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TRENDS 2013

...in order to stand out...  

in 2013, marketing must be 

nothing less than “awesome”

Jono Marcus 
Partner & Digital Director
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Introduction
So many of the trends for 2013 in this report revolve 

around digital innovation, as it has so quickly become 

the major frontier for the creation of new marketing 

techniques and opportunities. 

There has never been a more exciting time for 

marketing. Brands can interact with audiences more 

immediately and on a deeper level than ever before.  

You will read about all types of marketing innovation 

in this report from the very showy, like 3D printing and 

real-time data visualisation, to the more subtle, such as 

mining big data. In reference just to big data, explored 

in this report, McKinsey Global has said: “we estimate 

that a retailer using [it] to the full has the potential to 

increase its operating margin by more than 60 percent”.

What has liberated so much of the potential innovation 

made real in 2013 discussed in this report, is the 

accessibility provided by open API’s, which is when 

software can be accessed, used and changed by anyone. 

For example, instead of playing with a Barclays 

Football app on your mobile, you could actually change 

and develop the app with Barclays’ blessing.  In 2013, 

brands will start to let developers get their hands on 

brand properties more and more; and effectively do 

TRENDS

the R&D on them.  This way brands will be able to 

innovate rapidly without employing huge teams, simply 

by stimulating and liberating the knowledge and skills 

of the “crowd”.  For example, eBay has APIs that allow 

developers to access their database so they can create 

new and innovative ways to buy and sell merchandise.   

With coding entering the mainstream, brands are 

and will be offering up APIs that in a few years even 

kids who have been brought up using coding training 

resources such as gethopscotch.com, will be able to use.  

What this creates is a marketing environment where 

fans work with brands and for brands all across the 

world because of the joy and utility of being granted 

open access to their digital content. 

  

That is the future of digital marketing, beginning in 

2013.  And remember, at a time when technology is 

impacting media like never before, Moore’s Law tells us 

WKDW�ZH�DUH�´WRXFKLQJ�LQÀQLW\µ�LQ�WHUPV�RI�WKH�LQFUHDVLQJ�
media bandwidth technology offers.  So in order to 

stand out in that landscape in 2013, marketing must 

be nothing less than “awesome” to succeed – meaning 

sharable, engaging and accessible.* 

 
Enjoy!

* Spreadable Media: 
Creating Value 

and Meaning in a 
Networked Culture, 
Henry Jenkins & 

various blog posts 

byFaris Yakob

Jono Marcus,
 Partner & Digital Director 

@jonomarcus

www.gethopscotch.com
http://news.cnet.com/8301-11386_3-57526581-76/moores-law-the-rule-that-really-matters-in-tech/
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The Big 

Numbers
�� 20 percent of consumers will replace their mobile 

phone next year to catch up with 4G

��  £5.5bns direct investment in UK

�� 125,000 number of jobs 4G will create or safeguard

�� 37 million 4 hours per year saved by UK workers 

�� 1.2 billion people accessing the web from their 

mobiles globally

�� 2.5 billion mobile ad revenue earned annually by 

Google 

Mobile Me
2013 marks a huge milestone in the history of mobile. 

Why? Because mobile internet access will surpass 

GHVNWRS�DQG�ODSWRS�DFFHVV�IRU�WKH�ÀUVW�WLPH��/RRN�QR�
further for evidence of the new world order than the 

launch of Microsoft’s Windows 8 platform in 2012, not a 

single desktop insight. 

Accelerating this trend will be the national roll-out 

of ‘4th Generation’ (4G) mobile networks; providing 

D�VLJQLÀFDQWO\�PRUH�FRQVLVWHQW�DQG�FUXFLDOO\�IDVWHU�
connection to the web. Think broadband vs dial-up and 

the profound impact seen on our behaviour. The impact 

of 4G could be just as far-reaching as we all become 

more reliant on mobile in all aspects of our lives.

Just like Facebook and Google, brands must now start 

investing in and planning for a very different future, one 

WKDW�LV�PRELOH�ÀUVW�QRW�¶QLFH�WR�KDYH·��2XU�$GYLFH"�:RUN�
out how your brands current and future online assets 

suit the 4g mobile web browsing future and worry less 

about launching the next great app. 

MOBILE

Here in the UK, the large scale 

rollout of 4G is all set to make 

big waves in the tech industry. 

It will change the way we use 

our phones and other mobile 

devices, allowing us to do much 

more while on the move.

Ed Chester, Deputy Editor, 
Trusted Reviews 

For me the biggest trends 

remain around mobile and 

our consumption of content 

via smartphones. With the 

roll out of 4G and more, faster 

and better smarpthones, we’re 

already seeing huge shifts in 

what people are happy to do via 

their phone. 

Kieran Alger, Editor, T3 
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Second Screen
Second screen refers to the device that people are 

interacting with alongside their television, most 

commonly a smartphone or tablet. This “companion 

device” is allowing users to synchronize and interact 

more extensively with the content on the screen. This 

can vary from viewers simply connecting with other 

viewers on social media to the actual content extending 

from one screen to the other. 2013 will see this trend 

take on a whole new life as we see the boundaries 

pushed as brands and media companies jump aboard to 

invest and experiment.

America have been leading the way in this with 

targeted content surrounding live events, the Coca Cola 

Polar Bears at Superbowl or Sean Combs dancing for 

Circo during the Grammys. These brands have been 

leading the way in this movement which is set to enrich 

customers viewing experiences and entertain more 

dynamically. 

This means marketers can engage viewers through 

television whilst also sending them in real-time to 

chosen landing pages for more information and to 

prompt deeper actions, such as downloading an app or 

entering a competition. 

SECOND 
SCREEN

“In the future, no television 

advertisements will be just self-

contained narratives. They will 

be trailers into deeper branded 

digital experiences.” 

Shiv Singh, global head of 
digital, PepsiCo.

 

What hasn’t happened so far is 

stepping back and asking, ‘How 

can we use this second screen to 

make the show better? You’re 

going to see a lot of innovation 

happening that answers that 

question. 

Somrat Niyogi, CEO of Miso

The Big 

Numbers
�� 80% of smartphone and tablet owners use these 

devices while watching TV

�� 51% of those who post on social media while 

watching TV do so to connect with others who might 

also be watching the same thing

�� 24% of Facebook users report posting about the 

movie they’re watching (in the cinema!) 
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Big Data
The growth of mobile, an ever-increasing number of 

sensors in our daily lives and our ‘always connected’ 

culture means that we are constantly generating absurd 

levels of data. 2013 promises to be the year companies 

start using it as we creep ever closer to a Minority 

Report style future through a mixture of targeted 

information, more insightful predictions, deep data dives 

that blow apart accepted wisdom, tailored products, new 

product innovations based on data-driven feedback and 

a host of new specialist data professionals. 

Big Data’s break through moment came in the 2012 

86�3UHVLGHQWLDO�(OHFWLRQ�DV�2EDPD��VXSSRUWHG�E\�DQ�
DQDO\WLFV�WHDP�ÀYH�WLPHV�ODUJHU�WKDQ�LQ������FUXQFKHG�
their way over $1bn in campaign funds, bagging an 

extra 1.25 million votes from 18-24 year-old second time 

round. Big Data, and in particular the Democrats data 

machine Narwhal, were credited with the victory that is 

H[SHFW�WR�LQÁXHQFH�ERDUGURRPV�DURXQG�WKH�JOREH�

Some of the most exciting applications of Big Data at 

D�FRQVXPHU�OHYHO�FHQWUH�DURXQG�D�¶JDPLÀFDWLRQ·�RI�RXU�
lives. Brands are using classic video game techniques 

WR�LQÁXHQFH�RU�HYHQ�FKDQJH�RXU�EHKDYLRU�LQFOXGLQJ�XVH�
RI�JRDOV��IHHGEDFN�DQG�UHZDUGV��2XU�IDYRXULWH�EHLQJ�
insurance broker Motaquote who offer cheaper policies 

to ‘good’ drivers based on GPS data. Get ready for your 

own personal scoreboard in the game of life. 

BIG
DATA

Infographic
[Click]

Animated 
You Tube

[Click]

Overview
[Click]

We estimate that a retailer 

using big data to the full has 

the potential to increase its 

operating margin by more than 

60 percent.

McKinsey Global 

I would invest in people... 

who understand where the 

technology is going and what 

the potential will be by 2016 

for communications, for 

targeting, for mining data, 

to make precision possible in 

terms of both persuasion and 

mobilisation. 

David Axelrod, Chief Strategist 
for Barack Obama

http://whatsthebigdata.com/2012/12/06/the-future-of-big-data-infographic/
http://whatsthebigdata.com/2012/12/06/the-future-of-big-data-infographic/
http://www.youtube.com/watch?v=qD5S6yZXaVI
http://www.youtube.com/watch?v=qD5S6yZXaVI
http://www.youtube.com/watch?v=qD5S6yZXaVI
http://venturevillage.eu/big-data-new-oil#
http://venturevillage.eu/big-data-new-oil#
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Visual Economy
:LWK�DQ�LQÁX[�RI�GDWD�KLWWLQJ�XV�IURP�DOO�GLUHFWLRQV�LQ�
2013 we are inevitably going to suffer from information 

overload. The result will see a premium placed on 

converting data into manageable and digestible displays 

that navigate us through our personal ecosystem of 

multiple sensors, devices and platforms.

Dubbed the ‘battle of the wrist’ 2013 will see an 

explosion of visual devices that will transform 

the complex nature of data and bring it into the 

mainstream. Nike is leading the way with Fuelband 

which is re-positioning Nike as a technology company. 

The black wristband measures steps taken, calories and 

time spent exercising via a three axis accelerometers all 

calculating a daily score against a set target.

The real winners in big data analysis in 2013 will be the 

organisations who provide services and products which 

convert this data into simple, clear and beautiful visual 

resources. Think personalized infographics for every 

aspect of your life mean the visual economy is here to 

say, after all a picture says a thousand words or data 

points.

SECOND 
SCREEN

By visualizing information, we 

turn it into a landscape that 

you can explore with your eyes, 

a sort of information map. And 

when you’re lost in information, 

an information map is kind of 

useful

David McCandless,  
Information Designer 

Advanced analytics tools 

require specialized skills. 

Interactive data visualization 

tools like Tableau’s, on the 

other hand, enable almost any 

business user to become an 

analyst and identify trends on 

WKH�Á\ 

Andrew Lampitt, Co-Founder, 
VP of Marketing & Business 

Development, InfoWorld
 

Ted – The 
Beauty 
of Data 

Visualisation
[Click] Keiichi 

Matsuda’s 
Prism at the 

Tate
[Click]

http://www.ted.com/talks/david_mccandless_the_beauty_of_data_visualization.html
http://www.youtube.com/watch?v=UOJKiMUJDmc&feature=player_embedded#!
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Accessibility
A fundamental shift has been bubbling away over the 

ODVW�FRXSOH�RI�\HDUV�WKDW�LV�UHGHÀQLQJ�WKH�WUDGLWLRQDO�
model of consumerism by challenging its central pillar, 

ownership. What does it now mean to ‘own’ something 

in the digital world? Do you really own a music 

FROOHFWLRQ"�2U�GR�\RX�DFFHVV�GLJLWDO�ÀOHV�YLD�L7XQHV�RU�
6SRWLI\"�%UXFH�:LOOLV�LV�FXUUHQWO\�ÀJKWLQJ�$SSOH�LQ�WKH�
courts for the right to leave his iTunes library to his 

children when he dies, something currently against 

$SSOH�7	&V��2U�VHH�WKH�RXWFU\�DW�,QVWDJUDP·V�SODQV�WR�
sell pictures taken by users.

But it is not just in the digital domain that access 

is supplanting ownership as real-world products 

and services are springing up at an increasing rate 

of knots that tap into our digitally fuelled desire for 

less commitment, cheaper entry points and greater 

ÁH[LELOLW\�LQ�WHUPV�RI�XVDJH��=LSFDU�PHDQV�ZH�GRQ·W�QHHG�
the car parked in the drive, Air Bnb have cut out the 

travel agent and Le Tote will send the latest fashions to 

your door every month.  

So far the accessibility trend has been from the 

ground up by a new wave of entrepreneurs and social 

innovators, but in 2013 we think established brands 

will start to tap into this new consumer behavior by 

re-packaging elements of their offering enabling their 

audience to live richer experiences and build brand 

loyalty before upselling into a ‘owned’ sale later. 

ACCESSIBILITY

We have an ownership society 

now, but we’re moving toward 

an access society, where you’re 

QRW�GHÀQHG�E\�WKH�WKLQJV�\RX�
own but by the experiences you 

have

Brian Chesky,  
Co-founder and CEO, Airbnb 

If access trumps ownership, 

when should we own things? 

I’d say when they’re manifestly 

important, and only in the 

best format we can afford. The 

important books, albums, and 

movies are a little piece of you, 

and they deserve to be treated 

as such 

Frank Chimero, Designer, 
Blogger, Author & Lecturer 

The Bruce 
Willis 

Dilemma 
[Click]

The Rise & 
Rise of Air 

Bnb
[Click]

Forbes: 
Goodbye 

Ownership, 
Hello Access

[Click]

http://www.guardian.co.uk/commentisfree/2012/sep/03/bruce-willis-dilemma-digital-era-own-nothing
https://www.airbnb.co.uk/info/ten_million%20
http://www.forbes.com/sites/jjcolao/2012/10/11/welcome-to-the-new-millennial-economy-goodbye-ownership-hello-access/
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Scarcity 
With a world of unlimited content and information 

just a click away, real world experiences have become 

increasingly valuable. This led to an explosion in the 

live sector and then evolved into the almost inescapable 

trend of ‘immersive’ events as people demanded a 

more personalized and unique experiences. We are 

increasingly projecting our status via these experiences 

and they dominate our social interactions both on 

DQG�RIÁLQH��,W�LV�DOO�DERXW�EHLQJ�WKHUH�DQG�KDYLQJ�WKH�
Instagram account to prove it. 

2013 will be about taking it to the next level by creating 

‘only for me’ experiences using scarcity as a high value 

DVVHW��(DUO\�H[DPSOHV�LQFOXGH�SKRWRJUDSK\�DSS�2QH�
Momento, which is turning digital photography on its 

head by limited users to a single shot and Swedish 

rapper Adam Tensta who released a track that could 

only be listened by one person at a time.

This requires brands to differently about how they 

SODQ�DQG�PHDVXUH�WKHLU�FDPSDLJQV�ERWK�RQ�DQG�RIÁLQH�
with less focus on ‘likes’ and footfall, instead placing 

greater focus on quality of experience whilst arming and 

empowering consumers to share these moments.

SCARCITY

Another statistical piece of 

information from a journal 

of consumer psychologies 

reported this year that 50% 

of respondants said that an 

experience that they had 

purchased gave them more 

happiness than a product.

Caroline Till 

Scarcity drives your product 

to the true believers, the ones 

most likely to spread the 

word and ignite the ideavirus. 

Because they expended effort to 

acquire your product or service, 

they’re not only more likely to 

talk about it, but they’ve self-

selected as the sort of person 

likely to talk about it. 

Seth Godin

Interviews 
with people 
after You Me 

Bum Bum 
Train
[Click]

Scarcity 
Marketing

[Click]

The Value of 
Scarcity
[Click]

http://www.youtube.com/watch?v=qH-B0K2A5-w
http://www.youtube.com/watch?v=qH-B0K2A5-w
http://www.contagiousmagazine.com/2012/11/the_vaule_of_scarcity.php
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Retail 

Experiential
2013 is set to see the start of a revolution on the high 

street. Consumers are placing less and less value on 

the physical bricks-and-mortar environment as they 

VHHN�RXW�WKH�SHUIHFW�PDUULDJH�RI�RQ�DQG�RIÁLQH�VKRSSLQJ��
‘Showrooming’ sees people visit the physical store to look 

at and touch the products only to complete the purchase 

online via their mobile phone, often running a price 

comparison in-store. 

This is forcing brands to work harder and to adapt 

their offering to this new behavior. 2012 saw a brilliant 

example with the new Burberry store on Regent Street 

which, like Apple, is a manifestation of their online 

experience including extensions of current campaigns 

such as the Art of the Trench, live fashion shows, 

satellite live broadcasts from around the globe, concerts, 

RFID tags in garments that trigger relevant mobile 

content and staff with iPads. 

Consumers are calling for a more ‘in-line’ shopping 

experience, as they no longer see the boundaries 

EHWZHHQ�RQ�DQG�RIÁLQH�VKRSSLQJ��7KH�FKDOOHQJH�IRU�
brands is to bring retail into the overall communications 

mix to enable them to turn this new phenomenon 

to their advantage by offering greater depth, 

personalization, guidance and above all else, enhance 

their key advantage, real-world sensory experiences. 

RETAIL 
EXPERIENTIAL

“Brands are really starting 

to engage with this idea of 

sensorial design to connect 

with customers in new and 

surprising ways through the 

brand experience and retail 

theatre.

Caroline Till, Franklin Till

Innovation is designed 

to delight, surprise and 

HQWHUWDLQ��,W�LV�D�UHÁHFWLRQ�RI�
how we approach everything 

at Burberry - revealing 

the different layers of the 

brand’s heritage within a 

modern context, and forever 

celebrating design and expert 

craftsmanship. 

Christopher Bailey, Chief 
Creative Officer, Burberry

The Big 

Numbers
�� 28% of people use smartphones to compare prices 

will in a shop 

�� 10% higher than a year ago

�� 9% went on to buy elsewhere after comparing

�� 25% of people use three or more technologies to shop

�� 50% of respondents said that an experience that 

they had purchased gave them more happiness than 

a product 
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3D Printing 
It has been described as the 3rd industrial 

UHYROXWLRQ�DQG�QRWKLQJ�LV�SUHGLFWHG�WR�UHGHÀQH�JOREDO�
manufacturing and business more than the 3D printer. 

2012 witnessed some great strides forward in terms of 

quality from art exhibitions to a 3D photo booth allowing 

users to print their own heads and not forgetting the 

UHFHQW�%RQG�ÀOP��6N\IDOO�ZKHUH�D��'�3ULQWHU�ZDV�XVHG�
to produce an Aston Martin stunt double.

2013 marks a real step change for 3D technology due to 

WXPEOLQJ�KDUGZDUH�FRVWV�WKDW�DUH�ÀQDOO\�GHPRFUDWLVLQJ�
WKLV�ORQJ�KHUDOGHG�WHFKQRORJ\�DQG�SODFLQJ�LW�ÀUPO\�LQ�
the mainstream. Expect 3D printers to be the must 

have gadget of Christmas 2013 as well as a raft of 

brand executions. However, if you think a little bigger 

the potential impact is truly mind-blowing, with the 

potential to change just about everything. 

We predict that the entire retail experience will be 

transformed, moving from browsing and shopping for 

physical products to a second, Information Age, with 

GHVLJQ�VSHFLÀFDWLRQV�EHLQJ�SXUFKDVHG�EHIRUH�SULQWLQJ�
off your products at home, from clocks to a prosthetic 

legs. This opens a whole can of worms for organizations 

DV�WKH\�ÀJKW�WR�SURWHFW�WKHLU�LQWHOOHFWXDO�SURSHUW\�IURP�
SLUDF\�RQ�D�PDVV�OHYHO��-XVW�DVN�WKH�PXVLF��ÀOP�DQG�
video game industries.  Now might be the time to be 

LQYHVWLQJ�LQ�WKDW��'�GHSDUWPHQW�RU�TXDOLÀFDWLRQ�

3D PRINTING

Three-dimensional printing makes it as 

cheap to create single items as it is to produce 

thousands and thus undermines economies of 

scale. It may have as profound an impact on 

the world as the coming of the factory did.

Andrew Lampitt, Co-Founder, VP of Marketing 
& Business Development, InfoWorld

3D printing is spreading fast 

as the technology improves and 

costs fall. A Basic 3D printer, 

also known as a fabricator or 

“fabber”, now costs less than a 

laser printer did in 1985’ 

The Economist Forbes Ask Some Big Questions [Click] -:   

The Big 

Numbers
�� The cost of a 3D printer started at $400,000 and 

today you can get one for around $2,199 (via 

Makerbot)

�� Currently market value $1.3 billion and expected 

to grow to $3.1billion in 2016 and up $5.2 billion by 

2020 

http://video.forbes.com/fvn/future-tech/autodesk-on-3d-printing


www.thisisinkling.com

About Inkling 
Inkling is a creative marketing agency that specialises 

in idea generation, research and brand strategy, social 

media, digital production, PR, experiential, event 

production and content creation. 

If you would like to talk to us about how we can help you 

please call Nicola, Jono, Will or David on 020 7609 0562 

or email partners@thisisinkling.com


