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Disruptors continually outsmart,  

outmaneuver and out-innovate  

their competitors. 

Being the disruptor means  

understanding where consumers are  

heading first, then knowing how to take  

action. The Consumer Electronics Show (CES) 

is perhaps the most public setting where brands 

can begin to see technologies, products and 

consumer behaviors move from emerging to  

mainstream. It creates a massive  

opportunity for business, marketing  

and commerce leaders with a  

“customer-obsessed” focus to  

pinpoint transformative trends. 

After they spent three days leading client tours 

and scouring the floor at CES 2016, here is what 

mattered most to executives from across the 

agencies in the Razorfish Global network.

The line between 
emerging and  
mainstream is  
growing thin.



Advanced technologies are 
enabling predictive, implicit 
user experiences. 
Implicit experiences, such as paying for an Uber by exiting the vehicle at a destination, 

enable a user to accomplish a task or have an experience without taking explicit action. 

Implicit experiences may also anticipate a user’s need based on contextual inputs and 

proactively deliver information. Implicit experiences are more prevalent this year because 

data is coming from more sensors and connected objects, fueling a robust understanding 

of the user’s context. Perhaps more importantly, consumer expectations are also evolving 

due to predictive technologies available in the latest mobile operating systems. 

LEADERSHIP PERSPECTIVE

JEREMY LOCKHORN,  

VP, EMERGING MEDIA 

& U.S. MOBILE LEAD, 

RAZORFISH

“We are about to 
witness a massive 
shift in what  
consumers expect 
from technology. 
Anything less  
than accurate  
predictions will be 
disappointing.”

Example

Toyota Agent+ is part of Toyota’s new “T-Connect” 
telematics service. Agent+ makes an educated guess 
at an intended destination as soon as the owner starts 
the vehicle. It uses route history, time of day, current 
location and other inputs to make this prediction. Then it 
looks at weather conditions, traffic, road closures, etc. to 
automatically plot a route—all without the owner having to 
explicitly enter a destination.

The Takeaway

We now have the technology and the data available to 
dramatically optimize the flow of consumer-to-brand 
interactions. Marketers should start by looking at their 
consumer journey and pinpointing ways technology and data 
could enable more predictive implicit experiences.

Agent+ screen showing routes



Category winners are  
focusing on share of life. 
To offer enhanced value and gain what we call “share of life,” brands should take an 

empathetic approach to creating seamless multi-point connectivity. There was an 

increased focus at CES on trying to tap emotion to create relationships, but often the 

solutions were isolated, disconnected and hard to manage. Brands need to deliver points 

of value across the broader ecosystem of a consumer’s daily life, then create intuitive and 

intimate “hubs” to manage product, service, store or other content-driven experiences.  

LEADERSHIP PERSPECTIVE

“Creating more 
points of value, 
and simply linking 
them into an  
ecosystem, leads 
to a ‘stickier’  
product that grows 
share of life.”

Example

Under Armour launched HealthBox, a kit of smart health 
products that tracks health information in four categories 
within the Record app: sleep, fitness, activity and nutrition. 
The kit and app simply and elegantly make Under Armour 
central to several elements of a healthy lifestyle. They also 
create a virtuous circle from gear, to tracking performance, 
to coaching, to connecting socially—engaging consumers 
in a holistic way.

The Takeaway

Empathy needs to drive the product narrative, including 
decisions about how experiences should be created and how 
the product story is told. It’s not about data or the technology; 
consumers don’t care about those. They care about improving 
their lives in a way that intuitively fits their life. Linking multiple 
elements together in a seamless, intuitive way inhabits more 
facets of a consumer’s life, which increases engagement  
and growth.

NICK HAHN,  

MANAGING PARTNER, 

ROSETTA  

CONSULTING

Under Armour Record app



Consumer technology  
is driving true value and  
social good. 
Beyond the glitz and glamour of drones and robots, we saw incredibly empowering 

devices that have the potential to change people’s lives today. To produce these devices, 

many of the advanced technologies present the past several years at CES, such as  

longer-lasting power solutions or low-cost sensors, are being applied to new product 

categories in inventive ways. 

LEADERSHIP PERSPECTIVE

“We should  
look beyond  
functionality at 
the underlying 
consumer benefit 
to produce more 
impactful products 
and marketing.”

Example

Waka Waka creates solar-powered lights and portable 
power sources to help abolish energy poverty throughout 
the world. It uses sophisticated technology and low-cost 
power solutions and keeps the user experience in mind, 
taking cues from many of the other advanced technology 
brands present at CES. Its Waka Waka Light charges in 
5-10 hours, and then provides 80 hours of bright light. 

The Takeaway

Marketers and business leaders think of themselves as being 
customer-obsessed, but often still focus exclusively on  
near-term product sales. Longer-term, sustainable growth 
requires an emphasis on adding true value to consumers’ 
lives, whether you are meeting basic needs like providing light 
or introducing a new, advanced technology. 

DAN CONNOLLY,  

CEO, 

LEVEL STUDIOS

Waka Waka portable solar power



Virtual reality is  
getting real enough for  
marketers to care.
2016 will be a breakout year for virtual reality (VR). Major players are launching devices  

in the first half of the year, with strong demand forecasted amongst early adopters.  

The implication for marketers goes beyond using VR for in-game advertising.  

Forward-thinking marketers in travel, automotive, retail and other segments should 

see a compelling chance to immerse prospective customers in their brand or product 

experience through virtual, and eventually, mixed realities. 

LEADERSHIP PERSPECTIVE

“VR will make  
marketers revisit 
their approach to 
content and create 
more immersive 
moments.”

Example

Oculus Rift has been widely reported on since Facebook 
acquired the company, but in March 2016, it will release 
its first product. The company started Oculus Studios, 
creating unique content for virtual experiences. Initial 
preorders were swift, and we expect a significant 
ecosystem of content, advertising, accessories and 
distribution to build up around the brand. 

The Takeaway

We are in incredibly early days of identifying the best use 
cases for virtual reality. Marketers should get their hands on 
the VR products and content that will launch this year and get 
creative in exploring ways the technology can disrupt their 
segment or enhance consumer experiences. 

WADE FORST,  

SENIOR DIRECTOR  

OF EMERGING  

EXPERIENCES, 

RAZORFISH

The line for Oculus Rift demos



Science and data  
are at consumers’  
fingertips. 
In the past two years we have seen a dramatic improvement in the creation of user-

friendly apps and interfaces, particularly in the consumer health and wellness category. 

The type of data being tracked has evolved to more meaningful measurements and more 

prescriptive and useful recommendations for consumers. 

LEADERSHIP PERSPECTIVE

“Combining  
advanced science 
with user data 
and a great 
interface enables 
more meaningful, 
actionable  
consumer 
experiences.”

DEBORAH HESLIP,  

EVP, 

LEVEL STUDIOS

Example

LEVL is a consumer health and wellness device that 
measures a molecule (acetone) in the user’s breath using 
an innovative nanosensor, which helps to pinpoint the most 
effective weight loss activities for each particular user. The 
LEVL device syncs to mobile devices via Bluetooth for 
translation of personal fat loss data and goal planning.

 
The Takeaway

Getting more consumer data 
won’t be our challenge— 
finding ways to deliver more 
value from that data will be. 
When looking at potential 
uses for products or data, 
be honest about whether 
the device, data collection 
methods or interface will truly 
be easily adopted, or whether 
they might require a significant 
behavioral shift by consumers. 

LEVL app interface



Interoperable technologies 
are pushing the envelope  
of great experiences. 
Big brands are realizing the power of application programming interfaces and 

interoperability and are finally moving past the “not invented here” syndrome of the past. 

Car manufacturers don’t have to build it all themselves anymore; they can work with 

partners to make breakthrough customer experiences. Within home automation, we can 

finally bring the various standards together to enable seamless experiences on a TV or 

even a refrigerator.  

LEADERSHIP PERSPECTIVE

RAY VELEZ,  

CTO, 

RAZORFISH GLOBAL

“Open product 
APIs present an  
opportunity for 
marketers to plug 
their systems into 
more consumer 
inputs.”

Example

Ford Sync integrates with the Amazon Echo, called 
Alexa, enabling a two-way customer experience. Ford 
owners can ask Alexa to do things like add products to a 
shopping list. Or from home, they can ask Alexa how much 
gas they have or where in the city their car is parked. 

The Takeaway

Marketing technologists should look beyond content manage-
ment, commerce or customer relationship management 
platforms when thinking about technologies to “plug in” to 
their platform. Physical products, apps, wearables and other 
inputs are enabling new types of service experiences that can 
be remarkable for consumers and differentiating for brands. 

Ford Sync interface



“Socializing” product data 
is enabling more immersive 
experiences.
The word “social” has grown to mean much more than actively sharing your own content 

or interacting with someone else’s. Smart products, from cars to 360° cameras, are 

capturing data that can be shared with a single user (think health data from wearables), 

the whole world or the actual product manufacturer. In each of these scenarios there 

are opportunities for a brand to use smart product data to drive an initial purchase or to 

improve the experience for existing owners.  

LEADERSHIP PERSPECTIVE

“Socialization  
of consumer  
data helps us  
drive more  
immersive product  
experiences  
before or after  
purchase.”

Example

Intel RealSense technology is used in either a 1080p HD 
camera, an infrared camera or an infrared laser projector 
to add depth perception and track human motion. The 
technology captures data elements that can be used for 
really compelling experiences, like creating a 3-D avatar for 
a favorite video game or helping users virtually try on new 
clothing products while shopping.

The Takeaway

Consumers are beginning to participate with brand 
experiences in entirely new ways. Marketers should find 
unique ways to leverage the data generated from the Internet 
of Things to drive more initial purchases or enhance  
ownership experiences. 

CHRIS BOWLER,  

GVP,  

SOCIAL MEDIA,  

RAZORFISH

Creating 3-D avatars with RealSense



Digital wallets are enabling 
ubiquitous commerce. 
For the past few years, everything from toothbrushes, to toaster ovens, to the clothes on 

our back is getting digital smarts and being added to the Internet. Yet the lack of an easy 

way to conduct transactions has held back the ability of all these newly connected devices 

to enable commerce; that’s starting to change. Much like Alipay and WeChat pay have 

revolutionized commerce in China, the evolution of payment solutions from PayPal, Apple, 

Samsung, MasterCard, Visa, Amazon, Walmart and Starbucks is poised to generate an 

explosion of ubiquitous commerce in the West.

LEADERSHIP PERSPECTIVE

“Now that smart  
devices can  
securely interact 
with digital wallets, 
commerce can  
and will literally  
happen  
everywhere.”

Example

Samsung announced the Family Hub fridge, which, 
through a partnership with MasterCard’s digital wallet, 
can order groceries from FreshDirect or MyWebGrocer. In 
addition, a companion Groceries by MasterCard mobile 
app can also be used to order or pay for groceries, or to 
allow several family members access to the grocery list.

 
The Takeaway

Many categories of commerce 
will transition from push, 
where we explicitly remind 
customers to buy something, 
to pull, where consumers or 
their devices simply place 
orders whenever they need 
something. Commerce will  
no longer be a discrete step  
in a funnel.  Every touchpoint  
a consumer has with a  
product or a brand will 
become a potential  
commerce touchpoint. 

JASON GOLDBERG,  

SVP, 

COMMERCE &  

CONTENT PRACTICE, 

RAZORFISH

Samsung Family Hub fridge



Be the disruptor

With questions 
about our findings 
at CES, contact:
Garrett.Colburn@RazorfishGlobal.com

About Razorfish Global

Razorfish Global, part of the Publicis.Sapient platform, is 
a network of leading digital agencies that brings together 
customer experience, technology, media and intelligence to 
drive business transformation for clients on a global scale. 
Its 3,800 team members and 35 worldwide offices span 
Australia, Canada, China, France, Germany, Hong Kong, 
India, Italy, Singapore, the United Kingdom and the  
United States.

GARRETT COLBURN, 

ASSOCIATE DIRECTOR,  

MARKETING STRATEGY,  

RAZORFISH GLOBAL

As the world around us evolves, marketers 

must continually adapt. 

We encourage you to think differently about 

how new technologies, evolving product 

categories or changing consumer expectations 

might impact your business and create 

opportunities for you to better engage with 

your consumers. Stay ahead of customer needs 

by evaluating your own customer and business 

data in new ways, and by encouraging agency 

partners and internal resources to maintain a  

customer-obsessed focus. 


