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In life, we know that timing is everything. Suggest something to someone or to a group of people at the wrong time or
in the wrong place and the consequences are not only bad at the moment, but likely bad for the foreseeable future.
We've wasted their time and we've wasted our own time, even if what we had to say might have been perfectly valid.
We may never get a second chance if we are woefully off. Conversely, looking for, being ready for, and/or creating
just the right setting and surroundings, when the person is in the right frame of mind and emotional state, increases
the likelihood of positive outcomes for all. Done consistently, thoughtfully, over time, in subsequent circumstances
and situations, the positive connection, appreciation, and trust can be lasting. Such is the power of context.

"Beyond Advertis ing: Creating Value Through All Cus tomer Touchpoints ," by Yoram (Jerry) Wind, Catharine Findiesen Hays  and the Wharton
Future of Advertis ing Innovation Network

By 2020, brands will be held to the same standards as people, and they will have the wherewithal and self-interested,
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aligned motivation to deliver. Advances in science and technology give us an unprecedented ability to listen for and
understand the psychological, social, and cultural nature of humans, and the ever-evolving technologies to predict,
perceive, and deliver on these nuances. Publishers, producers, gamers, media properties, platform providers,
retailers, technologists, architects, product, service, software and app developers, and their collaborators are
continuously creating an exploding array of tools and techniques to leverage the richness of context across all
touchpoints.

So what do we mean by context? In order to change our mindsets for the future, we chose this term as the least
anchored in the past to enable us to think as broadly, holistically, and dynamically as possible, to take full advantage
of the many ways that we can enhance the value of what we have to say (content/substance) with when, where, and
how we say or do it. Context in the future will be as powerful as content. And rather than arguing about which one is
king or queen, we believe that the savvy will take full advantage of what each can offer in value creation for the triple
bottom line.

Yoram (Jerry) Wind is  Lauder Professor, professor of marketing at the Wharton School, and academic director of the Wharton Future of
Advertis ing Program

On behalf of our Advertising 2020 collaborators, we've distilled six contextual design dimensions that expand the
consideration of context for the future. Not all are relevant for every touchpoint. But given how powerful they can be,
we advocate thinking creatively about each one and revisiting them frequently to see what else can be mined. We
suggest that the context be "M.A.D.E. to the power of S", where synergy with other touchpoints can have exponential
impact:

Multisensory aesthetic: Beyond the ever-important look and feel, how can all five senses be considered and
celebrated? How can they be used to enhance the contextual power and value?

Audience frame of mind: What is the recent, current, and future emotional state, frame of mind, mood, role of the
audience in the current context? Who are they with, what are they doing, and why?

Delivery mechanism, interface and platform/medium: What are the characteristics and properties of the particular
interface, including physical place, human face, hardware, and software?

Environment and location: Where are they, what's taking place in the physical environment, and what's the tone and
manner in the surrounding environment? What's the relevant vibe?

Synergy: How can one context become exponentially more valuable for all by leveraging synergies with and among
other touchpoints?

Multisensory aesthetic
Once the domain of only physical spaces, the power of the five senses will be appreciated and optimized across all
touchpoints. We can learn from the best of retailers who understand and fully leverage the power of look, smell,
sound, touch, and taste to provide the right context-creating. We all know the examples of context-wrecking. That
insufferable music on hold. The musty smell in the store. But done right, the music, the scent, the look and feel, the
right flavor, and we are transformed into a new world. Imagine each touchpoint being designed with all senses in
mind.

We gained a lot of understanding on the power of visual context from our research on native advertising. Our
colleagues at Yahoo! Asia Pacific early on saw the potential of this emerging new alignment between
publisher/platform, brand, and audience. Native advertising is the notion that instead of something intrusive relative
to the primary content on a site or media property, advertisements would look and feel more like the rest of what



audiences were seeking and experiencing. A favorite analogy is Vogue magazine, where readers value the first third
of the magazine's pageswhere brands' advertise fashions, photography, and proseat least equally to the editorial
content. What we found is the power of contextualization. Content from brands that meet the same standards of the
look and feel of the editorial content is more highly valued by audiences. We appreciate advertising that is additive
to our experience, rather than competing for our attention.

Audience and individual's frame of mind
Research confirms the contextual importance of emotional, psychographic, and sociographic elements: how
someone is feeling, what their frame of mind is and where they are in this moment relative to others. Several
Advertising 2020 collaborators cited the work of Daniel Kahneman, who illuminates the power of the emotional part
of the brain. Kahneman's book, Thinking, Fast and Slow, is structured around the metaphor of System One and
System Two. Kahneman describes System One as follows: intuitive, automatic, effortless, and unconscious; it
simplifies and shapes available information into narrative coherence; it is  associative, impressionistic, emotional,
nonstatistical, gullible, and heuristic. System Two, by contrast, is  what we traditionally consider our "thinking" self: it
is  conscious, deliberate, effortful, slow, statistical, and suspicious. It takes System One's rough draft of reality and
polishes it up with reasoned arguments and clear findings.

But System Two, in addition to being the more logical and rational of the pair, is  also lazy. It costs a lot of resources
(i.e. time and energy) to use. Because of this, instead of slowing things down and rationalizing them, System Two is
often content to accept the convenient but inconsistent reality that System One provides it. Kahneman makes it clear
that while System Two at times offers directional insight, System Onewith all its  heuristic shortcomingsis really the
one at the helm (Kahneman 2013).

The ability to understand the nuanced aspects of these factors will have a huge impact on advertising. Technologies
are emerging to discern someone's frame of mind by the cues and clues they give in real time, so that we can
address them accordingly. Other companies are experimenting with using voice recognition to evaluate our state of
mind. Social platforms (acknowledging that this term is likely to be obsolete by 2020) have a tremendous amount of
information about your choices and are able to describe you in ways far more addressable than a generic message.
We are just beginning to understand the potential of enlisting analytics to create relevant clusters for whom brands
can personalize messages.

Audience frame of mind takes into account not only the state of the individual, but how they might be influenced by
who else is in their physical and virtual world at that moment. I would talk to you differently if you were alone, in a
study group, at a concert, sitting next to your child, at home engaged online, in a virtual game with your team from
around the world, or viewing a demo of a product or service for work. In each setting, you are a different mode:
solo, student, concert-goer, parent, game competitor, business person. Wonderfully and understandably your frame
of mind is altered by whom you are with.

Delivery mechanism, interface and platform
Context also encompasses the means through which we connect. If we go back to our analogy at the beginning, we
know there is a big difference if we connect in person versus if we call or text or email or post or SnapChat. Or send
a handwritten letter.

The device or delivery mechanism: Is it a mobile phone? A digital billboard? A newspaper? A container? A customer
service agent? The product itself? An app? A social media site? The brand's website? An event or a happening?

The interface: Is it broadcast? Interactive? Touch screen? Motion-sensitive? Voice activated? Voice recognition?
Ambient? A game console? Human? Augmented Reality?

The platform/app: Is it social? News? Entertainment? Productivity? Hobby? Neighborhood?

Each layer has increasingly robust capabilities as well as differing relationships with the audience. Mobile isn't
necessarily on-the-go, as 68 percent of all smartphone minutes take place in the home (AOL, BBDO, & InsightsNow
2012). Additional research emerges daily about the differences in how we relate to our variety of mobile devices,
and this will continue to evolve. The key is to have an open mind to the art of the possible.

Environment and location
Today, advertisers are increasingly using unexpected touchpoints within our environment to create powerful
campaigns. There are a large number of examples, but here is one of our favorites. The level of pollution in China is
a major public health concern, and factories produce 65 percent of the airborne toxins. Xiao Zhu, an air purifier
company, was seeking to enter the market. Working with Y&R Shanghai, the company developed the campaign



 

company, was seeking to enter the market. Working with Y&R Shanghai, the company developed the campaign
"Breathe Again," where pictures of choking children were projected onto the smoke billowing from smoke stacks.
While certainly aiming to gain traction in a saturated market, Xiao Zhu used the lived environment to reveal a
normally innocuous presence, and increased public awareness about air pollution by 38 percent (Cannes Lions
Archive 2015).

And this is just the level of environmental engagement companies are capable of today. By 2020, communications
with audiences will have a far greater ability to be locally contextualized. This will be primarily driven by the extent
to which sensors will pervade our world. Just think "smart and connected everything."

But of course we don't have to wait for the full deployment of these connected technologies. And we may very well
see a trend toward sensor-blocking if these potentially beneficial connections are abused. The fact that a significant
percentage of the world's population are rarely without geo-locational devicessmartphonesgives the carrier and app
world tremendous contextual data on our environment. And this is just the beginning of locational ways of
understanding and relating to a person's context.

Synergy
As we think about the design principles for each touchpoint, perhaps the most important is to build into the design of
each the capacity and functionality to work seamlessly in concert with the others. Not only is the whole greater than
the sum of its parts, the interaction among the parts makes the whole exponentially greater than single executions.

CONTINUING WITH OUR analogy from the outset of the chapter, the better we know someone, the better we can use
all the means at our disposal to create the best environment to get our message across. And yet, we also know that
we are most vulnerable to those who know us best. Hence, the flip side of being able to know so much that we can
contextualize our message and connections and actions as brands is that it can enable what we do not want:
intrusive, manipulative, underhanded, duplicitous, deceptive, insidious, heinous, illegal, destructive advertising. For
this reason, aligning objectives and outcomes with individuals and society is essential. We hope for a future where
advertisers have the wisdom to know when not to be present. This restraint may well be the most important value
creation of all.

Yoram (Jerry) Wind is Lauder Professor, professor of marketing at the Wharton School, and academic director of
the Wharton Future of Advertising Program, Philadelphia. Reach him at windj@wharton.upenn.edu.
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