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Advertisers  should get real

 
By Joel Citron

On May 15, 2014, Google Glass became available to the public, promising to usher in a new era of augmented reality.

Shaped like a pair of standard eyeglasses that felt similar to a clunky headset, the hands-free, voice-controlled
device projected information and images directly to the user's eyes, augmenting their everyday visual experience.

To say it was a flop is a massive understatement.

Google had to contend with the legal repercussions over privacy and safety issues.

Consumers were reluctant to invest or wear the device for the same reasons.

By the following January, Google had already discontinued production and pulled the device off the market.

The idea of augmented reality has not fallen completely by the wayside, though.

Google has committed to a redesign of Glass, Microsoft is  currently developing its own version known as the
Microsoft HoloLens, and several other brands are currently developing similar devices.

Though the interest appears to be there, the idea of a person going about his or her daily life with a visual computer
overlay has yet to be capitalized on in any meaningful way.

That is until Pokmon Go was released.

Glass half full
Within one week of the July 6, 2016 release, Pokmon Go became the most popular mobile application of all time.

Developer Niantic a Google spinoff successfully created a breezy, unencumbered augmented reality environment
where virtual Pokmon were inserted into "real locations" around the world.

Players of all ages were encouraged to wander around trying to "catch em all," while occasionally walking into
walls, entering dangerous neighborhoods, and causing traffic accidents.

https://www.luxurydaily.com/category/opinion/columns/
https://www.luxurydaily.com/augmented-reality-ushers-new-era-of-targeting-advertising/
http://www.aimediagroup.com
https://pubads.g.doubleclick.net/gampad/jump?iu=/60923973/mid-article-micro-bar&sz=234x60&c=85099116&tile=1


While no one can argue the app's success, should there not be a better way to interact with it? Do we really need to
stare into our phone to find those hidden creatures?

I think there is potential for an even better experience, and it came and went two years ago.

I am, of course, referring to Google Glass.

Imagine playing Pokmon Go within the confines of an actual augmented reality. No more staring down into your
smartphone while narrowly avoiding real-world obstacles.

With Glass, when there is a Pokmon to catch, it will appear right in front of you.

When you want to catch it, you can just hold up the companion smartwatch on your wrist and throw that Pokball.

Sounds like a digital adventurer's dream come true.

But if there is one lesson to be learned from Glass' failure, it is  that users will be reluctant to embrace anything with a
less-than-stellar implementation, especially amid privacy and health concerns.

No matter how amazing or innovative a technology feels, unless it offers end users something they feel they need
and not just a temporary distraction, it will not be adopted.

As expected, advertisers are clamoring to get a piece of the augmented reality action.

Catch it?
Instead of the annoying interruption of in-app marketing where app developers will not allow a user to continue
playing until they view an ad, now advertisers can be a part of the game and actually improve the user experience.

Want to get more foot traffic to your store? Run a banner in Pokmon Go that when clicked will direct the user there
and give them the chance to catch more Pokmon.

Such integration would change the user's perception of in-game advertising from that of a minor nuisance to a
welcome benefit.

The benefits of augmented reality are not just limited to gaming.

Snapchat, for example, is currently exploring the prospect of using image recognition to identify objects in your
videos so that they can advertise those products to you at a later time.

New York has added Internet kiosks throughout that can identify users as they pass and deliver a personalized
experience, showing them customized ads and potentially with the utmost caution to protect a user's individual
privacy engage with them by using the built-in camera in these kiosks.

With augmented reality apps, and the newfound willingness for users to allow themselves to be augmented, we are
entering a new era in targeted advertising.

Search engine marketing and, in particular, Google's keyword-based advertising system, allowed marketers to serve
ads that had high relevance to what a user was actually searching.

Display marketing, while allowing the advertiser to serve up ads related to the content that the user is viewing, is
ultimately a crapshoot. It is  difficult to predict whether or not the user reading The New York Times travel section is
really interested in booking a vacation specifically to the Bahamas.

The chances for success with such marketing are basically in line with taking out a print ad.

Programmatic display has helped to target users more precisely, but the fact remains we are shoving a sometimes-
unwanted ad in someone's face in the hopes that they find it interesting enough to click.

WITH GROWING user acceptance of augmented reality, we will be able to actually see where users are, what they
are interested in, and create advertisements that they will deem a welcome part of their experience.

The potential for positively engaging end users with advertising has never been greater and, if done right, users may
actually be happy to see them.
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