dmexco 2017
Summary & Insights

Key Take-aways of
dmexco 2017
Brand Safety
Top advertisers, notably P&G, have voiced recently their
increased concern on brand-safety issues in the digital
advertising space. Therefore, most of the ad verification
vendors start offering stricter brand safety tools and
integrating their pre-bid solution to broader range of
programmatic DSPs, such that they can block brandinappropriate content prior to clients’ ad delivery more
efficiently. Furthermore, ad verification vendors offer now
better possibilities to create client-specific ad blocking or prebid audience verification to improve quality of ad delivery.
Data
Despite of the uncertain impact of GDPR, the 3 rd party data
offerings still grow in the market, for example, in-market data.
At the same time, 3 rd party data vendors put their focus
more on own data quality. For instance, after acquisition of
MOAT, Oracle/Bluekai will integrate its ad quality
measurement into Oracle’s audience data. This drives more
effectiveness in clients’ audience ROI.
Advertisers’ own data, especially their CRM data, is most
valuable knowledge of their own consumers. Therefore,
leading CRM vendors have created new data solution such
that their clients are able to activate their own data in their
programmatic campaigns seamlessly. Leading vendors like
SAP Hybris, Microsoft Dynamics and Salesforce are a few
players to be named. Additionally, some of the vendors are
testing how artificial intelligence can bring more accuracy in
the consumer analysis and segmentation, based on CRM
data.
Programmatic Video/ Addressable TV
Linear TV consumption is decreasing constantly, especially
among the millennials. The good news is that the penetration
of connected TV’s in a household becomes better, which
gives marketers a greater chance to reach their consumers in
a more addressable way. For instance, 50. mio smart TV
devices are already connected in Germany. Therefore, new
breed technology now comes into the market such as
ScreenOnDemand (SoD) in Germany, offering dynamic ad
insertion, based on audience data, which enables better
consumer experience. Also, we are expecting that crossdevice targeting is possible with connected TV in 2018.
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Guided Tours
quality rather than quantity

Guided Tours –
Addressable TV

The TV consumption behaviors continue to evolve,
while 52 % smart TV devices are connected in Western
Europe. In Germany, we have approximately 50 mio.
connected TV devices already. It is essential for
advertisers to embrace this behavioral change,
ensuring efficient TV investment.
IP Deutschland (Ad Alliance) and SvenOneMedia, both
leading German private TV boardcasters, have
therefore introduced their new technology at Dmexco,
on how they can now reach their audience with client’s
TV commercials on connected devices in a more
addressable way. They can now utilize TV audience
data collected from their connected smart TV devices
such as gelocation, socio-demographic, weather, etc,
and target their TV audience with most relevant
dynamic ad insertion in any time, beyond linear TVconsumption.
This data-driven approach allows better contact
optimization across all TV devices (linear/non-linear).
Also, it increases TV incremental reach via identifying
TV spot non-viewers and reaching them with different
dynamic creatives.

Guided Tours – Artificial
Intelligence

The market for artificial intelligence (AI) technology
becomes reality, starting from driver-less cars to voice
assistants such as Amazon Alexa. During our marketing
tour, we took a closer look on two key AI trends: voice
assistant and NLP (Natural Language Processing)
Voice assistant is flourishing. Nowadays, over 10% of
all the search traffic is already voice search. By 2020,
over 200 billion searches will be expected to be done
with voice per month, while voice search will reach over
1,83 billion users. At Dmexco, Microsoft, Amazon and
Google demonstrated us their voice capabilities. Here is
the summary:
Microsoft: Cortana, the new Microsoft personal
assistant, has been developed out of Bing’s backend
services for most of its features, while Microsoft
cooperates with Harman Kardon to bring Cortana Box
to live. Cortana acts as a digital assistant, connected
directly into Microsoft products such that it helps you
organize your day-to-day activities with Microsoft
application (such as Email, Calendar, etc.), on top of
web search. Also, it is connected to Amazon Echo such
that it can open Alexa application for shopping on
Amazon. According to Microsoft, Cortana has now
already 145 M active users monthly and answered over
18 B questions.

Guided Tours – Artificial
Intelligence

Amazon: Alexa is positioned as voice assistant SKILL to
drive more engagement in clients’ e-commerce space.
Alexa is currently built in Amazon Echo, a hand-free
speaker, which can respond to voice commands to
search the web, create to-do and shopping lists, do
online shopping and execute a range of smart-home
products. Alexa skills are essentially apps for Amazon
Echo. They are not just limited to Amazon applications,
but also enable anyone to develop their own integration
through its Skill programme. Amazon showcased
examples how Alexa skill drives more awareness for
Mondelez’ Philadelphia receipts step by step through a
process via voice. Also, Unilever has engaged their
consumers with Alexa skills on how to clean up messy
strain (cleanipedia).
Google is already experiencing significant shifts
through voice and AI. 20% of mobile search queries in
US are already done via voice. Google Home is a
consequent next step and has been launched in
Germany just 1 month ago. Google sees an advantage
vs Amazon’s Alexa as being integrated in their digital
ecosystem.
Natural language processing (NLP) is another AI trend
to watch. It runs in-depth and granular text analytic to
understand sentence structure and relation, intention
and sentiment, based on statistical and machine
learning methods. Acrolinx, a Berlin-based company,
showcased how their advanced linguistic analytics
engine “reads” web text content and then improves
the writing in real-time, driving more consumer
relevance. It has driven significant conversion on their
client websites.

Guided Tours –
E-Commerce

In 2016, e-commerce sales grew to 1.86 trillion US dollars
worldwide. Online shopping is now part of our consumers’ life,
while m-commerce blooms. At Dmexco, Facebook, Channel
Advisor and Otto Media Group showed us their key ecommerce strategies:
Facebook: According to Facebook statistics, mobile is an
important channel for online shopping journey. Therefore,
with their hugh mobile traffic, Facebook position themselves
as “mobile-first” e-commerce channel. 50-60%of an
advertiser's desktop conversions have been already reattributed to Facebook mobile ads when cross-device paths
are considered. Facebook also showcased an example of
Michael Kors, where they connected their online ads with instore sales, which drove attributed 31% of their in-store
transactions.

Otto Media Group (OMG): OMG is established by Otto Group,
one of the biggest e-commerce network in Germany, which
offers products, ranging from fashions, toys to consumer
electronics. Now, they monetarize their 25 mil. real CRM data
by segmenting them into 150 bookable segments and
activating them with online-ads on online shops of Otto
groups. According to OMG, it is proved that the consumers’
dwell time can be increased by 3 time on webshops, in
compared to information portal.
Channel Advisor: The final touchpoint of e-commerce is
either client’s own online shop or marketplaces such as
Amazon, eBay ,etc. Due to technology and data silos,
according to Channel Advisor, it is crucial to have holistic
marketplace monitoring for maximizing ROI. Also, the relevant
connection to your website to the marketplaces. Channel
Advisor’s ”where to buy” supports client on linking their
consumers to the relevant online marketplaces to boost
online purchases.
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INSPIRATION

ADVERTISER

MEDIACOM

Brand Safety
vs. Fake News and Ad
Fraud
Print is still one of the most important media for advertising.
Especially editorial premium content is a really attractive
sphere compared to the positioning of video ads. They are
used 23% more than content on Facebook. 64% trust
traditional publishers, whereas 9% trust social media.
In response, André Pätzold of Spiegel and Christian Griesbach
of Teads met up at dmexco to talk about opportunities and
problems.
Teads designed a kind of advertising, which is used in
editorial premium content such as Spiegel Online. The reader
comes in contact with a video ad, which is integrated in the
editorial content and will be played automatically. In order to
hear the sound the user has to react actively and click on the
ad. It should solve problems such as the lack of possibilities
for video ads and users, who are stressed out by forced ads.
Furthermore, a huge problem is fake news, which is the
reason for loss of trust in news. But how can fake news be
avoided? Pätzold named methods such as resolution,
transparency, keynotes at the end of articles and having a
team of about 70 People, who check all facts before an
article is printed. The checking for online-articles, however, is
not as profound as for printed ones.
According to “Motherboard”, Spiegel’s articles are 100% true.
The reason is their cooperation with partners they know.
InRead, for example, is apparent, efficient and safe. It
improves ad fraud, brand risk and the viewability of ads
placed in editorial premium content. Moreover, the placement
in the ideal sphere is very important because the trust in
content supports the trust in ads.
Spiegel uses Spiegel Online for social media activities. This
way, the image of these online platforms will not cause harm
to the image of Spiegel. Thus, Spiegel Online is the ideal way
to reach young people without losing the older target group.
The bottom line is that fake news doesn’t portray a problem
to journalistic premium-supplier. With inRead, ad frauds can
be minimized and brand safety can be maximized.

Inspiration:
The Future at Home

People see their homes as an expression of who they are.
They feel emotionally connected to this place where families
come together, where they feel love, can relax and turn off
the world around them.
Home enables people to be themselves without having to
wonder what others might think. Although people want to turn
off at home, they still have a connected home. 11 million
people are using Amazon’s „Alexa“ and for upgrowing
children, it goes without saying to make use of this device. An
example was given that a child found his mum lying on the
ground and told Alexa to call 911. Experts are sure that in the
future, 75% of internet search will be voice based and people
should be able to only say trigger words like „shampoo“ or
„razor blades“ so that online devices like Alexa directly order
the favourite products (e.g. Pantene, Head & Shoulders or
Gilette). The development of this future home is explained
with the convenience people feel when Alexa is connected
with their cars first, so that they also want this convenience in
their homes.
Another point that belongs to the future home is having
chatbots. They should be used for helping children with their
homework in first line. Furthermore, there will be intelligent
fridges that order food automatically when it runs out. This is
especially for people with long working hours.
It is also important to know that, nowadays, people are willing
to pay more money for services than for products, which
encourages the concept of a digital based future home.
Nevertheless, people appreciate their privacy and connected
devices are hackable easily. If just one device is hacked, your
entire home can be affected by this and your personal data is
spread everywhere. People are craving for this digital
convenience, however, they still wish to experience the
traditional customer journey, where (new) products are
explained to them, where they can try the product with all
their senses and then make a decision whether to buy it or
not.
In summary, homes tend to be more and more connected as
a result of digitalisation and convenience. Still, people want
their privacy and data to be safe and they want to have the
control over what is being done with their data.

Inspiration:
Empowering Women
around the Globe
All women at the debate agreed on that there are not enough
women in leadership positions. But how does it come that the
number is still too low?
Bessie Lee (Founder & CEO, Withinlink) explained it by the
way girls are raised. Girls are told to be polite and quite. Boys
are more aggressive when it comes to defend their position. It
helps them to be more confident at work than women.
Emma Heming Willis (Founder & CEO, CocoBaba) can’t
understand why it is still a big thing when a woman is a
successful leader.
But how can we increase the number of women in leadership
positions?
“You have to break the rules”, says Shelley Zalis (Founder &
CEO, The girl’s lounge), when she was asked how to be a
successful female leader. The most important thing is to stop
behaving like a man. As a woman, you don’t have to behave
like a man to be successful in your career. You have to stop
listening to that voice in your head which prevents you from
taking challenges. You should always face challenges that
scare you.
Katharina Bochert (Chief Innovation Officer, Mozilla) agreed
on this advice. She couldn’t sleep for weeks when she knew
that she will move into Silicon Valley. She is so proud of
herself that she didn’t listen to her voice in her head. She
also was asked if she could recognize a difference between
the situation in Silicon Valley and Germany. According to her,
Silicon Valley has a big gender issue. The difference is that
everyone in Silicon Valley know that they have a gender
problem, whilst in Germany no one would admit it.
All women at the debate were also asked if they looked up to
someone during their career. Carolyn Everson (VP Global
Marketing Solutions, Facebook) said that she always looked
up to herself. She said that she made a lot of mistakes, but
she learned a lot from these mistakes.
They all agreed: The sky is the limit - don’t be scared of
making mistakes!

Inspiration:
E-sports – Hype or
Business?
The e-sports market started as early as the 1990s. The first
big event was a LAN-Party in Duisburg in December 1999. It
was spectacular with around 2000 people. During the last
few years they have been in the background, but now they are
back. Nowadays, e-sport events fill entire halls with about
15.000 people. Still, it has not become a general
phenomenon yet and not all people are being reached. The
main users consist of young players and watchers.
Bernhard Mogk, CEO of ESL Turtle Entertainment, Zeljko
Karajica, COO of ProSiebenSat.1 Sports and CEO of 7Sports
GmbH, Oliver Wolf, Vice President of Paysafe and Alexander
Müller, Managing Director of SK Gaming, talked about this
phenomenon with Melek Balgün, an e-sports journalist and
professional gamer. The result of the discussion between
them was that e-sports is definitely a business and not just a
hype. In their opinion, e-sports have the potential to become
as successful as a traditional sport. It already has more
watchers than hockey. Nevertheless, the professionals think
that it will be difficult to fight against European soccer. As a
comparison the NFL reached about fifteen billion dollars and
e-sports around 1 billion dollar (without sponsorship
revenues).
The e-sport market and the target group are growing
constantly. In the future, the actual players and watchers will
be older and at the same time younger people will join in. In
conclusion, the target group will grow. This potential is
discovered by big companies. They recognised that it is great
advertising for themselves. For example, ProSiebenSat.1
Sports started to introduce e-sports in TV. The goal is a big
live show as a main show in primetime with interviews,
amongst others. For Paysafe it was obvious to invest in esports. Moreover, big companies such as Mercedes or P&G
recognised the chance and became sponsors of e-sport
teams. One advantage is that the sponsors can catch the
young, male target group. Another advantage is that the
process and media rights are not as complicated as other
media instruments. The reason therefore is unprotected
content.
In the end, it is all about entertainment and the fun factor.

Advertiser:
The CMO Talk – IKEA

The main idea of IKEA’s creative heads is creating a better
“every-day-life“ because they understand home as the most
important place. Thus, about 600 marketers work on the
same strategy which is based on a consistent communication
and the purpose to increase value. To achieve the company’s
targets, every employee has to believe in the company‘s
vision, strong brand empowerment is necessary and every
employee has to be convinced of what they are doing. Only if
everyone in the company tries to understand the role of home
for the individual customers, IKEA’s idea of creating a better
“every-day-life“ will pay off.
For that, IKEA created three assets: a unique understanding
of life at home, IKEA’s unique product range and a unique
furniture experience for the customers.
Against this background the biggest challenge for IKEA is the
understanding of individual attitudes, behaviour and cultural
differences mainly with regard to the individual living and
furnishing situations.
IKEA works on this challenge by acting curious over the time
with the newest integrated technology e.g. augmented reality.
This technology enables IKEA to create meaningful moments
and trust dimensions.
To get in contact with the customers and for making the
customer experience more personal a lot of data has to be
collected. At the same time, IKEA is aware of customer
privacy, a big issue in times of digital marketing.
Based on this knowledge, IKEA creates their content by
engaging their customers and going into dialogue with them
about their individual wishes and situations. Thus, at the end
of the day IKEA is able to use expertise based on the product
journey from design to purchase and to use relevant media to
engage customers and to give individual advice to the
customers on how to create their homes.
By entering the digital marketing area IKEA’s setting is that
testing and learning is everything. The marketers are trained
to freely talk about mistakes and even to celebrate them.

Advertiser:
The Trump Effect in
Marketing
The age of digitalisation offers more space of data collecting
and enables companies to follow the consumer’s digital
surfing sessions. By every click the consumer becomes more
transparent. The next step is the targeting. By targeting the
individual people, target groups are built and filtered. With
this procedure it is possible to reach consumers individually
based on their surfing behaviour as a personalised strategy.
The problem which arises whilst collecting this valuable tons
of data is that at the same time companies forget to talk to
the consumers. Thus, the data is overlaying in the foreground,
whereas the insides of people and their body languages can’t
be interpreted anymore and a lot of information won‘t be
raised and get lost. Therefore voices already become loud
that it is not enough to collect consumer data, but to use the
psychographic targeting.

Psychographic targeting is based on motives and attitudes
frameworks are built to gain deeper insights to understand
individuals. This kind of targeting enables to see the profile
behind the facts that influence behaviour. It‘s an approach to
answer the question on what a company should do to make
their products more relevant to the consumers.
The actual situation of targeting is that people often are
bombarded with irrelevant advertising or products they have
already bought. Instead, what companies should do is create
more meaningful and relevant content. They have to talk to
the consumers and engage with them to see and understand
the nonverbal signals and emotions. Data is important, but
the key point for companies needs to be the consumer insight
and the relevant personalised experience. Thus, creating a
trustful relationship is the next level in digital marketing. In
order to achieve this, companies don’t have to spend a lot of
money, but work in a way that focuses on the consumer.

Advertiser:
Is mobile everything?

The audience question was: „Will the differentiation between
mobile and stationary online use soon be a thing of the
past?”. 37% of the audience members said “No, utilization
behavior will always be diverse instead, the goal should be to
apply and coordinate the knowledge from both world as
effectively as possible.” However, 63% agreed to “Yes. The
differentiation will become pointless, because mobile and
stationary utilization are increasingly overlapping. Advertising
must be useable across all channels.”
Mark Wächter discussed together with Maike Abel from
Nestlé and others about these answers. Martin Lütgenau,
Burda, hopes for multi-display solutions, but also assumes
that there are still technical problems as the targeting, for
example, is very difficult. Moreover, the phrase “user first”
should be in focus. On the contrary, Rasmus Giese from
United Internet media represents the opinion “YES”! Dirk
Kraus, YOY; also realises the technical problems.
Maike Abel shows the point of view out of a company which
works with advertisement. She is disappointed of the market
and the technical solutions which are delivered. Especially,
she is highlighting the problem of the measurability and the
actual market standards. Thereby, she mentions the
obligations of the OWM. Maike Abel gets support from the
other professionals but they still see the technical problems.
In conclusion, the market and its participators wish no
differentiation between mobile and stationary online use, but
in order to achieve that current technical issues need to be
solved. Additionally, mobile use is too specific.

Advertiser:
Global Media
Masterminds
Upon opening the conversation with the question What‘s the biggest
challenge for today‘s global brands? an astounding majority in the
audience opted for answer A) the challenge of gaining and keeping
the trust of their consumers. By contrast, understanding of media
supply chains and their technologies are - though crucial and
indispensable - to be seen as mere ingredients to achieve the former.
The talk was held between Gerry D‘Angelo, Global Media Director of
P&G, Ben Jankowski, Senior Vice President in Media and
management of Mastercard. While one has a background in
investment and the other is a visionary leader aiming for
transformative media strategies, both agreed that consumer trust
takes utmost priority within all marketing endeavours. In light of
continuous technological (re)inventions and expanding
automatisation processes, Jankowski states that “brands and
consumers are as important as ever“; especially when it comes to
younger target groups and increasing customer-brand interactions. In
this age of technological advancement, brands need to experiment
for themselves as to how potential customers may most likely
interact with communicated products - in ways that lead to ultimate
purchase.
Interaction thus constitutes a keyword. „The more consumers
interact with us, the more profitable our business.“, so Jankowski.
Media need to work together in this regard to enhance brand
awareness, familiarity and recognition. It is all about building
experiences, which is why media partnerships are created including
ecommerce and the like. „Media help to distribute experiences“,
following their same traditional job in new disguise. It is crucial to
maintain a balance when dialoguing with generic as opposed to
specific target groups. Moreover, business is a matter of seasonality
and certain time windows or moments of opportunity. The business
environments are marked by data & technology complexity.
Therefore, media agencies face now transformation and a
fundamental shift in responsibilities. The current model of planning
and buying media needs to integrate a growing set of new skills such
as storytelling, content creation and technology expertise. Hitherto
media agency core services thus require adjustment to the needs of
future clients.
At this point, the buzzer interrupts. A woman speaks up addressing
the question of media agencies and their future. What will their
business be like in 10 years from now? Will their traditional roles go
on in slightly transformed ways, or will they dissipate and give way to
entirely new ways of managing media? Ideas of outsourcing fill the
room. Yet Jankowski contained this concern by stating that due to
the tremendous importance of data protection, respective legislation
and privacy regulations, media agencies will continue to maintain a
unique position.

Advertiser:
Are we digitally drunk?

For this topic dmexco chose people from the biggest
advertisers and publishers in Germany, Sabine Eckhardt
(Prosieben Sat.1 Media), Susanne Kunz (Procter & Gamble),
Philipp Markmann (L´Oréal), Martin Ott (Facebook), Philipp
Welte (Hubert Burda Media). At first, all of them were asked if
they think that people are digitally drunk and they had to
decide on a number between one (no) and ten (yes). As the
highest number was three, you can tell they all agreed that
digitalisation is a topic that only has started and will become
more important in the future. In Germany, companies only
spend 20 to 25 percent of their media budget into digital
media. Other countries like the U.S. or UK spend way more
into digital media. Philipp Markmann from L’Oréal mentioned
that innovation is key and that you have to see digitalisation
and social media as a speaking tube to the customer.
Otherwise you won’t survive the marketing transformation as
a company. He also noted that L’Oréal as a brand has never
received feedback as honest as from social media. Brands
have to see social media as a chance to improve faster as a
brand and get to know the customers‘ needs and wishes.
L´Oréal was one of the first companies that took social media
and influencer marketing onto a new level. They created a
weekly YouTube talk show for their brand Maybelline New
York with influencer Mrs. Bella.
Another big topic of this conversation was trust in digital and
social media companies like Facebook. There are neither
rules in measuring the outcome for companies nor fixed
prices between media agencies and marketers. In the
following years, there have to exist rules over all companies to
really trust the media and content played on digital channels.
They all agreed that you have to take advantage of what
social media and digital channels in general do to companies
like P&G and L’Oréal. They get real feedback and can improve
in product launches because they get to know customer
needs and trends better.

MediaCom
Sir Martin Sorrell & Jack
Dorsey
Twitter is known as an open source with a high brand
awareness. It delivers a platform where people can have a
conversation with the world. Twitter shows the power of
conversation: people can see what others actually think 24/7.
Jack Dorsey, CEO, said that the point is that Twitter has to
provide interest. Influencer on Twitter are talking about
interests and that is how people find interesting people, thus
they can follow their interest in real life. Twitter should deliver
data when people need it – in real time. They have to make it
easy – less work to see and join the conversation.
Twitter’s focus is on simplifying the product to offer their
customers a difference. They want to make sure that every
advertising that comes to Twitter is seen. They want to build
up trust and people to see that Twitter does not break
promises. With Twitter you can reach people where TV can’t
go. Customers need to see that they can get value from it.
Twitter wants to be the leader, transparency is their mission.
Every voice of Twitter is viral. When it comes to issues and
scandals, Dorsey said that every policy issue comes to him.
However, everyone has a voice, so people can speak up
against everything they disagree with. If people can‘t speak
up, nothing will process, nothing can be evolved. In case of
trouble, Twitter focuses on why it has been done and not what
has been done.
Twitter wants to focus on its strength: Conversation. And a
conversation naturally starts on Twitter.
Furthermore, Dorsey and Sorrell had a short discussion about
Dorsey’s second company Square. The CEO said that they
want to empower people to enter the company. Square does
not become a bank, but it’ll make banks more successful.

MediaCom
From digital transformation to innovation
Deirdre McGlashan in discussion with Chris Curtin from
Visa and Jean-Marc Pailhol from Allianz:
Innovation always starts with a clear vision and a
change of your company culture. Your task as the head
of the company is to bring the vision as clear as
possible to your employees and stakeholders.
Furthermore, you need to keep your employees
inspired, because inspired employees are a source of
innovation. To achieve innovation in your company, be
open for new collaborations, not just with companies
which are as big as yours, but also with start-ups that
mostly drive more creativity than established,
traditional companies. One thing you should be sure
about is that your collaborating company stands for
what you stand for. Thus, be selective with new
partners, but don‘t shut an offered partnership down
just because it‘s a small start up. Moreover, keep in
mind that your brand identity is still the most important
thing. As Jean-Marc said: „Principals remains the same
– the practices have changed!“
Chris Curtin made one thing clear, namely that
innovation has to touch the people: „When I think of
innovation I don‘t look at the advertising or the
communication to get my inspiration. I work in
advertising, but I don‘t live in advertising. I look at what
other industries are doing. If you look what‘s happening
in television, or in architecture, or in a car design. What
they have done is they create more creativity. They
don‘t worry about the technology. They just write better
stuff, create better stuff and make better buildings. And
I think our industry must understand that. Because all
the amazing modern technology is nothing worth,
unless it touches people, unless it connects with their
souls.“
A simple advice for people who want to start their own
business with a set vision: Take a risk. Create
something and try to make a matter.

Artificial Intelligence

Artificial Intelligence was the buzzword number 1 at dmexco
in 2017.
But in the end real AI is able to learn for itself. All the
language assistants presented by Google, Amazon, Microsoft
and IBM at dmexco aren’t able to do that.
These assistants are called Co-Bots, as they only work with
human help.
Whats our opinion?
In general, the voice control goes back to the intuitive, natural
behaviour. Google, Amazon and Co. understood that products
have to be consumer-centric and easy to handle.
Ultimately, our smartphone’s AI based voice assistants will
become the new assistants for daily business. Due to it’s high
convenience people will use it.
Today, the voice assistants are able to play your favourite
playlists, control your smart home and give you directions to
the nearest pizza place.
But in the end they can only use the skills they‘ve got
installed.
They are not able to talk and understand language and
especially not question something critically, like a human
being.
All in all, we are pretty sure there will be a huge development
in this direction, but this still needs a lot of time.
For marketers, language assistants require a lot of creativity.
Echo, for example, always proposes just one product for the
costumer.
The voice assistants could be really interesting for creating
more brand associations. By developing skills it’s possible to
create habits which are connected with your brand.
Cookbooks, washing tips and pet animal tips are only
examples for skills that brands could offer the costumer.

Artificial Intelligence - Voice Marketing

Google: Home

▪
▪

▪

Accepts first callbacks
Is connected to Google
express
Is the only AI which
works with Google data

Amazon: Echo

▪
▪

▪

Pretty reduced on the
buying process
„A Dash-Button which
could be controlled by
language“(t3n edition
48)
It has 20k skills (the
tools it’s able to use)
more is planned

Microsoft: Cortana

▪ Microsoft says: “Search
is Core“
▪ Cortana remembers
important data like
interests and
preferences and is able
to fall back on it later
▪ That’s why Microsoft
says Cortana needs to
learn a bit about you
first

IBM: Watson

▪ Watson is the only AI
which is able to learn by
the user

