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The future of digital marketing will curate
the clutter: Forrester analysts

April 10, 2017

Concierge-like digital algonithms will be prevalent in the future

By DANNY PARISI

NEW YORK The future of marketing may see consumers desiring a break from the glut of content that comes through
the various digital channels of their lives and moving towards a simpler, cleaner and more curated digital
experience.
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Speaking at Forrester's Consumer Marketing Forum 2017 on April 7, a panel of Forrester analysts spoke about the

future of marketing and how the current digital climate may transform in the next 10 years. One of the most
important ways marketing might change is a move towards more curated and algorithmic marketing messages and
away from the massive load of content coming into consumers' lives at any moment.

"There can be too much clutter and complexity for the user," said Shar VanBoskirk, vice president and principal
analyst at Forrester. "There will be a smoothing out in the experiences.

"Why is itin a world where you have so much choice, there's only one search engine?" she said. "We have so much
but we really crave a simpler life.

"Marketers can anticipate that desire for a simple experience and smooth out the process."
Digital curation

In the current digital landscape, new content is being produced every second at an astronomical rate. With every
tweet, post, video and piece of content produced, both by brands and consumers, individuals' social media
channels are being absolutely overloaded with noise.

For modern customers, it can be difficult to sift through the clutter to find the things that they want. This extends to
brands as well, who are trying to find a way to cut through the noise and get their message in front of the customers
who wantto see it.
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The Forrester future of marketing panel

This was part of the focus of a wide-ranging panel on the future of marketing from three Forrester analysts: Ms.
VanBoskirk, James McQuivey and Fatemeh Khatibloo.

In the opinion of these analysts, the future of marketing may see the marketer becoming the filter between the
consumers and the glut of content that floods their timelines.

We may increasingly see consumers gravitate more towards a curated, concierge-like digital experience with
mobile applications that intelligently manage their digital lives and inform them of the content they want to see.

This will be a boon for marketers, since they will know that customers will be seeing the message that they want
them to see.

Future of marketing

This concierge-like approach has already begun to take hold in the world of luxury marketing. Luxury consumers are
used to being treated like royalty and therefore are more conducive to this type of curated digital marketing than
others.

A great example of this type of experience came from a partnership between IBM and Panasonic when the two
release a mobile app that acts as a personal assistant for high-end travelers.

Panasonic and IBM Watson are working on a new way to improve the traveling experience for consumers with a
digital concierge service that lets them access all hotel services from a unique cloud-based service (see story).

This type of technology can even expand to actual concierge services as well.

Panasonic's personal concierge service

Retailers including JCPenney, Best Buy and Neiman Marcus have implemented mobile visual search into their apps
with greatsuccess, enabling users to take a picture of a desired product and subsequently search the brand's
inventory for the same or similar piece. While many other retailers will leverage this technology within their own
digital channels this year, marketers are also likely to find new use cases for mobile visual search, such as placing it
within hotel brands' concierge platforms for enhanced guestservice (see story).

Ultimately, this is all leading to a potential future technology that Ms. Khatibloo calls "the algorithm of me," an
algorithm that will fully understand an individual user and curate entire experiences around her preferences.
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"We are still a good 10 or 15 years away from that, though," Ms. Khatibloo said.
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