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THE INTERNET OF THINGS IS HERE TO STAY

loT is the interconnectivity of our digital devices that provide endless
opportunities for brands to listen and respond to the needs of their
customers-with the right message, at the right time, on the right device.

Leveraging data into
more useful information
for decision making

Physical devices and
objects connected to the
Internet and each other
for intelligent decision
making, often called
Internet of Things (loT)

Internet of

Everything

Connecting people in
more relevant, valuable
ways

Delivering the right
information to the right
person (or machine)

at the right time



THE INTERNET OF THINGS IS HERE TO STAY

The world of computing has transformed from many users working on one

computer to one user owning many devices. That is the reality of the Internet of
Things (loT).

The impact of 10T hasn't even been realized yet. We are ushering a Smart World.
In a nutshell, the Internet of Things will connect just about anything. Smart
Roads, Smart lighting and Intelligent Shopping.

The
INTERNET
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IMPACT ON MARKETING

The impact on marketing will be huge. 10T will make marketing Smarter.
On-demand services are expected everywhere. Consumers have always
wanted convenience, and IoT takes it to a whole new level.




IMPACT ON MARKETING

While the convenience of shopping means having a mall or grocery store near

you, loT will mean bringing the convenience of On-demand services to your
doorstep.

For Marketers, the pace has been set and as innovation continues to take
root in organizations and society at large, IoT will only grow beyond what has
currently been realized around the world.
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HOW WILL MARKETERS USE I0T?

o0 To analyse customer buying habits across platforms

o To gather previously unobtainable data about how
consumers interact with devices and products

o0 To gainer deeper insights into where a customer is Iin the
buying journey

o To provide real-time point-of-sale notifications and targeted
ads

o To quickly resolve issues and keep customers happy




REAL LIFE EXAMPLES

Tesco Homeplus in South Korea has opened what it claims is the w o r [ figto
virtual store in Seoul subway, following an initial trial in July.

Using the walls of the Seonreung subway station in downtown Seoul, Tesco
has displayed more than 500 of its most popular products with barcodes which
customers can scan using the Homeplus app on their smartphones, then get it
delivered to their homes.




