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simply walking down the street in the 
future will become a targeted opportu-
nity for both the user and advertiser — 
one where data finally meets demand.

Picture someone strolling past the 
Flatiron Building in New York. The 
person is checking her phone for the 
closest sports equipment store, only 
to look up and see a billboard featur-
ing the running shoes she's shopping 
for as well as a map featuring retailers 
in the area who sell the shoes. How is 
that possible? Today, that might mean 
a combination of brand CRM data, hy-
per-geo targeted intel, an RFID unique 
identifier, along with intent data and 
facial recognition technology. Tomor-
row, it could mean using retinal scan-
ning, or even DNA identification. As 
long as the data is available, the possi-
bilities for how advertisers can make 
their messages more informative and 
useful are almost endless.

So, yes, the future of advertising is full 
of tremendous promise. But, no, the 
opportunity to expose consumers to 
more ads is not, in itself, a cause for 
celebration. With new opportunities 
come new challenges and new obliga-
tions to make our ads genuinely use-
ful. As more and more data becomes 
available, we'll have the power to in-
form the creative process and devel-
op rich stories like never before. The 
question will be whether we use these 
new powers wisely.
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W E'RE ALL NOW LIVING IN A 
mobile world. Each new day 
seems to bring more evidence 

of this new reality. Consumers are 
spending well over half of their total 
digital media time on smartphones 
and tablets. More striking is that 21 
percent of Millennials now rely exclu-
sively on mobile when using the In-
ternet. And yet, as rapid and dramatic 
as the move to mobile has been, we're 
still only in the first stages of a more 
profound transition into a radically 
different digital future.

Imagine a world that is not too far 
into the future where people live and 
operate in an augmented reality. In 
addition to carrying around hand held 
screens, as we do today, the people 
in this world wear digital glasses and 
even have digital contact lenses and 
embedded retinas. This future, which 
is already being built, will allow for 
the world to be viewed through a layer 
of virtual text and images, and it will 
make the number of ads we're exposed 
to today seem downright quaint.

INFORMATION AS ADVERTISING
People in this fast-approaching world 
will be saturated with ads — real and 
augmented — everywhere they go, be 
it online or off. But the very fact that 
there will be more ads doesn't mean 
this new world will be a utopia for 
advertisers. In some respects, this fu-
ture world will make advertising more 
challenging than ever before. Why? 
Because as consumers are exposed to 
more ads, they'll also become better 
and better at ignoring and blocking the 
ads that don't interest them. 

So, how do you get consumers to pay 
attention to your ads in age of hy-
per-saturation? You start by using 
information as advertising. That is, 
you use the data at your disposal to 

make your ads as relevant and useful 
as possible so that the consumer has 
no incentive to avoid your messages. 
No, this doesn't mean that the look of 
the creative of the future won't matter. 
But it does mean that elegant design 
won't be enough if your ads are not 
providing valuable information. Con-
sumer experiences will always vary, 
but the difference between a positive 
or negative reaction will lie in the core 
relevance of the advertising.

THE ADS OF THE FUTURE
To be sure, the rise of native advertis-
ing is a step in the direction of more 
useful advertising. And we're already 
seeing a growing appreciation of the 
consumer's immediate needs across 
the digital landscape. Apple's new OS, 
which brings news, social, and appoint-
ments to the desktop to deliver rele-
vancy at every moment, is a good ex-
ample of this trend in action. But much 
of the content we deem “native" today 
still doesn't pass the “information as 
advertising" test. Today's native con-
tent might have the look and feel of the 
publisher's site, but too often it fails to 
provide consumers with content that's 
immediately useful and relevant.

To grasp just how much more infor-
mative and useful the ads of the future 
will be, you have to appreciate that 

ADS OF THE FUTURE

As more and more  
data becomes 
available, we'll have 
the power to inform 
the creative process 
and develop rich 
stories like never 
before.


