional
campaigns are more than twice as likely to generate a very high ROI. To
accomplish this, marketers need to understand the implicit associations of
consumers so they can measure the emotional potency and
brand-appropriateness of a product or campaign.

Neuromarketing studies human cognitive responses to stimuli in an attempt to
create effective commercial campaigns.

95%
70%

of fast-moving consumer goods
purchases are made at the shelf.

Sources: tdgNeuroBrand
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Campbell Soup
Campbell Soup redesigned its packaging by studying
changes in neurological markers, such as heart rate
and skin moisture, as consumers reacted to logo
designs, ads, and the product itself.

Why is neuromarketing useful?

of consumers’ decision-making takes
place in the subconscious mind.

Examples of neuromarketing

80%

of new product launches fail
to deliver predicted sales or
performance within the first three
months.

200,000x

subconscious thought processing is
200,000 times faster than conscious
thought processing.

FritoLay
PepsiCo Frito-Lay changed the texture and color of
its bags after it discovered that shiny bags featuring
images of potato chips activates the cingulate cortex,
a brain area producing feelings of shame and guilt.

PayPal
Using EEGs to evaluate brain waves of people
watching their commercials, PayPal learned that
speed of service is more enticing than security and
safety of service, which had been the theme of
previous advertisements.

Would your brand benefit
from neuromarketing
technology?
Does your brand:
Test effectiveness of advertising
Gauge price setting
Identify effective packaging
Evaluate satisfaction
Reveal hidden responses
Explore anchoring tendencies
Explore eye-tracking

Benefits
•
•
•
•
•

Fresh viewpoints
Insights into customer behavior
Non-conscious insights
Feeling measurements
Priming effects

Challenges
•
•
•

Ethics
Privacy
Legitimacy of scientific techniques
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Programmatic
Examples of programmatic in
marketing

Marketers have been attracted to the programmatic method for its
efficiency and automation and the technology is on its way of becoming the
default way to trade media. 65% of all money spent on advertising in digital
media in 2019 will be traded programmatically, though growth is expected
to slow as the market matures.

The Economist
When The Economist wanted to target
‘intellectually-curious’ readers who had previously
been reluctant to try the publication, it tapped into its
wealth of subscriber data to identify the most relevant
and engaging content to deliver, tailoring stories to its
audience.

What is the expected ad spend on programmatic?

Turner Sports

Global Programmatic Ad Spending Forecast

62%

65%

2018

68%

2019

2020

The company worked with Google to build audience
lists based on previous AdWord campaigns to identify
the most relevant audiences. The brand then gathered
real-time video from Tip-Off events in different cities
to roll out a programmatic campaign that matched
viewer with location and relevant video.

Lacoste
24%

% of digital media advertising traded
programmatically

19%

17%

Programmatic was used by Lacoste to repeatedly
refine its creative depending on data received about
viewers across markets.

Would your brand benefit
from programmatic technology?
Does your brand:
Have a wide scope of products
Personalization
Have first party data
Plateau in the Google Display Network
Have specific targeted segments

Benefits
•
•
•
•

Real-time data and insights
Improved targeting capabilities
Increased reach
Relevant impressions

Challenges
•
•
•
•

No guaranteed fill
Audience saturation
Low click-through rates
Can be expensive

% growth year-over-year in programmatic
ad spending

Sources: marketingcharts.com
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Virtual Reality
Brands can use virtual reality as an integral part of storytelling. The
technology creates imaginary environments for the purposes of gaming and
interactive storytelling, and simulates real situations to educate consumers
how to use and behave with a product.

Cases of VR in marketing

The North Face
The outdoor apparel company transported customers
to Yosemite National Park and the Moab desert in
Utah, where they could trek the landscape and rock
climb while shopping in the company’s retail stores.

What sectors use VR the most?

Lowe’s

Virtual Reality Users Across Different Sectors

40%

Travel and tourism

33%

Museum tours

Lowe’s Home Improvement in-store Holoroom
is aimed at customers who aren’t confident in
undertaking their own home renovation projects.
Users try out their projects in a virtual space, and “see”
their creations come to life.

Marriott

19%
Sports

23%
Concerts

34%

3D photos

36%
Movies

Using VR headsets, Marriott guests are able to take a
look at travel destinations in Beijing, Chile and other
regions.

Would your brand benefit
from VR technology?
Does your brand:
Sell products that are connected to
locations or the outdoors
Benefit from visualization before
purchase
Provide customizable options
Have multi-dimensional storytelling in its
narrative
Use a lot of video in your marketing

Benefits
•
•
•
•

Immersive customer engagement
Personalization
Reduced product returns/exchanges
Deeper insights into user behavior

Challenges
•
•

Cost of hardware and headsets
Production quality

23%

Online shopping
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Selection Criteria
With so many companies offering
new and emerging technology
in marketing, selecting which 40
companies to feature in this book
was a challenge.
It was important to us that readers
were provided a broad overview
of the technological capability
now available, but we also wanted
to highlight up-and-coming
companies alongside their more
seasoned counterparts.
As a result, you will find within
these pages early stage start-ups
and mature companies with more
than 10 years in business. There are
companies whose teams are less
than 10 people and corporations
exceeding 1,000 people, with
offices in multiple countries.

Practical Application
Whether it was blockchain or VR,
the technology showcased had
to add value and improve current
experiences for marketers and
customers. This could mean driving
overall process efficiencies,
cost-saving, higher engagement
and retention, increased
transparency or enhanced
customer experience.
Case studies were important to
the vetting process. However, we
acknowledge that certain uses of
technology are proprietary and
can be highly confidential. Where
this has been the case, we have
detailed as much of the process
and results as possible.

For such companies, the age or
size of the organization has no
correlation with the effectiveness
of the technology on offer.
Therefore, we formulated our
shortlist to include companies that
have shown practical application,
as this will be of most use to
marketers.
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Automat

AdYouLike

Mobiquity
Shopper Trak

DigitalGenius
INDE
Pebble Studios
Realeyes

Brightcove

Thunder

Faktor
The Neuromarketing Labs
Emarsys

Brandlive

Blue Bite
Friends with Holograms
Herolens
PERCH
Volara

HYP3R
Node
Octane AI

iPinYou
Sight Plus
TouchVirtual
Tezign

Amino Payments
Jivox

iOLAP

SenseTime

CogniCor Technologies
MediaScience
SubVRsive

RevJet
RetailNext

Jasoren
Retention Science

Emotion
Research Lab

Factual
Socialive
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Native Advertising

ADYOULIKE
ADYOULIKE are pioneers in in-feed advertising formats with
which customers engage. They create advertising experiences
for users that mirror the websites they are visiting.

Julien Verdier

Background

CEO & Co-founder

“Native advertising is predicted to be worth $400bn by
2025, making it the largest digital ad format there is.

Francis Turner

It’s the only format that really works on mobile
devices, which is where all audiences are.

CRO & Co-founder

It’s the most innovative form of digital advertising
incorporating content, video, mobile, programmatic
buying, user experience and publisher.”

Dale Lovell
UK MD &
Co-founder

- Julien Verdier, CEO & Co-Founder

Yohan Elmaalem
COO & Co-founder

General Info
Year

Website
adyoulike.com
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Research from Marriott Weekends
in the UK revealed that 67% of
modern Britons felt that one night
away from home was all it took for
them to feel as if they were on a
leisure break.

ADYOULIKE used native traffic
to deliver the ad to in-market
holiday/vacationers. Upon clickthrough, users would be directed
to a quiz that helped them identify
their ‘Weekend Selves.’

These escapes – described as
‘micro-breaks’ for being quick,
easy and super-local getaways –
were enough to give people the
excitement of arriving somewhere
new.

They could define themselves as
a Foodie Finder, Path Explorer,
Destination Finder, Trend Tracker
or Sensation Seeker.

Challenge

Clients

Headcount

Headquarters

Other Offices

Year Founded

110

Paris

London, New York,
Madrid, Munich, Sydney

2011

Solution

Marriott wanted to leverage
interest in ‘micro-breaks’ to create
awareness of their ‘Discover Your
Weekend Self’ campaign to drive
customers to their properties
across the UK.
The target audience was between
the ages of 18 and 35, and included
singles, couples, and families with
children.

Marriott also used ADYOULIKE’s
native traffic in-feed placements
to deliver users to the Marriott
Weekends page to discover a
location that fit with their
‘Weekend Self’ and book a
weekend break.

Technology
ADYOULIKE’s deep native
advertising suite uses bespoke
auto-templating technology and
in-feed creative formats like video,
programmatic and video.

Results
The Marriott campaign resulted
in 79,628 visits, over 6.8 million
impressions and a CTR of 1.16%.
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Blockchain

Amino Payments
Amino Payments provides full digital advertising
transparency with real-time financial reporting to help
advertisers optimize their media spend.

Will Luttrell
Founder & CEO

Background
When a brand puts money into an
online ad campaign, they should be
able to see how their media dollars
are spent.

“In five years, I see Amino as the leading payment
platform for the online advertising industry.”
- Will Luttrell, Founder & CEO

David Bookspan
Founder &
Executive Chairman

Clients

In a 2018 study of advertisers by
Oath and Advertiser Perceptions,
99% of respondents said they were
concerned about brand safety.
One third of US digital media
professionals surveyed by Integral
Ad Science said that brand safety is
of greater concern this year.

Chris Chapman
Founder & SVP of
Engineering

Challenge

General Info
Year

Website
aminopay.com
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Headcount

Headquarters

Other Offices

Year Founded

20

Philadelphia, PA

New York

2017

According to Integral Ad Science,
3.77% of impressions were found
to be outside of brand safety
guidelines. In a typical campaign,
Nestlé would receive credit for
about 3.77% of spend in order
to compensate for those unsafe
impressions.

Solution
Using Amino, Nestlé was able
to see the exact cost of each
unsafe impression which, in total,
represented 9.23% of spend. Nestlé
was able to determine the exact
cost of each unsafe impression.

Technology
Amino Lens cryptographically
validates each vendor and records
every impression into a
real-time dashboard with supply
path optimization and analytics
tools. The company provides
marketers with control throughout
the supply chain and enforces
vendor agreement terms using
smart contracts.

Results
By layering impression-level
financial transparency with
verification data, Nestlé was able
save 5.46% more than what they
would have saved without using
Amino Payments.
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Chatbot

Automat
Automat is a Conversational Marketing platform powered by
artificial intelligence which helps companies use AI to talk to
their customers, understand them, and serve them better.

Andy Mauro
CEO & Co-founder

Greg Pal
Chief Business Officer
& Co-founder

Background

“If the last 10 years of digital marketing have been
about social media, it’s clear that the next 10 is going to
be about chat and messaging.
Conversational AI technology is core to these
fundamental shifts because no brand will be able to
staff its chat and messaging channels with live agents,
so AI will be necessary to handle the volume of
conversations coming in to brands.”

Erdem Ozcan

- Andy Mauro, CEO & Co-Founder

Head of Research &
Co-founder

Clients

General Info
Year

56

Website

Headcount

Headquarters

Other Offices

Year Founded

automat.ai

33

Montréal

New York,
San Francisco

2016
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Vichy (L’Oréal Group) decided
to work with Automat to create
a conversational marketing
experience to support their
three digital strategic pillars:
accelerate e-commerce growth,
build personalized experiences
for consumers, and increase
engagement with branded content.

Challenge
Consumers are confused by the
number of products and claims,
and one-way marketing channels
like display ads or websites don’t
allow brands to provide the type of
guidance and personalized service
that can be found in a store.

Solution
Vicky, Vichy’s virtual skin expert,
offers a skincare diagnostic that
reproduces online the experience
that consumers could have when
talking with a brand expert instore.
In a fun and engaging way, she
guides consumers through the
brand’s product lines and helps
them find the best products
to address their specific skin
concerns.

Technology
Automat’s system automatically
labels products and matches them
with skin concerns expressed
by users to make personalized
recommendations. It guides
them to the best products, while
answering personal questions
about products, such as “why is this
product good for me?”

Results
High satisfaction rates and
strong business outcomes in
terms of engagement (8 minute
conversations on average),
conversions (+35% average
revenue per user) and consumer
learnings for Vichy. Vichy is now
deploying Vicky in 17 countries
worldwide.
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IoT

Blue Bite
Blue Bite enables brands to bring practical IoT applications
to objects through content, custom experiences and
personalization.

Background
Mikhail Damiani
CEO & Co-founder

Tom Duncan
President &
Co-founder

“Authentic conversation between brands and their
consumers is key to building loyalty.
Blue Bite powers one-to-one marketing at the product
level, connecting brands directly with consumers before
and after the sale to drive further sales and rewards,
provide authentication services and improve the
consumer experience.”
- Mikhail Damiani, CEO & Co-Founder

Alex Kim
Chief Partnerships
Officer

Clients

20,000 “sneakerheads” attended
Sneaker Con 2018, where “The
Trading Pit” – a hallmark feature of
the sneaker convention – provides
an open floor space where
attendees can buy, sell and trade
authenticated sneakers.

Challenge
Sneaker Con partnered with
Blue Bite to create a robust
authentication system that kept
counterfeits off the trading floor.

Solution
An NFC-enabled LEGIT tag with the
sneakers’ details (brand, model,
size, condition, etc.) was fastened
to authenticated sneakers with a
special tamper-proof mechanism.

Technology

Results
The project saw the enablement of
3,235 LEGIT tags, with an activation
rate of 34% in less than 60 days.
In the first month of the launch,
Sneaker Con’s app had over 50,000
downloads, and continues to
steadily grow month over month.

When a user taps the LEGIT tag,
their smartphone immediately
displayed whether or not the shoes
were authenticated by an expert.

General Info
Year

58

Website

Headcount

Headquarters

bluebite.com

25

New York
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Other Offices
Sunnyvale, Paris,
Scarperia e San Piero

Year Founded
2007
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Live Video

Brandlive
Brandlive is a video-first solution for product training and
sales onboarding, empowering companies to educate the
right people with key information needed to accelerate
growth and increase sales.

Background

“Video is one of the most effective and efficient means
of communication both within and among enterprises...

Jeff Allen
CEO

Fritz Brumder
Co-founder & COO

Brandlive is providing a unique and differentiated
platform that brings deep business context to
enterprise video communication. That combination
of context and efficient means of communication is
proving to be incredibly valuable to customers.”
- Jeff Allen, CEO

Scott Harrah
CTO

Clients

GoPro developed their “Phases
of Training” program to connect
product experts with retail sales
people in real time to answer
questions and ensure clarity across
GoPro’s product line and massive
marketplace.

Challenge
GoPro’s continuous product
innovation requires constant
communication to ensure clarity
about new features and reasons to
buy the new product.

Solution
To launch the new Hero 3+ camera,
GoPro hosted a multi-day training
event on Brandlive, bringing
together over 200 retailers for the
product launch.

Technology
Rather than use pre-made training
videos, GoPro used Brandlive’s
live video component to react
to participants’ questions and
comments directly, ensure highlevel comprehension, and create
an ever-evolving, dynamic learning
experience.

Results
Using dynamic training events
through Brandlive’s platform,
GoPro saw a nearly 400% increase
in sellthrough from stores that
participate in the training program.
Moreover, participants had fun
engaging with this method - 83%
of participants said that this style
of training is fun, helpful, and they
want to do more.

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

brand.live

40

Portland, OR

None

2010
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Live Video

Brightcove
Brightcove is a global provider of powerful cloud solutions
for delivering and monetizing video across every connected
device.

Jeff Ray
CEO

Robert Noreck
EVP & CFO

Background

“Video is a communications medium that is broadly
applicable across virtually all industries. This can be
seen in the projected fourfold growth of internet video
traffic from 2016 to 2021, reaching 82% of overall
global consumer internet traffic.
This explosion in video consumption is creating
tremendous opportunities — and challenges — for
companies around the world.”
- Jeff Ray, CEO

Sara Larsen
CMO

Clients

General Info

Seven West Media launched its
TV Everywhere strategy with
Australia’s first-ever, 24/7 live
stream television operation,
giving viewers live access to
big events like the Wimbledon
Championships.

Challenge
SWM decided to pivot its business
strategy and become a total video
enterprise, putting consumers in
control of the viewing experience.
In order to do that successfully,
the company identified two major
goals: (1) incrementally monetize
all of its live stream content,
and (2) measure each asset
independently.

Solution
SMW launched its TV Everywhere
strategy with Australia’s firstever, 24/7 live stream television
operation using Brightcove
technology.

Technology
SWM built a network using
Brightcove’s transcoding and
encoding features, ensuring its
consumers can access content
anytime, anywhere.

Results
Standout events fueled a year of
stunning growth for SWM in 2018.
3.3 million viewers tuned in
simultaneously at the peak of the
Australian Open men’s final, and
16 million viewers tuned into the
Winter Olympics throughout the
event, logging 27.4 million social
video views. Finally, the Gold
Coast 2018 Commonwealth Games
racked up a total of 189 million live
streaming minutes at final count.

The company implemented
Brightcove’s server side ad
insertion (SSAI) solution to mitigate
ad blockers, optimize ad delivery,
and boost monetization. It also
launched its own OTT streaming
service using Brightcove’s platform.

Year

62

Website

Headcount

Headquarters

Other Offices

Year Founded

brightcove.com

600

Boston, MA

None

2004
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Chatbot

CogniCor
Technologies
CogniCor’s cognitive AI powered chatbot platform enables
enterprises to build high end chatbots without the need for
scripting all the flows.

Dr. Sindhu Joseph
CEO & Co-founder

Rosh Cherian
CTO & Co-founder

Background
OCBC wanted to identify the intent
of customer inquiries regarding
home loans and provide relevant
responses, while reducing contact
center workload.

“Today we have web, phone, messaging and voice
channels and, businesses struggle to utilize these
channels.
Acting as a cognitive interface, virtual assistants can
help businesses provide uniform advice and
personalised response across all channels.”
- Dr. Sindhu Joseph, CEO & Co-Founder

Mark Hopper
CFO

Year

Website

Headcount

Headquarters

Other Offices

Year Founded

cognicor.com

70

Palo Alto, CA

Kochi, Barcelona

2011

www.R3future40.com

In today’s world of instant
information, customers want to
reach customer service agents
24/7.
This means that they end up not
getting human chat support in
the middle of the night or find
themselves enduring lengthy
wait times without getting a
personalized response.

Clients

General Info

64

Challenge

Solution
Called ‘Emma’, the home and
renovation loan AI-powered
chatbot provides potential
home buyers and current home
owners with a convenient, fast,
and accurate “always-on” digital
channel to get their questions
addressed.
Whether computing affordability
for a home loan or giving a stepby-step guide on applying for a
renovation loan, ‘Emma’ can do so
within its chat window.

Results
$33m in home loan leads were
processed within 6 months of
launch.
OCBC documented a 3x increase
in traffic to the chatbot within 4
months of launch, and an increased
conversion rate by 3x when
compared to traditional online
channels.

Technology
Built on patent-pending
technology, CogniCor’s CIRA
provides enterprise users the
ability to reuse enterprise
documents and build AI-powered
virtual assistants that understand
context.
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A.I.

DigitalGenius
DigitalGenius is an AI platform that puts customer
support on autopilot by understanding conversations and
automating repetitive processes.

Dmitry Aksenov
Co-founder & CEO

Mikhail Naumov
Co-founder &
President

Background

“At the core of excellent customer service are
consumers that feel great about the brand
interaction, and have the feeling they’ve been fully
heard.
IIntegrating AI into contact centers is now freeing
up agents’ time; it’s boosting their morale; and it’s
allowing them to focus more on the most important
emotional aspects of each conversation.”
- Mikhail Naumov, Co-founder & President

Victor Vintu
VP Operations

Clients

General Info
Year

66

Website

Headcount

Headquarters

digitalgenius.com

40

London
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Other Offices
San Francisco

Year Founded

KLM has over 25 million fans and
followers on various social media
platforms. Through these channels,
KLM receives over 130,000
mentions every week, 30,000 of
which are questions or remarks.
These are personally answered by
more than 250 service agents, who
form the world’s largest dedicated
social media team.

Challenge
By opening new customer service
channels, KLM ran into a problem.
Due to their convenience, the
high adoption rate of these
channels, also translated into
high traffic volumes. Furthermore,
KLM realized that adding more
service agents would not meet this
challenge. Messaging channels
bring a higher level of customer
expectations, with passengers
demanding faster answers.

Solution
The increasing number of
repetitive questions via messaging
channels presented an excellent
business case for the deployment
of Artificial Intelligence. This
allows service agents to dedicate
more time to solving complex
cases.

Results
KLM Dutch Airlines uses AI to field
over 130,000 social media inquiries
per week. In 2018, AI supported
over 50% of those inquiries with a
95% accuracy rate, allowing KLM
to respond in an even more timely,
accurate and personal manner.

Technology
KLM used AI provided by
DigitalGenius, which now supports
over 50% of all inquiries. When
agents need to answer customer
questions, the AI provides them
with a suggested answer. The AI
system learns from the agents’
actions and becomes smarter over
time.

2013
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Digital Transformation

Emarsys
Emarsys is an AI-enabled marketing platform that creates
personalized, one-to-one interactions between marketers
and customers across email, mobile, social, and web.

Ohad Hecht
CEO

Hagai Hartman
Founder & CINO

Background

“What we have found is that human driven
personalisation cannot scale at the same rate that
our customers are changing – but AI can...
We are living in a world where the way we market to
consumers is based off of a multitude of small things
that they tell us everyday – AI is the best way to
harness that data effectively.”
- Ohad Hecht, CEO

Krisztian Monostori
CTO

Clients

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

emarsys.com

780

Vienna, AT

Munich, London,
Hongkong, Zurich

2000

www.R3future40.com

As one of the most recognized
brands in the world, Nike is poised
to fulfill the demands of their
customers wherever they are,
and the Hong Kong office is no
different. Nike Hong Kong wanted
to deepen their relationship
with customers through better
segmentation, automation, and
customer lifecycle tracking.

Challenge
Without customer lifecycle
tracking, it was impossible for
Nike HK to treat their audience as
individuals. With a huge contact
database, Nike needed a partner
that could help them segment
more efficiently and engage their
customers in their individual
lifecycle stage.

Solution
With Emarys, Nike HK was able
to identify where their customers
were in the buying cycle (and
started to understand their
customer better) by launching
several campaigns including
Welcome, Birthday, Abandoned
Cart, and Browse Abandon.

Results
Since implementation, the
conversion rate for these
campaigns has shot up 110%. Nike
HK was also able to go from no
lifecycle campaigns to launching
10 campaigns, and increase site
visits by 32.5%.

Technology
Using engagement score, purchase
history and other behavioural
patterns, Emarsys predicts a
contact’s potential LTV as well as
their likelihood to purchase, visit
your website or churn, in a given
time frame.
Its AI identifies what day and time
to send a message when each
individual recipient is at their most
responsive, and using engagement
probability, understand the
likelihood that each contact
responds to individual channels.
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Neuro

Emotion
Research Lab
Emotion Research Lab allows brands to understand
customers’ emotional insights, in real time, through
affective computing and computer vision.

Background
María Pocoví
CEO & Co-founder

“Our technology is radically changing how brands
understand and engage with the customer in real time.

Alicia Mora

In five years, we see our company expand machine
learning models to include emotion voice recognition
to provide a full methodology to understanding
behaviour in real time in real life.”

COO & Co-founder

- María Pocoví, CEO & Co-Founder

Clients

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

emotionresearchlab.com

8

Valencia, SP

Mexico City

2013

www.R3future40.com

Grupo Volkswagen dealers
wanted to create a historical
profile of their customers based
on number of visits, gender, age
and experience in the dealer
environment.

Challenge
How to define real responses in
real time within real environments.

Solution
Volkswagen dealers implement
URBANO, Emotion Research Lab’s
technology for facial emotion
recognition (facial coding), in their
dealerships.

Technology
A simple built-in camera placed
in cars analyzed crowds and their
spontaneous behaviours in a social
context.
Using facial-recognition
technology, retailers accessed
actional buyer intelligence
that counts the number of total
appearances, attention ratio, age
and gender estimates as well as
emotion detection.

Results
Volkswagen dealers used the
data to improve decision making,
and better understand which car
models have the greatest impact
on customers.

71

Geo-location

Factual
Factual provides product and engineering teams, marketers,
and data analysts access to data on places and people
worldwide.

Gil Elbaz
Founder & CEO

Rob Jonas
Chief Revenue
Officer

“Our world is now mobile, computing is everywhere,
and the power of location is changing everything
— the way we get around, the way we interact with
brands, the way we solve problems and the way we
discover new services and access information.
Location data is changing the way we experience the
world.”
- Gil Elbaz, Founder & CEO

Bill Michels
COO

Background

Clients

Seeking to defend market share in
a competitive region, Shell APAC
created a promotional campaign
targeting “brand switchers” using
five different data providers.

Challenge
Shell needed to measure the
digital campaign’s effectiveness in
driving real-world results as well as
the relative efficiency of each data
provider.

Solution
Through Google’s Campaign
Manager and Factual Measurement
Data, Shell was able to accurately
attribute online views to offline
visits.

Technology
Factual data is based on directlymeasured, real-world user visits,
not probabilistic modeling or
incentivized panels. Its Proprietary
Location Validation Stack ensures
that only actual devices are
included in its pool. The company’s
Observation Graph covers more
than 120 million devices in the US
and 300 million worldwide.

Results
Factual Measurement showed over
7.8K store visits at a conversion
rate of 0.07% from online to offline.
Real-time optimizations led to an
overall decrease in Cost Per Visit–
overall campaign at $5.24 CPV, and
Shell experienced a 21% increase
in transaction count compared to
previous quarters.

General Info
Year

72

Website

Headcount

Headquarters

Other Offices

Year Founded

factual.com

200

Los Angeles

San Francisco

2008

www.R3future40.com
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Privacy

Faktor
Faktor provides a decentralized Privacy Manager (CMP) with
full audit trail that enables every website and app to fully
comply to the GDPR and other data protection and privacy
regulations.
Tim Geenen
CEO & Founder

Anke Kuik
COO & Co-founder

“The future of marketing is personalization, which is
driven by choice.
Consumer choice has to be explicit and transparent.
This is exactly what we do... We enable people to have
control over their data. “

Challenge

Clients

Zoover wanted to apply a
consent management platform
to Weeronline which seamlessly
integrated in terms of functionality
and look and feel.

Niels Baarsma
CPO & Co-founder

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

faktor.io

11

Amsterdam

None

2017

www.R3future40.com

Zoover is a Dutch travel company
that collects and shares reviews
about vacation destinations.
One of its website properties Weeronline - was particularly
important as it was one of the
larger weather websites in the
Netherlands.

- Tim Geenen, CEO & Founder

Johan de Groot
CTO & Co-founder

Background

They also wanted to avoid the
time and resources needed to
build and maintain a consent
management platform which
complies to GDPR and works with
the IAB Transparency & Consent
Framework.

Solution
Faktor offered a headless CMP
integration which allowed
Zoover to build their own UI for
Weeronline and take advantage of
the Faktor back end and library.

Technology
Weeronline benefited from Faktor’s
integration with the IAB TCF and
Faktor’s back end, library and
consent string history.

Results
A non-intrusive consent
management solution, which was
fully integrated and aligned with
the look and feel of Weeronline’s
website.
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AR/VR

Friends with
Holograms
Friends with Holograms creates virtual and augmented
reality experiences for soft skills training.

Background
Cortney Harding
CEO & Founder

Pamela Jaber
Head of Ideation,
Creative and
Production

“Within a few years, everyone will be using augmented
reality to deliver information and delight.
The only way for brands to stay ahead of the curve is
to constantly create new use cases and use the latest
tech.”

Friends with Holograms partnered
with Accenture to help social
workers learn how to ask
better questions and get more
comfortable in the field.

Friends with Holograms created
a true-to-life environment with
realistic characters and dialogue.
Natural language processing was
implemented to allow the user
to choose from a variety of ways
to make each inquiry and receive
different levels of information.

Clients

Challenge
Year

Website
friendswithholograms.com

76

www.R3future40.com

Headcount

Headquarters

Other Offices

Year Founded

20

New York

None

2017

A first of its kind voice-activated
piece was developed that allowed
users to interview a family in
crisis, with multiple branches and
outcomes.

Technology

- Cortney Harding, CEO & Founder

General Info

Solution

Results
75% increase in learning quality
and retention with experiential
learning, 76% increase in learning
recall when using virtual teaching
methods over traditional methods.

It takes years of observing,
inquiring, and interpreting human
behaviour to become a seasoned
decision maker in child welfare.
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Marketing Automation

Herolens
Herolens is a software tech product that, given any source
of information, instantly generates dynamic creative at any
scale in any format.

Background
Alan Karpovsky
Co-CEO &
Co-founder

Jose Ignacio
Santiago Galindo
Co-CEO &
Co-founder

“In the Digital Age, technology allows brands to connect
with their users in a much more precise way. For brands
to do this effectively, it requires expertise, technology,
talent and speed.
Herolens addresses these challenges by building
vanguard solutions that help brands automate the
creation of engaging, authentic and relevant content for
their users.”

Cristian Pereyra
Co-founder & VP
of Product

- Alan Karpovsky, Co-CEO & Co-Founder

Clients

General Info
Year

78

Website

Headcount

Headquarters

Other Offices

Year Founded

herolens.com

36

New York

Argentina,
Colombia, Chile,
Mexico

2015

www.R3future40.com

With all the eyes on the World
Cup in 2018, Coca-Cola wanted
to engage people throughout the
consumer journey before, during
and after the event.

Challenge
Coca-Cola and their media agency
Starcom wanted to communicate
different dynamic messages
according to the live results of
each game. These ads needed to
be distributed on main regional
websites with the right content at
the right time.

Solution
Before each game, people were
invited to buy their Coca-Cola with
a countdown banner. During the
game, the ads accompanied the
emotions of the user in real time,
showing messages that generated
empathy. Post-game, constructed
planned consumption was created
for the next game.

Results
Coca-Cola was able to
communicate more than 35
different messages that responded
to 15 triggers according to the
live events of the World Cup. This
achieved a CTR 3 times higher
than the average CTR of other CPG
branding campaigns.

Technology
Herolens used its platform sports
sync feature and connected its
rules engine with the Datafactory
API to take real time information
about each game and use it to
trigger of the different messages.
Calendar rule functionality was
used to schedule the creative for
upcoming games.
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Geo-location

HYP3R
HYP3R is a Location Marketing Cloud Platform that enables
marketers to bring location data into their systems of record
to acquire and engage customers, as well as enrich their CRM.

Background
Carlos Garcia
CEO & Founder

Lindsey Plocek
VP of Marketing

“Location Marketing Cloud is revolutionizing the
way marketers are able to understand their guests,
anticipate guest preferences, and provide highly
personalized, relevant marketing.
By knowing more about the places guests go and
experiences they enjoy, marketers are able to better
identify future high-value customers and convert them
into loyalists.”

Jorge Suarez

Caesars needed to better
understand its guests to stand out
in a crowded market.

Solution
Clients

General Info
Year

Website

Headcount

Headquarters

Other Offices

Year Founded

hyp3r.com

41

San Francisco

Miami

2016

www.R3future40.com

Challenge

- Lindsey Plocek, VP of Marketing

Head of Product
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Caesars Entertainment needed to
build brand loyalty and acquire
new, high-value guests through
personalization.

HYP3R was able to enrich millions
of Caesars customer records
with location data. With this
data Caesars was able to run
personalized ads and engage
guests both online and on-location
in delightful ways.

Technology
HYP3R’s Location Marketing Cloud
Platform is a patented technology
the uses geofences to gather
location data from more than
430M high-value customers. The
data HYP3R provides can be used
to personalize guest experiences.
Use cases include personalizing
digital media, such as ads and
emails; engaging with guests
on-location, such as celebrating
birthdays and events; identifying
influential guests on-property;
and conquesting guests from
competitive or relevant properties
to bring them into the CRM.
HYP3R enriches existing systems
of records, such as Salesforce
and Adobe, with more than 80+
location data points.

Results
Caesars drove a 3X improvement
in Return on Ad Spend for select
media campaigns. They also
identified thousands of moments
to engage guests who were
posting from their properties in
real-time. In addition, they added
thousands of new leads who
visited competitive and relevant
properties into their CRM.
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AR

INDE
INDE creates products and experiences that inspire,
entertain, inform, and educate using Augmented Reality and
Computer Vision.

Background
Alex Poulson
CEO

Alex Alanson
COO

“We believe that AR will become ubiquitous in the
modern world, and as such marketing is only one of
multiple potential applications for the technology.
We will increasingly be able to see the ‘enhanced’
world through many different devices and in multiple
locations and environment, so to see the promotion
of goods and services as part of that view is totally
natural.”

CPO

In 2019, the event drew 70,081
attendees to the Mercedes-Benz
Stadium in Atlanta, Georgia.

Immediately after showing off their
best dance moves alongside the
Pittsburgh Steelers star duo, visitors
could access their snapshots and
videos via a dedicated microsite –
by choosing the date and time of
their interaction – to share them
via email or social media.

Pizza Hut – the “Official Pizza
Sponsor” of the NFL – wanted to
create fan engagement at the fan
zone at Super Bowl LIII.

General Info
Year

Website

Headcount

Headquarters

indestry.com

23

London

www.R3future40.com

The interactive large-screen AR
experience INDE created for Pizza
Hut allowed fans to dance with the
Pittsburgh Steelers wide receiver
duo – Antonio Brown and JuJu
Smith-Schuster.

Challenge

Clients
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The Super Bowl is one of the
biggest advertising platforms in the
world. Brands compete for eyeballs
both on-screen and online,
paying as much as $5 million per
30-second television ad.

- Alex Poulson, CEO

Xava Fragoso

Other Offices
Los Angeles,
Hong Kong, Budapest

Year Founded
2011

Solution

Technology
INDE integrated 2D characters –
Antonio and JuJu’s movements
were captured in a green screen
environment – into a setting that
usually operates with 3D animated
characters. Using Broadcast AR
technology, audiences could
step in front of an AR screen and
immerse themselves in a photorealistic digital experience.

Results
Total number of interactions: 6240
Shares via email: 3543
Shares via Twitter: 964
Shares via Facebook: 1578
Direct downloads: 2812

Driving brand awareness on the
ground during the event is highly
competitive and Pizza Hut needed
an experience that could draw
participation and encourage
sharing on social media.
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Digital Transformation

iOLAP
iOLAP is a big-data and advanced-analytics consultancy that
creates solutions that bring efficiencies, security, and scale to
its clients.

Chris Jordan
Managing Partner
& CEO

Don Mettica
Managing Partner

Background

“We are talking about a new paradigm for interacting
with systems...
Voice is going to quickly start to be used for things
that, without it, are difficult. I believe it will become
the preferred way for people to interact with their
system.”
- Chris Jordan, Managing Partner & CEO

Craig Rich
Managing Partner

Clients

General Info

Voice-enabled technology is the
efficiency tool of the future. Today,
requesting information from Alexa
is pervasive throughout the United
States, and is quickly becoming an
integral business tool, especially in
the restaurant industry.

Challenge
Owners of Dickey’s Barbecue Pit
franchises and their employees
moved from chopping meat at
the block, to the POS, tablets, or
computers to find the metrics and
information that they seek. This
was a problem and Dickey’s looked
to voice-enabled technology as a
solution.

Solution
iOLAP architected a secure and
scalable solution on the AWS
platform.

Technology
iOLAP leveraged its Enterprise
Voice service to build an Alexa
For Business Solution for Dickey’s
Barbecue Pit that connects to store
data, corporate data, and business
applications. This allowed the
Dickey’s manager, the “Pit Boss,”
through voice or text, to access key
business and sales functions for
any stores they have permission to
access”.

Results
Utilizing voice at Dickey’s
Barbecue Pit locations enabled
Dickey’s to truly operate and
manage their restaurants “handsfree.” The iOLAP Enterprise Voice
app allows users to access Dickey’s
Enterprise data and applications
through voice, and a chatbot,
making the data accessible
wherever the user is.

Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

iolap.com

140

Frisco, TX

None

1999

www.R3future40.com
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Programmatic

iPinYou
iPinYou is a demand side platform with real-time bidding,
cloud computing, and audience profiling technology solutions.

Grace Huang
Co-founder & CEO

Mark Xie
Co-founder & COO

“Most brands in the region are relying on more foreign
DSPs when they market to the Chinese market. At the
same time, most Chinese brands are not familiar with
foreign market environments. This creates challenges
when brands want to expand into more markets.
We hope through iPinYou’s DSP, brands can easily
reach their target audience in other markets.”
- Grace Huang, Co-founder & CEO

Chen Ouyang
CTO

Background

Clients

General Info
Year

86

Website

Headcount

Headquarters

ipinyou.com.cn

200

Beijing

www.R3future40.com

Other Offices
Shanghai

IHG wanted to increase online
reservations during the highly
competitive Chinese New
Year season when around 400
million Chinese tourists travel
domestically.

Challenge
IHG wanted to increase online
reservations during the highly
competitive Chinese New Year
season .

Solution
IHG used iPinYou’s DSP to
generate consumer personas
and audience insights from
programmatic data to maximize
targeting effectiveness for future
campaigns.

Results
The campaign achieved a 1.46:1
Post-Click ROI, generated 1000+
post-click and 12000+ postimpression conversions.

Technology
iPinYou leveraged digital
advertising audience taxonomy
(profiling technology) and
established a media whitelist by
consolidating media mix across
multiple verticals on tourism
fashion automobiles and finance.
IHG’s first-party data were
also integrated with iPinYou’s
consolidated third-party data
to further identify core target
audiences and maximize
conversions.

Year Founded
2008
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AR/VR

Jasoren
Jasoren helps brands boost sales and attract new customers
by increasing brand awareness and enhancing loyalty using
augmented and virtual reality solutions and gamification.

Michael Morozov
CEO & Founder

Background

“As customers are used to traditional ways of
advertising and don’t respond to it, brands are looking
for new ways to attract customer attention.
Innovative solutions like augmented/virtual reality
and advergaming help to create a wow customer
experience and build an emotional connection
between the customer and the brand.”

Anastasia
Morozova
COO

- Michael Morozov, CEO & Founder

Michael Velichko
Lead Project
Manager

Clients

General Info
Year

88

Website

Headcount

Headquarters

Other Offices

Year Founded

jasoren.com

86

Aventura, FL

Nice

2008

www.R3future40.com

The National University of
Singapore wanted to be able to
inform visitors of the ArtScience
Museum of Singapore and
nanotechnology, using graphene as
an example.

Challenge
As the processes and materials
that nanotechnologists study are
invisible to the human eye, it’s very
difficult to explain to the public
what they are really studying and
demonstrate the results of their
work, especially when it concerns
such an innovative material as
graphene.

Solution
Jasoren used VR to place the visitor
in the “body” of a student who is
taking an introductory tour in the
state-of-the-art NUS laboratory.
AI, which is an essential attribute
of a high-tech laboratory, was
chosen as a guide that introduces
the properties of graphene to the
application user.

Technology

Results
Jasoren created a script for the
virtual reality application based
on the client’s idea and used all
the advantages of virtual reality
technology to resolve the client’s
business task. It’s possible to
recreate in virtual reality the
devices that have not been already
developed, but that could be
developed in the future using
graphene.

In order to create the most
realistic locations, Jasoren used
an Unreal Engine environment,
which contributed to the maximum
immersion. For the realization, the
company chose a professional VR
helmet HTC Vive, with compatible
PC running the simulation, which
allows offering high-quality
graphics. The advantage of this
hardware is the fact that it can be
used with HTC Vive controllers that
give the user the ability to interact
with the elements in a virtual
environment.
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Marketing Automation

Jivox
Jivox’s enterprise platform enables global brands to deliver
personalized digital advertising and marketing experiences
to millions of consumers.

Diaz Nesamoney
CEO & Founder

Sarah Shoshana
David
VP, Product
Management;

Background

“Recommendation technology, as an application of
machine learning, ensures that a brand is able to
predict and offer products that individual consumers
are most likely to purchase based on correlations
between products (similarity) and/or behaviors of the
user or similar users.
Machine learning-based recommendations take away
the guesswork.”

Shankar
Venkataraman

- Diaz Nesamoney, CEO & Founder

CVP

Clients

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

jivox.com

130

San Mateo, CA

New York, London,
Karnataka, Singapore,
Shanghai

2007

www.R3future40.com

Sony PlayStation sought to
streamline its monthly flashsale
promotions through programmatic
advertising.

Challenge
Playstation wanted to personalize
its ads using contextual data, such
as the week of the month as the
trigger. The content would need to
be delivered to the right audience
during purchase-intent micro
moments.

Solution
The Jivox IQ Ad Content
Recommendation Engine uses a
hybrid of collaborative filtering
and content-based methods to
increase relevance, through a
combination of personalization
strategies, such as predictive
product recommendations with
environmental and date/timebased messages.

Results
The optimized performance-based
creative promoted relevant images
and discount rates using contextual
data, such as the week of the
month, as the trigger.

Technology
Using Behavioral Clustering,
clusters were identified based
on a person’s past behavior,
as well as similar historical
activities of others. For example,
a male consumer that is a sports
enthusiast from Indiana and
viewed products on the Sony
PlayStation site is put into a cluster,
a microsegmentation of shoppers.
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Neuro

MediaScience
MediaScience is a research and media platform that
applies neuroscientific input with white label solutions for
advertisers and agencies in the US market.

Duane Varan
CEO

Artie Bulgrin
EVP Strategy &
Insight

Background

“The pace of innovation in the marketing industry
used to be steady and slow - one major innovation per
decade. Now innovation is perpetual!
Consumer behavior changes on an annual basis - and
technology is at the center of those changes. With
so much disruption, research is more important than
ever - but that research must also keep pace with the
technologies at play.”

Amy Rask

- Duane Varan, CEO

EVP Operations

Clients

General Info
Year

92

Website

Headcount

Headquarters

Other Offices

Year Founded

mediasciencelabs.com

60

Austin, TX

Chicago, New York

2008

www.R3future40.com

A new Media Rating Council (MRC)
standard imposed a 2-second
viewability requirement for mobile
(compared to a 1-second standard
for desktop).

Challenge
ESPN estimated that each
additional second would cost 5%
in digital revenue. This increase
would clearly result in greater
losses for ESPN.
The company wanted to make
a case that marketers should
consider a mobile ad “viewable”
by consumers if it appears partly
in view for just a half second, as
opposed to the one or two seconds
required by the Media Rating
Council.

Solution
MediaScience tested ads
embedded in recorded social
media feeds with different
thresholds of visibility (from 0.5
seconds to 4 seconds). This was
done for both mobile and desktop,
and for both static and scrolling
media.

Technology

Results
This research played a critical
role in generating considerable
discussion within the industry,
providing a strong counter-weight
to the MRC standard, which lacked
similar eye tracking research.
It may have even contributed to
preventing the further expansion
of the standard which would have
created considerable cost to ESPN.

Eye tracking was used to measure
actual (not implied) ad viewability,
based on visual fixations, and link
such measures to ad memorabilty,
even though this was beyond the
scope of the MRC standard.
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Voice

Mobiquity
Mobiquity is a digital consultancy that partners with the
world’s leading brands to design and deliver compelling
digital products and services for their customers.

John Castleman
CEO

Andy Norman
COO

Background

“A key reason for building a voice skill is to gather
data on customer usage and intent... It’s a much
more frictionless and natural way of interacting...
And if a brand can understand how to play in that
domain, they’ve gained a great advantage over their
competitors.”
- Jonathan Patrizio, Head of Technical Advisory

Clients
Tom Sheehan

General Info
Year

Website

Headcount

Headquarters

Other Offices

Year Founded

mobiquityinc.com

600

Waltham, MA

None

2011

www.R3future40.com

Aware of the rapid growth of
voice, the company’s Silicon Valley
Innovation Outpost (SVIO) saw an
opportunity to accomplish this goal
with a visual twist and engaged
Mobiquity’s Global Lab for Amazon
Alexa as a strategic partner.

Challenge

CFO
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Nestlé’s digital strategy is
increasingly being shaped by
one guiding focus: to elevate the
experiences of consumers in the
kitchen.

Since cooking is a very visual
process and users would miss out
on these important visual elements
with an Alexa voice-only skill
alone, the SVIO wanted to enrich
the experience by adding visuals to
the mix.

Solution
The voice-plus solution that
Mobiquity delivered was centered
around the GoodNes skill for
Amazon Alexa, a virtual cooking
assistant. Users could ask the
GoodNes skill for information
about a recipe, and start making
the recipe by following step-bystep cooking instructions.

Results
Following testing and certification,
Mobiquity published the GoodNes
skill to the Alexa Skills Store in the
US. It has found immediate success,
helping Nestlé to simplify the
culinary experience with handsfree convenience unlike ever
before.

Technology
Mobiquity incorporated mobile
and email channels to enhance the
voice-plus approach. Companion
cards were built to display in
the Alexa mobile app to provide
supplemental visual references
and leveraged email to personalize
the link between the GoodNes
skill and the users’ web browsers,
as well as provide a way to have
the recipe content sent to their
inboxes.
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Digital Transformation

Node
Node combines a database of people and companies with
deep learning technology to help identify which leads are
most likely to convert and which companies are most likely to
evolve into high-paying customers.
Falon Fatemi
Co-founder & CEO

Michael
Radovancevich
CPO

Background

“Nearly six in 10 salespeople say that when they figure
out what works for them, they don’t change it. In a
world where each customer yearns for personalized
selling, this mindset is problematic.
Design thinking—which is especially well-suited for
solving ambiguously defined problems—is key to
establishing a genuine connection with customers and
engaging them throughout the sales process.”
- Falon Fatemi, Co-founder & CEO

Clients

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

hello.node.io

30

San Francisco

None

2014

www.R3future40.com

With 250 sales reps worldwide and
regional offices in San Francisco,
London, Sydney, and Bangalore,
BlueJeans came to Node looking
for help in how to assign reps to
specific geographic regions.

Challenge
In years past, territory mapping
had been painful and a challenging
exercise. A lack of buy-in from
front-line sales managers and
sales reps only added additional
difficulty. BlueJeans needed to
more effectively allocate sales
resources across the globe so it
could continue to grow revenue at
a breakneck pace.

Solution
Node helped BlueJeans establish
powerful alignment across
marketing and sales and build a
data-driven strategy to support
territory design and end-of-year
planning.

Results
Node helped BlueJeans understand
its total addressable market across
each market segment. It identified
14 million potential customers
globally, and two-thirds more
companies than BlueJeans had in
its CRM system.

Technology
The first step was identifying the
key buying signals for BlueJeans
customers and building a model to
measure the impact of each signal
on buying behavior: deal sizes, win
rates, and sales cycles.
By understanding its total
addressable market within
each market segment and the
revenue opportunity in each zip
code, BlueJeans has been able
to effectively cut territories and
strategically prioritize reps’ time.
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Chatbot

Octane AI
Octane AI automates Facebook Messenger marketing for
e-commerce, from abandoned carts to welcome series to
custom flows, ads, and automated support.

Matt Schlicht
CEO & Co-founder

Ben Parr

Background

“Imagine a world where your customer has a real 1-1
relationship with you. Not just getting responses to
customer support questions within a 1-3 hour period, but
much deeper than that...
You do not have enough brain power to maintain quality
relationships with all of your customers, and it’s going to
be too costly to hire the army of people required to do
so. This is why the future of ecommerce — and customer
relationship management — relies on chatbots.”

President &
Co-founder

Leif K-Brooks

- Matt Schlicht, CEO & Co-Founder

CTO & Co-founder

Clients

General Info
Year
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Website

Headcount

octaneai.com

15

www.R3future40.com

Headquarters
San Francisco

Other Offices

Year Founded

None

2016

FEAT Socks is a Direct to Consumer
(D2C) company that sells custom
socks and other apparel like
sweatshirts. The company relies
on digital and social marketing to
drive sales.

Challenge

Solution
FEAT Socks added a Octane AI
Facebook Messenger bot to their
Shopify store and Facebook page
to automatically follow up with
customers and recover abandoned
carts.

Results
Within two weeks, FEAT Socks
generated five times more
abandoned cart revenue with
Facebook Messenger, with a
subscriber list one-tenth the size of
their email list.

Technology

Almost 70% of online carts
are abandoned by shoppers,
representing almost $4.6 trillion in
lost revenue.

Bots take the automations
you already do over email
and turn them into interactive
conversational messages.

Running simultaneous campaigns
on email and Facebook Messenger
have been shown to increase
abandoned cart revenue.
Messenger has 1.3 billion users
with open rates as high as 80% and
click-through rates of 40%.

Instead of manually personalizing
messages to each of your
customers, you can manage a
conversational bot AI that learns
about each of your customers as it
talks with them and intelligently
pings them throughout their
customer journey.
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AR/VR

Pebble Studios
Pebble Studios is a London-based content production
company specializing in film, animation, VFX, 3D Modelling,
and Virtual Reality.

Charlie Bevan
Co-founder &
Managing Director

James Beveridge
Co-founder &
Managing Director

Background

“VR is changing so quickly that narrative will likely
outlast the technology itself...
You can watch great movies from the 1940s now,
and they’ll have stood the test of time if the narrative
was good, but if you watch a ten-year-old movie that
was built around effects, it’s already going to look
terrible.”
- Mat Beveridge, Co-founder & ECD

Matt Beveridge
Co-founder & ECD

Clients

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

pebblestudios.co.uk

15

London

None

2011

www.R3future40.com

The Emmy award-winning
DuckTales first hit screens 40 years
ago. Disney approached Pebble
Studios to discuss how to launch
a remake of the show for a 21st
century audience.

Challenge
The show needed to excite a
new, young, and digitally minded
consumer, whilst also re-igniting
the passion of those who
remembered the original series.

Solution
With 90% of US audiences using
YouTube to consume content
and the importance of reaching a
new tech-savvy customer, Pebble
Studios developed a concept that
invited Disney fans to experience
Duckburg like never before by
creating a 360 degree animated
episode that put the consumer
at the heart of the adventure, up
close and personal with these
iconic characters.

Results
Youtube: 2.1 million views
Facebook: 1.3 million views
APA winner for best use of 360

Technology
The project presented a number
of challenges, not least of which
was how to make traditional,
cell-animated characters fit
seamlessly into 3D, 360, computergenerated environments. Pebble
Studios achieved this by matching
the 3D cameras in 2D, and as
the perspective changed, they
worked this into the design of the
characters.
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Retail

PERCH
PERCH overlays digital experiences on top of physical
products to enrich the shopping experience, drive remarkable
product conversion lift, and surprise and delight customers.

Trevor Sumner
CEO

Jared Schiffman
Founder & CTO

Background

“Right now, if you walk into a store, you see plenty of
brand messaging, but a catchy slogan does not help
you make a product choice. You need to understand
how these products work together...
Four-point print on the back of a product is not
enough, and forces people onto their phone to
learn more—and then to buy on Amazon instead.
Without combining physical and digital, your store is
becoming a showroom for Amazon.”
- Trevor Sumner, CEO

Clients

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

perchinteractive.com

50

New York

None

2012

www.R3future40.com

For over a century, Neiman Marcus
has served the unique needs of its
customers in the luxury market.
But the last decade has been
challenging for the department
store industry.

Challenge
Neiman Marcus was looking to
create an engaging destination
that also drove sales and loyalty.
Sales were down 40% the last 8
years and productivity per square
foot industry-wide was down over
30%.

Solution
Though the holidays, Neiman
Marcus tested a PERCH Shelf
across a broad list of product
categories that included men
shoes, women’s shoes, handbags,
and gifts.
They compared that sales data to
data collected from control group
stores to determine overall sales
lift. They also cross-referenced
PERCH’s proprietary in-store
analytics to gauge shopper
engagement.

Results
Higher sell-through of products on
PERCH, proving substantial ROIs:
Handbags +20% sales
Women’s shoes +39% sales
Men’s shoes +45% sales
Gifts +140% lift.

Technology
PERCH sensed customers touching
and picking up the products, and
then opened up product specific
content that included information
about the brand, the product itself,
pricing, colors and styles, and other
products that could be used to
complete “the look.”
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A.I.

Realeyes
Realeyes uses technology and AI to read emotions and
measure attention, enabling marketers to transform the
impact of their content and campaigns.

Mihkel Jäätma
CEO

Martin Salo

Background

“Up to now, it’s been difficult to measure that
attention, with brands having to rely on metrics such
as completion rates, which simply don’t give the full
picture...
Just because someone plays a video until the end,
it doesn’t mean they were paying attention to the
content.”

CPO

CTO

SuperHeroes set up the IPS
monitors over the urinals in
a men’s toilet, in a bid to find
out whether the screens were
sufficiently lifelike to cause ‘stage
fright’.

In under 48 hours, the video was
tested on 600 people (300 in UK
and 300 in the US), to see if there
were any geographical differences
in emotional response.

As the approach was potentially
controversial, LG wanted to be sure
that the video would be perceived
positively before launching.

Year

Website

Headcount

Headquarters

realeyesit.com

70

London

www.R3future40.com

LG’s media partner AOL
commissioned Realeyes to test
‘Stage Fright’ in the UK, its intended
launch market, to see how people
actually responded to the video.

Challenge
Clients

General Info
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LG commissioned Dutch creative
agency SuperHeroes to build on
the success of its IPS monitors
video hit, ‘So Real It’s Scary’, with
an equally popular sequel.

- Mihkel Jäätma, CEO

Elnar Hajiyev

Other Offices
New York, Boston,
Budapest

Solution

Technology

Results
By targeting young audiences
and publishers with high playto-end ratios, as suggested by
Realeyes analytics, AOL maximized
consumer engagement with no
increase in media spend, ultimately
driving over 10 million views, and
over 100,000 social actions.
Strong content with smart
distribution resulted in 14% brand
lift – more than 3x the industry
average.

Realeyes’ attention metric is
produced using consumers’
webcams to monitor behavioural
cues. Its system is trained with
more than 14 million frames from
29,000 videos of people watching
content and demonstrating
various levels of attention. Each of
these scenarios were ascribed an
attention score by humans.

Year Founded
2007
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IoT

RetailNext
RetailNext is a retail vertical IoT integrated platform to bring
e-commerce style shopper analytics to brick-and-mortar
retailers.

Alexei Agratchev
Co-founder & CEO

Marlie Liu
Co-founder &
Head of Services

Background

“Retailers strive to understand shoppers’ full
connected journeys, both online and in-store, and the
largest data void is what happens in-store, from the
front door to the register...
Full path analysis unlocks the mystery of in-store
shopping, allowing retailers the ability to further
test, learn and improve upon the delivered shopping
experience.”

Arun Nair

- Lauren Bitar, Head of Retail Consulting

Co-founder & CTO

Clients

General Info
Year
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Website

Headcount

Headquarters

retailnext.net

230

San Jose, CA

www.R3future40.com

Other Offices
London, Singapore

Year Founded

100% PURE sells its line of
cosmetic products through
distribution with specialty beauty
retailers. The company owns and
operates free-standing, branded
stores alongside its eCommerce
platform.

Challenge
To increase transaction value
and drive conversion, 100% PURE
turned to RetailNext to best
understand in-store shopping
behaviors of its customers.

Solution
Through integrating with
RetailNext’s SaaS platform,
100% PURE accessed traffic and
conversion trends in real-time at
both store and aggregate levels.
The company relied on the
data to inform and enable its
key strategies in performance
management and operations,
ultimately driving increases in
conversion and total sales.

Results
Average transaction value
climbed from approximately $60
to $70, from 2017 to 2018. Units
per transaction (UPT) increased
from 3.12 in 2017 to 3.32 in 2018.
Conversion grew from 24 percent
to more than 30 percent in select
locations.
Each new customer acquired instore in 2018 drove 10 percent of
incremental sales online.

Technology
RetailNext sensors integrates with
the largest number of physical
and digital data sources like video
camera feeds, POS systems and
third-party API applications inside
and around a store. Its technology
also uses existing infrastructure
(such as analog and IP cameras or
WLAN infrastructure from major
providers).

2007
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A.I.

Retention Science
Retention Science (ReSci) is a lifecycle marketing automation
platform powered by AI. Its platform predicts customer
behavior to deliver targeted multi-channel communications.

Background

Co-founder & CEO

“Companies need to take a more customer-centric
approach in order to keep them interested.

Andrew Waage

Customers now demand a more engaging and
personalized experience, and companies must respond
accordingly in order to nurture them into advocates.”

Jerry Jao

Co-founder & CTO

- Jerry Jao, Co-founder & CEO

Challenge
Target worked with ReSci to close
the omnichannel loop between
the Cartwheel mobile app and instore experience, while providing
their customers with a truly
personalized experience.

Clients

Derek Kwan

Target integrated its Cartwheel
savings program with its main
mobile app in 2017. The company’s
marketing team wanted to
increase their resource efficiency
by spending less time preparing
content and running A/B testing
and marketing campaigns each
week.

COO &
Head of Product

Solution
Each month, ReSci processes
billions of customer transactions
and is able to significantly
improve customer engagement
and conversion with the Target
marketing team.

Results
Target experienced a 6x increase
in conversion rates, 38% increase
in mobile engagement and 20%
increase in repeat purchase rate.

Technology
ReSci connects customer
browsing and purchasing data
from Target’s website, mobile
applications, email and in-store
activities to understand how to
provide the most relevant content,
promotional offers and product
recommendations for Target
customers.

General Info
Year
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Website

Headcount

Headquarters

retentionscience.com

60

Santa Monica

www.R3future40.com

Other Offices
None

Year Founded
2011
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Marketing Automation

RevJet
RevJet is a enterprise-grade SaaS platform that orchestrates
meaningful, personalized ad creative experiences at scale.

Mitchell Weisman
Co-founder & CEO

Serge Ioffe
Co-founder & CTO

Background

“With SaaS-based systems, it’s product performance
that drives not only cost and value but also
satisfaction.
That’s the premise that’s worth paying for because it
places creatives and systems developers on the same
page—with goals that center on better and more
effective marketing and advertisements.”
- Mitchell Weisman, Co-founder & CEO

Craig Zeldin
Co-founder &
Chief Product Officer

Clients

General Info
Year
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Website

Headcount

Headquarters

revjet.com

70

San Carlos, CA

www.R3future40.com

Other Offices
Fribourg, Moscow

Nordstrom wanted to modernize
their approach to managing and
executing marketing creative to
more effectively promote their
annual holiday sale, an incredibly
important event for them.

Challenge
In order to do this, Nordstrom
needed a solution that could
provide ad tracking and trafficking
efficiency, detailed and actionable
reporting, and achievement of
performance goals.

Solution
Nordstrom utilized RevJet’s data
visualization features to view all
creative iterations, performance
metrics,experiments and flights
in one place. This was needed
to efficiently and effectively
orchestrate multiple versions
across their audiences, support the
evolution of their DMP strategy
beyond black box targeting
solutions, and align media.

Results
Nordstrom was able to personalize
creative at scale within each
customer segment. It has moved to
a “Test, Don’t Guess” philosophy,
and away from opinion-driven
decision making.

Technology
Nordstrom utilized the learning
built natively into the platform,
enabling an intuitive understanding
of how creative is performing with
a defined audience. Using this
feature helped unlock scalability
for Nordstrom to make better
connections with the target
audience.

Year Founded
2014
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Retail

ShopperTrak
ShopperTrak partners with retailers, malls, and
entertainment venues to increase traffic, conversion and
transaction size using analytics.

Bill McCarthy
GM Americas

Gary Whittemore
GM EMEA & APAC

Background

“Physical retailers are increasingly leveraging
technology to address changing consumer behaviors
and evolved preferences.
We’re proud to provide forward-thinking brands with
actionable insights that allow them to not only adapt
to the current climate, but grow their bottom line.”
- Bill McCarthy, GM Americas

George Dai

Clients

GM China

Year

Website

Headcount

Headquarters

Other Offices

Year Founded

shoppertrak.com

400

Chicago

Shenzhen, Solihull,
Saint Maurice

1995

www.R3future40.com

Challenge
A decision was made to examine
shopper traffic numbers in order to
understand conversion rates and
the effectiveness of Godiva’s visual
merchandising campaigns.
Godiva was not using a traffic
counting solution in Europe and
there were no historical data to
benchmark store performance
against.

General Info
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Godiva’s Regent Street store is one
of the company’s largest across
Europe. The senior management
team wanted to increase foot
traffic in this flagship store.

Solution
ShopperTrak’s people counting
technology was already being used
in Godiva’s stores across the US,
all of which had found it a very
effective way of mapping traffic to
conversion rates and of analysing
data trends.

Technology
Various location-based
technologies that employ Wi-Fi and
Bluetooth were used to monitor
shopper movement. Such devices
can be installed in store entrances,
or concealed within mats upon the
floor.

Results
After installing traffic counting
technology, Godiva’s Regent Street
discovered that three quarters of
visitors were not actually making a
purchase.
Reports also revealed more people
bought products between 2pm to
3pm, not the traditional lunchtime
rush as the staff had always
assumed.
The store was able to take
immediate action, seeing numbers
of transactions in store increase
by 10% and conversion rates go up
from 24% to 26.5% in just six weeks.

At the Regent Street store, initial
analysis focused on employing
a member of staff to physically
count shoppers in and out of the
store. However, it quickly became
apparent that a premium brand
required a more sophisticated
solution.

113

Retail

SenseTime
SenseTime is an AI company focused on computer vision
and deep learning. The company develops deep learning
platforms, supercomputing centers, and a range of
technologies such as face and image recognition.
George Huang
President,
International
Business Group

June Jin

Background

“The information received by visuals accounts for 7080% of all information, far more than the information
received through hearing. Visual technology disguise
as a means that AI can solve 70% of the problems in
life.”

CMO

- Shang Hailong, GM, Hong Kong

Clients
Shang Hailong
GM, Hong Kong

General Info

Website

Headcount

Headquarters

Other Offices

Year Founded

sensetime.com

1000

Hong Kong

Beijing, Shenzhen, Shanghai,
Chengdu, Hangzhou, Kyoto,
Tokyo, Singapore

2014

www.R3future40.com

Challenge
Xiaomi wanted to use AI to
create a richer, safer, and more
convenient mobile experience, but
lacked specialization in this area.

The Xiaotang 8 uses SenseTime’s
3D structured light face
recognition technology, which uses
a structured light scheme that is
different from iPhone X to create
a face model with facial depth
information for better unlocking
speed and recognition accuracy
and security. With this advantage,
it can better support high security
demand scenarios such as mobile
payment, comprehensively
upgrade the user face recognition
experience, and promote
technological innovation in the
mobile phone industry.

Technology
Precipitated by the original deep
learning algorithm and massive
data, Shangtang Technology
took the lead in realizing the
application of 3D structured
light technology on Android
mobile phones by drawing on the
technical iterative experience of
different industry scenes and the
accumulated attack and defense
tests. SenseTime Technology 3D
structured light face recognition
technology can create a
millimeter-scale 3D facial model
by projecting 33,000 coded lattices,
and feature extraction based on
infrared face image support.

Results
Year
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3D structured light face recognition
is becoming a more common in
smartphones.

Solution

Leveraging the SenseID
smartphone face unlock solution,
Xiaomi provides customers with
face unlock, face payment, and
other functions.
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AR

Sight Plus
Sight Plus offers technologies and services dedicated to drive
AR innovation applications.

Zhang Xiaojun
Founder & CEO

Background

“From the perspective of the development of the
industry, the AR cloud will be a key technology for the
future AR to the masses and to the popularity. Only in
this way, the AR industry can go wider and better.”

Tu Yi

KFC, the second largest fast food
and largest fried chicken chain
in the world, wanted to explore
ways to engage consumers in an
innovative way.

Solution
KFC and Sight Plus AR cooperated
with Oriental DreamWorks to
integrate the famous IP “Magic
Elves” with AR KFC stores. During
the event, consumers scanned KFC
products and store window posters
to “summon” the interactive magic
elves.

Results
Increased product sales conversion,
and better communication of
brand spirit.

- Zhang Xiaojun, Founder & CEO

COO

Technology

Clients

The KFC Super app was built on a
mobile AR integration solution set
up to to efficiently convert offline
traffic.

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

sightp.com

100

Shanghai

None

2012

www.R3future40.com

Challenge
KFC needed to find a way to
increase the usage of its mobile
app while reinforcing its brand
spirit.
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Live Video

Socialive
Socialive is a live video creation and distribution platform
that helps people easily broadcast a mix of compelling live
and pre-recorded video across every digital channel.

David Moricca

Background

CEO & Founder

“Over the last few years, social video has really
evolved. I think what you’re finding is what works
broadly is authentic video content...

Armand Dawkins

I think there’s going to be an opportunity to build
community and create networks around content.”

CFO

Audible is the leading provider
of audio entertainment, with
the world’s largest selection of
audiobooks and original audio
shows.

- David Moricca, CEO & Founder

Socialive’s video creation and
streaming platform allows users
to capture video and distribute
live video simultaneously across
social media platforms, websites
or apps. Audible was able to invite
guest broadcasters and influencers
and conduct live social media
moderation.

Achieved 4x more engagement for
live videos versus pre-recorded
content.

General Info

Challenge
Year

Website

Headcount

Headquarters

Other Offices

Year Founded

socialive.us

20

El Segundo, CA

None

2015

www.R3future40.com

Audible offered behind-thescenes access to popular authors
and editorial staff through live
readings, audiobook recordings,
and discussions.

Technology

Results

Clients
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Solution

To humanize its brand and grow
its audience, Audible began to use
Socialive’s live video platform to
create live content for its social
channels.
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AR/VR

SubVRsive
SubVRsive creates impactful 360 Video, Virtual Reality, and
Augmented Reality experiences for brands and agencies.

Anthony Burke
CEO

Austin Mace
Co-founder & CCO

Background

“People still tell stories around a campfire, people still
watch TV. People still watch videos on their phone, in
the movie theater, on their television sets.
I think VR is going to be just another experience that
we’ll get to enjoy, and whatever the evolution of that
is, whatever that becomes, that will just be another
way to enjoy and tell stories.”
- Ty Root, VP of Production

Ty Root
VP of Production

Clients

General Info
Year
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Website

Headcount

Headquarters

subvrsive.com

20

Austin, TX

www.R3future40.com

Other Offices
None

Year Founded

Consumers don’t shop for cars
the way they used to. Instead of
heading to showrooms for test
drives, today’s consumers turn to
the Internet.

Challenge
Wanting to better connect with
shoppers in this new digital age,
Ford reached out to Subvrsive
through creative agency GTB to
create an interactive experience
for Ford.com.

Solution
Subvrsive worked alongside GTB to
create a 360° VR vehicle tour of the
2019 Ford Expedition that allows
shoppers to experience the stylish
SUV in a whole new way.

Results
An enhanced experience on Ford.
com that drove 88% of users on to
deeper engagement and doubled
the likelihood that they’d initiate
key shopping research actions with
Ford.

Technology
The interactive module, which
lives on Ford.com, placed users
right inside the SUV. Subvrsive
took special care to make the view
through the windows as much
a part of the experience as the
interior itself, placing the vehicle
digitally in downtown Austin.
The Ford Expedition 360 tour is
available on mobile, desktop, and
even through VR headsets. And
to ensure super simple viewing,
the experience is device agnostic,
with both horizontal and vertical
viewing.

2015
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A.I.

Tezign
Tezign provides Creative Supplier Platform and Data
Intelligence Solutions for brands worldwide.

Background

“The ‘datafication’ of talents and matching is actually
our core technology. We realized that the clients
who cared most about quality are our larger clients,
so gradually we moved from the Uber of designers
and creatives to a more on-demand creative talent
platform solution for large enterprises.”

Ling Fan
Founder

Daisy Guo
Co-founder

- Ling Fan, Founder

Clients

Bingqin Yan

The Inaugural Taobao Maker
Festival is another festival that
Taobao launched for young people
after the Double Eleven Shopping
Carnival. Merchants from a total
of 108 Taobao stores across the
country joined the festival in 2017;
these Taobao sellers represent the
domestic creative IP works and
KOLs. Docking 108 Taobao shops
and designers, Taobao needed
to complete a complex and such
large-scale strategic creative plan
in a tight timeframe.

VP of BD

Challenge

General Info
Year
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Website

Headcount

Headquarters

tezign.com

80

Shanghai

www.R3future40.com

Other Offices
None

Year Founded

Each of the 108 stores has its own
product and store tonality. It was
difficult but necessary to find the
right designers whose art works
match the attributes of these
Taobao shops and the festival,
particularly in a short time.

Solution
Through the AI creative platform,
Tezign accurately matched the
designers with appropriate styles
from the massive design creative
talents database covering 16
countries and 74 cities, coinciding
with the characteristics of the
store. The project team selected
the designers with the right
creativity and vision for the festival
creative work.

Results
The platform directly docked with
the platform, greatly reducing the
communication costs otherwise
incurred by the designer directly
connecting with the store owner,
and improved the efficiency of
the entire project. The project
was completed in an orderly and
timely manner within a month. The
creative work of the 108 art cards
also reached 20w+ exposure online
before the festival began.

Technology
Leveraging big data and AI
technology to accurately select
the creative person for the brand.
Tezign solved the difficulty of
connecting the designers to brand,
and labeled the attributes of the
designer, the works produced by
the person, and the requirements
of the demand side by data, and
intelligently matched the two.

2014
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Neuro

The Neuromarketing
Labs
The Neuromarketing Labs helps clients make marketing
decisions based on neuroscientific information on how their
customers perceive advertising, product design, and prices.

Dr. Kai-Markus
Müller
CEO & Founder

Dr. Johannes
Baensch

“Neuroscience is especially valuable in early stages of
product R&D and at the marketing concept stage when
there is no consumer data available, but significant
investment decisions need to be made.”

Challenge

General Info
Year

neuromarketing-labs.com

124

www.R3future40.com

Headcount

Headquarters

Other Offices

Year Founded

10

Aspach, Germany

None

2011

Solution
The Neuromarketing Labs used
EEG-based NeuroPricing® to
identify the true subconscious
value perception of the products,
deriving demand curves and price
elasticities for the three studied
products.

Results
PepsiCo was able to calculate
the revenue impact of various
potential price increases.

Technology

Clients

CTO

Website

PepsiCo was looking to optimize
the pricing infrastructure of
three different Lays potato chips
products.

Dr. Kai-Markus Müller, CEO & Founder

Strategic Advisor

Dr. Georg Meyer

Background

This industry segment is
characterized by both a strategic
industry price leadership and
a growing price pressure from
private label competition.
Furthermore, PepsiCo wanted to
understand the impact of price
changes on their top and bottom
lines.

Electro-encephalography (EEG)
recordings can precisely track
marketing-relevant parameters
such as attention, emotional
engagement, memory encoding,
or wakefulness millisecond by
millisecond.
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Marketing Automation

Thunder
Thunder provides companies with consistency, relevancy
and frequency with their advertisements by personalizing,
optimizing, and connecting ad experiences across channels.

Victor Wong
CEO

Ka Mo Lau
COO

Victor Cheng

Background

“The ad tech industry has essentially begun to realize
it has to clean up or else risk consumer backlash.
Google’s attempts to block ads, whether for malware,
file size or ad format, are going to have a profound
effect on finally enforcing the principals good for
consumers.
It should stop the race to the bottom among
advertisers to captivate consumers by loading up
pages with more pixels for tracking.”
- Victor Wong, CEO

CTO

Clients

General Info
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

makethunder.com

110

Seattle, Portland

None

2008

www.R3future40.com

Anheuser-Busch’s “Beer With Your
Team On It” campaign showcased
new Bud Light cans for 27 NFL
team partners.

Challenge

Solution
Using the animation timeline
and rapid versioning software
in Thunder’s Creative Studio,
Anheuser-Busch’s vision of the cans
colliding was perfectly created for
the HTML5 ads.

Results
Anheuser-Busch produced the
campaign in three business days
and saved 46% of the cost versus
their usual process.

The company had to produce
unique animated ads customized
for 76 football game matchups
under a very tight timeline.
Because the HTML5 animations
would also be saved as videos
for Facebook ads, the motion of
the cans colliding needed to be
instantly interesting and engaging.
Using preset effects would not
suffice. Each of the 76 matchups
required an ad customized in six
places: both team can images as
well as background and text colors.

Technology
Features such as keyframes and
easing control enabled the motion
to look natural, realistic, and
eye-catching.
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AR/VR

TouchVirtual
TouchVirtual provides e-commerce vendors with the
marketing solutions powered by AR/VR technologies.

Blair Lee
Founder & CEO

James Wu
CMO

Background

“Marketing, whether it is using technology or other
means, is about trying to influence consumer
perception. As an entrepreneurial company using AR
and VR technology, we want to use the science of
perceptual cognition to help business owners enhance
the retail experience.”

Walmart officially launched its
online flagship store on China’s
Jingdong (JD) platform in October
2016 and sold more than 100,000
products in the first half of 2018.

- Blair Lee, Founder & CEO

Solution
Together with JD Global, Walmart
teamed up with TouchVirtual to
create “the wonderful circus” AR
pop-up show.

Results
Walmart’s official flagship online
store on JD Glocal increased brand
awareness by more than 25%. The
retailer increased followers of its
WeChat official public account by
more than 1000% in a single day,
and the number of VR virtual shop
interactions increased by 57%.

Technology
TouchVirtual helped Walmart
and JD Global jointly launch the
JD AR test mirror, intelligently
linking online and offline consumer
experiences to achieve user digital
identification and generate online
traffic.

Clients

General Info
Challenge
Year
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Website

Headcount

Headquarters

Other Offices

Year Founded

touchvirtual.cn

40

Shanghai

None

2016

www.R3future40.com

Walmart wanted to deliver the
fastest 2-hour speed service to
customers and seamlessly bring its
global experience to consumers
online.
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Voice

Volara
Volara provides voice-based guest engagement software
running on in-room hardware in the hospitality industry.

David Berger
CEO & Founder

Josh Coppens
VP Client Success

“With all the noise, marketing needs to be engaging,
interactive and frictionless.
Our voice platform enables marketers to target their
audience at scale using voice assistants, which are
continuing to soar in use - with 8 billion expected to
be in use by 2023.”
- David Berger, CEO & Founder

Jeffrey Clement
VP Strategic
Accounts

Background

Clients

General Info
Year
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Website

Headcount

Headquarters

volara.io

7

New York

www.R3future40.com

Other Offices
None

Hotel guests have turned more
and more to their personal
connected devices for information,
recommendations, and even
services.

Challenge
Motif Hotel Seattle wanted to
increase guest spend at hotel
restaurants and bars. However,
hotels have been left with fewer
opportunities to engage their
guests and have lost that valuable
position as the guest’s guide and
experience curator.

Solution
Motif Hotel provided guests with
voice-based engagement on a
Volara-powered Alexa solution.
For example, a guest could ask the
device “to recommend a great bar
nearby,” and be offered dynamic
responses such as specials based
on a number of variables to keep
guests at the hotel and spending
money at hotel concessions.

Results
Motif Hotel experienced
substantial and measurable growth
in sales per labor hour in outlets
and average hotel guest spend.
As an added bonus, the hotel’s
guest satisfaction scores increased
as a result of providing guests what
they were seeking instananeously
and through a frictionless voicebased experience.

Technology
Volara’s AccurancyEngine enables
any Natural Language Processor
to satisfy a user’s commands
appropriately and with greater
precision. By leveraging robust
data sets, contextual awareness,
artificial intelligence and machine
learning, the engine sharply
reduces errors and increases guest
satisfaction.

Year Founded
2016
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How R3 Can Help

ABOUT R3

R3 combines extensive insights with proprietary processes for
ensuring the most effective and efficient outcomes with emerging
media partners.

In a word, we are about transformation. R3 was established in
2002 in response to an increasing need from marketers to enhance
their return on marketing, media and agency investments, and to
improve efficiency and effectiveness.
We want to help CMOs make marketing accountable.

RETURN ON AGENCIES

Review
Leverage our market insights and benchmarks to establish long-term,
mutually profitable partnerships of talent and technology that will drive
brand and business growth.

We help marketers find, pay and keep
the best possible agency relationships
– covering Creative, Media, PR, Digital,
Social, Performance, Event, Promotions
and CRM.

www.rthree.com
website

We take the lead in improving
the Integration process through
proprietary software and consulting.

twitter.com/R3WW
twitter

Remuneration
It is important that a sound compensation structure is in place – one that
works to align expectations through set Key Performance Indicators and
Performance-based Remuneration.

company/r3
LinkedIn

r3worldwide
LinkedIn

weibo.com/r3china
weibo

Relationships
Our Relationship Management tools differ from those that are in-house or
self-administered in that they focus on the future, not the past – to ensure
the right expectations can be set and achieved.

New York

We offer professional analysis of the
media process, planning and buying
with proprietary benchmarks and tools
to set and measure performance.
We conduct financial audits to validate
and benchmark transparency.

Beijing
Shanghai

RETURN ON INVESTMENT

Hong Kong

Using a bespoke and proprietary
methodology, we help benchmark and
provide insights into how your digital
strategies perform in your category
and across categories.

Offices

www.R3future40.com

RETURN ON MEDIA

Singapore

London
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Driving
Transformation for
Marketers and Their
Agencies
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