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The CES

Last week, over 175,000 representa-
tives from more than 35,000 companies 
descended on Las Vegas, NV for the 
2017 edition of the Consumer Electronics 
Show (CES).  2017 was a year of multiple 
milestones for CES, celebrating its 50th 
year of running and its largest floor space 
ever - 2.4m sq metres of exhibition space 
across 10 locations.

Along with many start-ups, large B2C 
entities, B2B tech companies and the 
next “big” idea, the world of media was 
well-represented with all major vendors, 
agency networks and content creators in 
attendance in one form or another.  No 
more so than in the C Space site – the 
marketing specialism venue.  

However, it should be noted that neither 
Microsoft or Apple were in attendance 
in an exhibitor guise – this is not an 
uncommon occurrence as CES has slowly 
become less of platform to announce 
major product launches over the years 
(we see the keynotes from Microsoft 
and Apple product launches on separate 
occasions).

Over the course of four days, many dif-
ferent exhibitors showcased the newest 
tech trends for 2017.  Alongside expan-
sive exhibition floors, there were countless 
panels, fire-side chats and interviews by 

leaders in the tech and media industries.  
A full plethora of ideas were discussed 
and debated, with common themes 
appearing throughout CES 2017.

ECI were on hand to see the 
exhibitors, listen to discussions 
and forge opinions on the next 
tech trends for the coming 
years.  In this flash report, 
ECI will summarise the 
common themes that were 
discussed and show-
cased by the industry 
experts:

 · Internet of Things 
(IoT);

 · Virtual Reality 
(VR);

 · Connecting with 
the consumer.

None of these themes are new forms 
of tech, rather they are previously intro-
duced ideas at CES, with a refinement in 
the capabilities and use of each element.  
Connecting with the consumer is also not 
a product that was showcased – more a 
concept about how to successfully con-
nect in an ever saturated and fragmented 
landscape.
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The hottest topic for many the large 
consumer products and B2B companies 
was the ability to create a connected 
home or work environment – all through 
IoT.  Over the past few years, the IoT has 
been slowly introduced to CES – this year 
though, the practice has spread like wild 
fire.

Walking around the exhibition floors 
provided opportunity after opportunity for 
companies to showcase their products 
that are connected – allowing for easy 
integration to a single control centre for 
the consumer.  Ranging from Smart TVs 
to connected washing machines, the aim 
for most companies was to provide a 
single, connected home.

All the big players in the space were 
pushing their products as connected; 
LG have announced that nearly all 
home appliances would come with 
smart wifi, branding their connectivity 
as SmartThinQ®; Samsung have their 
SmartThings® home with the Starter 
Kit that will allow the consumer to con-
nect to hundreds of compatible devices 
(notably the devices do not have to all 

Internet of Things (IoT)

be Samsung products); Whirlpool have 
integrated their smart-appliances with 
Amazon Alexa, allowing voice-control to 
increase cooker temperatures, decrease 
refrigerator temperatures and turn wash-
ers to quiet mode, just for example.

However, it is not only the well-known 
brands that were providing connected 
homes through IoT.  Many smaller com-
panies (but still with plenty of financial 
clout) were pushing products that would 
enable a connected home.  There were 
advances from Chinese companies 
trying to break the US and international 
marketplace, with large exhibits strategi-
cally placed next to tech industry leaders 
such as Intel (specifically Hisense and 
Changhong).

Additionally to having the large car 
brands also showcasing their autono-
mous cars, there were plenty of cars 
on the tech floor brought inside by the 
large consumer production companies.  
Brands were showing the connectivity of 
the cars and how they would be able to 
integrate with their brand – leading to a 
further step than just a connected home, 
but a total connected life.  
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If you were at CES 2017, you could not 
miss VR.  It was everywhere.  As you 
entered the Grand Lobby of the Las 
Vegas Convention and World Trade 
Centre, you were greeted by a large Sam-
sung stand that offered experiential VR in 
the format of rides. Heading in to the main 
exhibition spaces, countless companies 
were offering their version of VR headsets 
and experiences.

None more so than Samsung and Sony 
– both pushing VR as a user experience.  
Sony allowed attendees to try their hand 
at the Playstation VR with games includ-
ing Farpoint and GT Sport to play with all 
the accessories expected to increase the 
user experience.

Not only were the experiences of VR on 
show, but also different brands’ versions 
of capturing 360 footage to then use with 
VR.  Samsung highlighted the Gear 360 
camera (already fully marketed and 
available to purchase at CES) 
and the RICOH THETA was 
also being demonstrated.  
Fantastic RICOH THETA 
videos were made 
available to view with 
full 360 captured 

content that you could follow 
with your own movements.

Even away from the main 
tech exhibitor hall, VR was very 
much the front of everyone’s 
mind.  Entering the C Space, 
CES had an area that allowed 
you to have an introductory 
tour of the venue through VR.  
Completely immersing yourself 
with the VR headsets and head-
phones, you would be forgiven 
in allowing yourself to be taken 
away from the hustle and bustle 
of CES in a matter of seconds.

VR also provided a platform for many 
keynotes and fire-side discussions.  One 
such discussion centred on the push that 
Hollywood is having with the use of VR in 
productions.  The core outcome was that 
VR is a platform for future generations 

and it is the role of Hollywood to 
ensure that the VR experience 

is interactive with the con-
sumer – using lessons 
learnt from the gaming 
industry will form a 
core element of this 
experience.

Virtual Reality (VR)
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The final element that ECI wish to high-
light is an over-arching concept that all the 
reoccurring themes at CES 2017 point to 
the brands successfully connecting with 
the consumer in an ever fragmented and 
saturated marketplace.

With all the advancements in IoT and 
connected homes, there is an abundance 
of data that is available to advertisers – 
even more so now that first party data 
can be gathered from smart products.  
It allows the advertiser to connect with 
their consumer in a more meaningful and 
less intrusive way, by learning about the 
behaviours of their consumers.  Being 
able to interact at all points of the con-
sumer funnel is vital and can be further 
increased with more first party data.

A C Space Storyteller session hosted 
by iCrossing discussed the changes in 
consumer behaviour driven by technology 
and innovation. This discussion highlighted 
ways in which brands (present on stage 
were Whirlpool, Bridgestone and Quaker/
PepsiCo) could use the data provided by 
IoT to learn about – and effectively target 
and communicate with – their desired 
consumers at the correct moment.

The discussions of VR not only high-
lighted the great opportunities but also 
considered the potential pitfalls.  Content 
creators and brands should not be using 
VR just as it is the “new trend”.  The use of 
VR should be to heighten the experience 
of the consumer.  Hulu emphasised this 
when discussing their “On Stage” content 
– they have linked up with music artists to 
promote concerts.  In this, they have only 
used artists that have approached Hulu 
and would resonate with a younger audi-
ence that actively uses Hulu.  

Movie studios debated that when creat-
ing a long form film for VR, it should be 
a script that is written for VR – not a tra-
ditional film script that is created on VR.  
The specificities and freedom that comes 
with VR for the consumer means that 
any story needs to always bring the user 
back to the main story – even if they can 
explore the VR world!

Finally, a different way to interact with 
consumers was shown by Panasonic 
and their Connected Stadium.  Using 
interactive consumer recognition points, 
Panasonic can deliver targeted content 
to visitors to a sports stadium through 
smart display windows, drinks fridges 
and banners.  The experience can follow 
a consumer through different elements 
of the sporting occasion, delivering mes-
sages across numerous points of the 
consumer funnel.  Think Minority Report 
with the retinal recognition replaced with 
smartphone verification!

Connecting with  
the consumer
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In all, CES 2017 was a great spectacle 
for all things VR and connectivity (IoT) 
related.  The refinement and opportuni-
ties in these sectors allows advertisers 
greater scope and more specific targeting 
of messages all through the consumer 
funnel.  No great inventions were show-
cased in 2017, but at times it is important 
to improve and perfect the technology 
we already have, rather than creating new 
ideas.

A special mention to the ECI attendees’ 
favourite stand and experience.  Whilst 
ECI were inundated with VR opportunities, 
the best immersion experience was that 
of LG’s new OLED TV.  A chamber con-
sisting of hundreds of the new OLED 4k 
TVs immersed the attendees in a journey 
from the bottom of the seas to the outer 
edges of our universe, all in extremely 
crisp picture with incredible contrasts 
in colours – no matter the focus on VR 
this year, the big screen is still the most 
immersive experience currently available 
when used correctly!

Looking forward to 2018!

ECI Conclusions



About ECI

C O N TAC T S

The digital landscape is changing; your 
media management strategy needs to 
change with it. But change can be a  
force for good: ECI, the market’s fastest 
growing global media management  
company, can help you make your media 
budget generate higher value, harnessing 
these changes.

Ours is a new breed of media auditing 
and performance management company, 
and we are leading the charge when it 
comes sophisticated media benchmarking  
services, delivering higher value, and 
making a media-led impact. Our approach 
to digital media is forensic and fact based, 
and we make use of world-class talent 
and proprietary technology to maximize 
your firm’s digital impact.

Today’s dynamic and fast-paced media 
landscape requires data-driven decision 
making, global experience and a firm 
grasp of innovative technologies.  
ECI offers all of these things, and more, 
from media auditing to KPI setting and 
management, and pitch consulting.

We operate across the Americas,  
Europe and Asia. Our clients are some  
of the world’s largest advertisers, and our 
network of owned offices and leading  
affiliates support them through high  
level media intelligence and rigorous 
benchmarking. Ultimately, we provide  
the in-sight, experience, and savvy that  
assists our clients in making sure that 
their advertising expenditure and agency 
relationships generate higher value.

E C I  F L A S H  R E P O R T .  J A N U A R Y  2 0 1 7  –  P A G E  7

To speak to one of our senior  
management team about any of our  
services please contact: 

Fredrik Kinge 
CEO 
+46 (0)704 24 03 70 
fredrik.kinge@ecimm.com

Joakim Attack 
Chief Commercial Officer
+46 (0)705 46 68 06
joakim.attack@ecimm.com

Peter Kusoffsky
CEO North America 
+1 201 257 7856
peter.kusoffsky@ecimm.com

Stephanie Chastan
Senior VP Business Development North America 
+1 917 838 8170
stephanie.chastan@ecimm.com




