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GLOSSARY 

One-to-one marketing: marketing strategy based on the personalization of the actions 

by the deep knowledge of the interests and habits of the individual consumer. With the 

arrival of the Internet, this type of marketing has become a habitual and efficient 

practice. It is also known as “custom marketing”. [1] 

Integral communication: trend that seeks to achieve uniformity through planning, 

coordination and integration of all messages created by the company and transmitted by 

several departments. [2] 

Search Engine Optimization (SEO): practice of increasing the quantity and quality of 

traffic to your website through organic search engine results. In other words, it is the 

process of affecting the visibility of a website or a web page in a web search engine’s 

unpaid results –often referred to as “natural”, “organic” or “earned” results. In general, 

the earlier (or higher ranked on the search results page), and more frequently a site 

appears in the search results list, the more visitors it will receive from the search 

engine's users; these visitors can then be converted into customers. [3] 

Initial public stock offerings (IPOs): is the first time that the stock of a private 

company is offered to the public. IPOs are often issued by smaller, younger companies 

seeking capital to expand, but they can also be done by large privately owned 

companies looking to become publicly traded. In an IPO, the issuer obtains the 

assistance of an underwriting firm, which helps determine what type of security to issue, 

the best offering price, the amount of shares to be issued and the time to bring it to the 

market. [4] 

“Organización para la Cooperación y el Desarrollo Económicos” (OCDE): 

Organization for Economic Co-operation and Development is an international 

cooperation body, made up of 25 states, whose objective is to coordinate their economic 

and social policies. The OECD was founded in 1960 and is headquartered at the 

Château de la Muette in Paris (France). [5] 

Know how: knowledge of how to do something smoothly and efficiently [6] 
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Data center: facility composed of networked computers and storage that businesses or 

other organizations use to organize, process, store and disseminate large amounts of 

data. [7] 

Proximity marketing: possibilities of communication between the advertiser and 

the public, encompassing all the actions of direct communication, made at a time 

and place suitable for the achievement of an objective and whose main 

characteristics are closeness (place where the public is located), speed 

(communication must be fast) and personalization (the message is personalized 

for the specific target and for its location at the time of communication). [8] 

End-to-end: term used in many business arenas referring to the beginning and end 

points of a method or service, and end-to-end theory embraces the philosophy that 

eliminating as many middle layers or steps as possible will optimize performance and 

efficiency in any process. An end-to-end process ensures the comprehensive 

completion of work and is typically managed within a specified timeframe. Internal 

procedures at a company often lay out a process for end-to-end management using the 

most efficient and timely approach to manufacture goods or complete a service. [9] 

Wearable technology: electronics that can be worn on the body, either as an accessory or 

as part of material used in clothing. One of the major features of wearable technology is its 

ability to connect to the Internet, enabling data to be exchanged between a network and the 

device. [10] 

Customer Relationship Management (CRM): business strategy designed to optimize 

customer satisfaction and profitability by organizing the customers of the company in 

segments, generate behavior patterns of these and link the processes and technology of 

the company to the channels of provision to customers. [11] 

Business Process Management (BPM): discipline that uses different methods to 

discover, model, analyze, measure, improve and optimize business processes. 

Coordinates the behavior of people, systems, information and things to produce 

business results in support of a business strategy. [12] 

Service Oriented Architecture (SOA): low-coupling architecture design that seeks to 

support from the technological point of view, the business needs of an organization. [13] 
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Core Business: the primary area or activity that a company was founded on or focuses 

on in its business operations. Many market leaders aim to maintain a strong position in 

their core business areas, but they usually remain open to developing new areas of 

activity as perceived business opportunities arise. [14] 

Win-win: advantageous or satisfactory to all parties involved. [15] 
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ABSTRACT 

The aim of this project is to analyze the future of the most relevant emerging 

technologies until today, relating them to the world of marketing and studying their 

possible success in the coming years. 

For this, it has been considered convenient to associate the concepts explained to a 

time scale where past, present and future are analyzed as follows: 

Firstly, it starts with the “past”. The most important aspects of marketing and innovation 

are mentioned separately, for example, by going deeper into what both mean and 

observing their evolution to this day.  

Secondly, it continues with the “present”. It is intended to reflect the union of both 

concepts explaining the most promising technological innovations in the world of 

marketing, accompanied by creative and poignant examples. 

Finally, it finishes with the “future”. This third block resembles the creation of a start-up 

of a product related to the concepts learned through the previous two blocks. In order to 

do this, an initial idea of the feasibility of the project is drawn up and also a first outline of 

the “next steps” that should be carried out to launch this innovative product related to 

marketing innovation 



 

1. INTRODUCTION 

In a market as complex and competitive as the current one, with a clear desire to 

increase sales, an increasingly aggressive competition, constant technological 

innovations, and all these combined with a change of the economic and social cycle, 

what really makes the difference between success and failure is definitely the marketing 

and sales policy followed by the company. For this reason, it is important to go in depth 

with which innovations are emerging during this XXI century. 

It is important to accept that all of us are witnessing the beginning of a new management 

model in the business world where all activity revolves around the customer. This type of 

organization thinks and acts differently: its results depend directly on how they are 

perceived by the market. Therefore, this new management model requires people who 

understand complexity of new trends and adopt habits and tools to be able to compete 

successfully in the market.  

Economy’s globalization is having a multiple and varied effects on society: the way we 

live, consumption habits, family, environment, professional expectations… but above all 

it is impacting in a generalized way in the models related in how companies are 

managed. We are in a phase in which entrepreneurs must overcome the traditional 

model, with the aim of achieving a new one based on the global and horizontal 

integration of all business activities and whose central axis is the strategic vision of 

marketing.  

Market is having an important evolution not only for the leading role that customer has 

acquired in recent times. The presence of the Internet and new technologies in the 

economic world have created the need to create a new strategic vision that, until the 

present date, it is difficult to predict its ultimate scope and consequences. What we must 

be sure of is that we are faced with comparable facts in history to the industrial 

revolution, wheel’s discovery and so on. 

Consumers have taken over production, as they are now the true architects of the 

interest of companies, which causes a radical change in the philosophy of marketing. 

Some authors have been telling us that we are starting a new stage where traditional 

1 

1 
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marketing ends and a new journey with the implementation of an innovative marketing is 

starting. In other words, we are not in a stage of changes, but in a change of stage. 

Reality tells us that the correct way of acting in companies is to transform and adapt the 

different variables and strategies to the current demands of the market, since he has 

actually been the one who has acquired the right to claim a new way of acting by the 

companies and the public bodies. In this new way, they both become aware of the 

importance of the consumer and the market and the importance of caring about knowing 

and understanding this consumer. By this way, organizations will be able to give the 

precise answers to the needs they manifest.  

To do this, marketing has to be understood as a more global business concept, where 

all other departments are impregnated with their philosophy and know-how. It is 

important to not forgetting at any moment that the true reason of being of the company 

is the complete satisfaction of the customer, which leads to success.  

Finally, to get back to our starting point, we must be aware that the penetration of new 

technologies and full integration into the digital era of all areas of the business 

organization are giving strategic marketing an important role as the thread of the whole 

business information and main activity to adapt products, processes and sales to the 

tastes and needs of the client. Therefore, companies need to strengthen the tools that 

help them to capture talent and manage knowledge. It is important to have in mind that 

customer is not sold, but seduced.  
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2. MARKETING 

Nowadays, marketing has a role very important in every company that wants to survive 

in a world as competitive as ours. This concept affects both customers and 

entrepreneurs. For this reason, it is important to study and go in depth not only with the 

definition and evolution of this concept, but also with how will marketing be in the future. 

2.1. Definition 

Although the practical exercise of marketing is prior to the beginning of the twentieth 

century, it academically begins to develop from 1900. The term was first used in 1902 in 

the bulletin of the University of Michigan in the phrase “Various methods of marketing 

goods”, which was used to describe the course of “The Disruptive and Regulative 

Industries of the United States”.  

Only three years later, as Professor Robert Bartels put it in his book “The History of 

Marketing Thought” in 1905, the University of Pennsylvania offered a course entitled 

“The Marketing of Products”. In 1910, the turn was for the University of Wisconsin with 

the course “Marketing Methods” and in 1917, Professor Ralph S. Butler published his 

book, also titled “Marketing Methods”. During this first stage of marketing identification, 

the emphasis of organizations was based on production, so the market was not an 

important variable when making decisions.  

In Spain, it was in the 60-70s of the last century when it began to be managed at the 

enterprise level, motivated mainly by the irruption of the multinationals in this country, 

but it has had to pass half a century so that in the business fabric and in the University 

begin to root the benefits of acting from a strategic marketing perspective.  

Many authors have given their definition of marketing, but it is important to differentiate 

first if we are referring to its philosophical concept or their business acceptance.  

On the one hand, at the philosophical level, marketing starts at that stage of history 

where people had to make barter to cover their needs and to increase well-being. From 

that moment, its evolution has been inextricably linked to social and economic 

development.  

The industrial revolution, the creation of large urban and commercial centers, 

specialization in work and new technologies have created a market of supply and 
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demand where marketing must seek the full satisfaction of the consumer.  

On the other hand, at the business level, marketing is an activity that has as a primary 

and ultimate goal the achievement of the goals set. Based on this point of view, 

marketing comprises a series of activities and tools interrelated between them, tending 

not only to satisfy the market demand but also to meet the objectives set by and for the 

company.  

In order to measure the term and enter in the exciting world of business marketing, 

below there are indicated some definitions given by the most recognized authors: 

- “The organization’s marketing task is to determine the needs, wants and interests 

of target markets and to achieve desired results more effectively and efficiently 

than competitors, in a way that preserves or enhances the consumer’s or 

society’s well-being” [16] (P. Kotler, American marketing author, consultant and 

professor). 

- “Marketing is the activity, set of institutions and processes for creating, 

communicating, delivering and exchanging offerings that have value for 

customers, clients, partners and society at large” [17] (American Marketing 

Association, AMA). 

- “Marketing aims to know and understand the consumer so well that the product 

fits perfectly to their needs” [18] (P. Drucker, Austrian-born American 

management consultant, educator and author, whose writings contributed to the 

philosophical and practical foundations of the modern business corporation). 

- “Marketing is the joint action of the company, directed towards the client with the 

objective of a profitability” [19] (Goldman Sachs Group, American multinational 

finance company that engages in global investment banking, investment 

management, securities and other financial services, primarily with institutional 

clients). 

- “Marketing is that set of technical and human activities carried out by companies 

that try to give satisfactory answers to the demands of the market” [20] (R. Muñiz, 

Spanish author of the book “Marketing in the XXI century”). 

After this few definitions of relevant people in the world of marketing, it can be assumed 

that marketing begins long before a product hits the shelf. In addition, it involves 
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analyzing customer needs, obtaining the information necessary to design and produce 

goods or services that match buyer expectations, satisfying customer preferences and 

creating and maintaining relationships with customers and suppliers.  

It is important to define two concepts before going on with the project: 

- Marketing activities: they permeate all functions in businesses and not-for-profit 

organizations. Companies must conduct their marketing efforts ethically, which 

have to serve the best interests of both society and the organization. 

- Marketing variables: product, price, promotion and distribution. These aspects 

have to provide customer satisfaction. Enterprises have to identify and analyze 

who are their potential customers and what do they need. It is very important to 

establish long-term relationships with customers and suppliers. 

To sum up, marketing consists in an organizational function and set of processes for 

creating, communicating and delivering value to customers and for managing customer 

relationships in ways that benefit the organization and its stakeholders. 

2.2. Marketing Vs. Sales 

Marketing and sales are one of the most important components for the survival of a 

company in the market. While both are dependent on each other, many people confuse 

marketing with sales and vice versa, which is a big mistake.  

Marketing involves designing a product according to the needs of the market and the 

customers, promoting the product through advertising, etc. and establishing a 

competitive price for the product. Marketing is a platform that drives sales. While on the 

other hand, the sales process is what you do to sell a product successfully or look for a 

contract.  

What it is true is that sales cannot exist without marketing, and marketing cannot exist 

without sales. The success of a business lies in the success of these two fundamental 

parts. 

Marketing is the backbone of a company’s future and the launch platform for sales. 

While the marketing process encompasses product design, advertising and so on, the 

sales process is the execution of all efforts involving direct interaction with the customer. 

There is always a constant rivalry between these two concepts. Marketing people say 
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they have an advantage because they think they are the ones who design the products, 

establish the strategy and also develop essential tools for sales. They believe that sales 

are the result of marketing, and for this reason, they should follow their instructions. 

However, sales staff disagree with this point of view and may find it totally opposite to 

their judgment. They think it is the sales people who actually sell a product and bring 

money to the company.  

Many companies combine sales and marketing together, but they actually have different 

goals: while the sales department is interested in meeting the requirements of what the 

customer ordered, the marketing department is really busy studying what the market 

demands.  

The objective of the marketing department is to predict how the market will position itself 

in the future. You must anticipate your product taking into account the needs of the 

market for the next few years, and be willing to make design changes in your products. 

It is very important that a company integrates its sales and marketing departments in a 

homogenous way. It is the correct integration of these two important entities what fuels 

the growth of a company.  

It is true that marketing and sales are two concepts that are often used synonymously, 

which is a mistake. While they are complementary and very independent on each other, 

they are activities with their own functions and purposes. Due to this, many departments 

are called “Marketing and Sales”: both procedures go together and must be developed 

under one “umbrella”, but they are not exactly the same.  

On the one hand, marketing is the set of principles and practices that seek to increase 

trade and especially of demand. On the other hand, selling is transferring to someone 

(for the agreed price) the ownership of what you own. Synthesizing both definitions and 

looking for a simile, marketing is the springboard of the sale.  

Going deeper into both concepts, those responsible for marketing in the company aim to 

create the most favorable conditions so that the product or service can be sold well, and 

this must be reflected in a clear and achievable strategy. 

To achieve this, the actions can focus on what the company offers but also on what the 

customer demands or needs. The success of a marketing strategy is achieved when the 
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company has the customer where it wants: ready to buy, which can be immediately or at 

a later time. It is here where the sales process comes into play: the moment when the 

techniques must be developed for the final disbursement. 

Without marketing or marketing actions that are not very effective, selling is always more 

complicated since the customer rarely buys without references about the product or 

company. Is here when the seller, if he/she is a natural person, must display all his 

skills: warmth, empathy, conviction and so on. If it is an online sale, some of the most 

valued qualities of a website are a clear and friendly design and a simple payment 

gateway.  

The success of a sales process is achieved when the customer has made the 

disbursement to buy the service or product. However, there is no end to the efforts of 

the company. In the after-sale, the marketing department re-enters to retain that 

customer and ensure future sales, as well as solve any problems that may arise with 

what it has been sold. 

Therefore, despite selling is difficult, one of the differences between marketing and sales 

is that the first one is a more complex task because it encompasses promotion 

processes, market analysis, future forecasts, feedback with customers and so on.  

Once the differences between marketing and sales are clear, a final reflection should be 

made: the importance of fluid communication between the marketing and sales work 

groups.  

On the one hand, sellers can inform marketers about what needs they find in their 

customers; a more visible service, a simpler return policy, more information about the 

operation of the product…  

On the other hand, marketing staff must inform the sales person about the points that 

are intended to be strengthened in the marketing strategy so that the salesmen take it 

into account in their activity. Good communication between different departments will 

avoid mistakes and misunderstandings.  

To sum up, marketing consists in identifying who your customer is going to be or 

bringing the product that customers desire, while sales department has to “take action” 

and achieve that the customer buys the product or service the company is offering. 
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2.3. Basic marketing variables 

Strategic marketing is not related with divinatory art or improvisation. By contrast, is the 

result of logic, methodology and effort. It is not intended to determine the future, but to 

provide working tools to manage it. It does not eliminate the uncertainties, but it helps to 

reduce them and to coexist with them, positioning the company in a highly competitive 

situation. Therefore, starting from a generic definition of marketing, it is observed that at 

least a series of variables converge in every marketing economy: 

- Product: it is all material or immaterial good that once put on the market comes to 

satisfy the need of a particular customer. The material good is named “product”, 

and the immaterial one “service”. The main differentiating feature is the tangibility 

of the specific good. 

- Market: it is the physical or virtual place where buyers and sellers concur to make 

a transaction. Complexity of potential targets and the Internet have segmented 

the market in such a way that it reaches the application of one-to-one marketing. 

- Need: sensation of physical, physiological or psychological lack common to all 

the people that make up the market. 

- Perception: it is considered as a voluntary act after necessity. It can be defined as 

the way in which the person manifests the will to satisfy the aforementioned 

necessity. Logically, social, cultural and environmental factors will be those that 

mark the stimuli of the marketing for its attainment. 

- Demand: number of people interested in a particular product, service or brand. 

The activity developed by the marketing department should be aimed at adapting 

as best as possible the unlimited need that exists in the market against the limited 

resources available to the consumer. 

- Offer: it is the set of goods or services that are oriented to satisfy the demand 

detected in the market, generally enough covered by the companies. 

- New technologies: since the second decade of the 21st century, the Internet and 

mobile communications are mainly making important changes in the market. The 

information provided by new technologies is producing a profound transformation 

of consumption habits and economic cycles. 
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2.4. Marketing utility 

Since the beginning of the 21st century, it seems that developing a marketing policy is a 

normal and simple task, according to the times that the word is used by businesses and 

media. However, reality shows us the opposite: implementing a dynamic in marketing 

causes a strong rejection in many companies, especially in certain important groups. 

Despite these barriers to implementation, facts confirm that the market is no longer what 

it was. It is changing and evolving very fast, mainly motivated by the economic situation, 

the pressure of different social forces, technological advances and globalization. These 

aspects create new behaviors and challenges that only from a marketing perspective will 

find satisfactory answers. 

It is true that some people believe marketing contributes only to create unnecessary 

needs, manipulate consumers and sell products in an expensive way. Some humans 

talk about the “trickery” of marketing without knowing its true and deep meaning. The 

truth is that everyone talks about marketing, but very few people really know its real 

meaning and even fewer who apply it in a professional way.  

Marketing is not to cheat, but to help. It is not an expense, it is an activity to generate 

income; it is not a spell, but a series of working tools; it does not work miracles, it marks 

the guidelines for doing hard and conscious work.  

The dynamics of our lives change dramatically, and as a consequence, the needs and 

desires of people who hardly have time to stop and think about what they really want or 

what they want. This growing trend forces companies to respond satisfactorily to the 

demands of the market at all times. Marketing strategists carefully analyze what the 

market really needs and act accordingly, laying the foundations of a beneficial and 

satisfying relationship in the short, medium and long term. 

In this new millennium, marketing has almost taken on the role of the situation. It is the 

marketing moment, and also the strategist’s moment. Market already demands qualified 

professionals who, starting from the reality, know how to give satisfactory answers to the 

market and to give the profitability of the companies.  

2.5. Marketing within the company 

There are several criteria that, separately, demonstrate the growing importance of 
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marketing these years. Instead of analyzing them separately, it will be considered the 

different levels of valuation in block, in order to simplify what is evident: the importance 

of marketing in our days. In this particular case, the approach to sales has to be active 

because if consumers are not encouraged and motivated, they will not buy enough 

products. 

It has taken many years to understand the importance and usefulness of the application 

of the different marketing variables to the company context. If the problem with a 

quantitative criterion at a world level is analyzed, the following results are found: 

In the United States, more than half of the selling price of a great consumption product is 

intended, on average, to marketing activities. [21] 

From a macroeconomic point of view, there is a strong correlation between the 

development of marketing in a country and its economic and social development. In 

those where marketing activities are incipient, a very low per capita income is observed. 

Although this index is not a true and accurate measure of a country’s progress, it can be 

used by approximation.  

Economic and social development reaches its highest levels in countries where the 

preponderance of innovation and use of marketing is highest.  

With the aim of ratify the idea that is being shaped, this project is based on the World 

Economic Forum report on global competitiveness in 2014 and the Fortune magazine 

ranking on the 30 most admired companies in the world in 2014. 

The report of the World Economic Forum that reflects the levels of competitiveness of 

the different national economies has endorsed those countries that have opted for 

innovation.  

The latest report by the European Economic Community classifies the Member States 

into four groups according to their evolution: leading countries, those in the middle, 

those recovering and those losing ground.  

Before showing the ranking of countries, it is interesting to make an overview of the 

criteria used to value the competitiveness mentioned before. These are summarized in 

the next figure: 
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Figure 1: Global Competitiveness Index [22]  

While all of the pillars will matter to a certain extent for all economies, it is clear that they 

will affect different economies in different ways: the best way for Cambodia to improve 

its competitiveness is not the same as the best way for United States to do so. This is 

because these two countries are in different stages of development: as countries move 

along the development path, wages tend to increase and, in order to sustain this higher 

income, labor productivity must improve. 

In line with well-known economic theory of stages of development, the GCI assumes 

that, in the first stage, the economy is factor-driven and countries compete based on 

their factor endowments unskilled labor and natural resources. Maintaining 

competitiveness at this stage of development hinges primarily on: 

- Well-functioning public and private institutions (pillar 1). 

- Well-developed infrastructure (pillar 2). 

- Stable macroeconomic environment (pillar 3). 

- Healthy workforce that has received at least a basic education (pillar 4). 

As a country becomes more competitive, productivity will increase and wages will rise 

with advancing development. Then, countries will move into the efficiency-driven stage 

of development, when they must begin to develop more efficient production processes 
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and increase product quality because wages have risen and they cannot increase 

prices. At this point, competitiveness is increasingly driven by: 

- Higher education and training (pillar 5). 

- Efficient goods markets (pillar 6). 

- Well-functioning labor markets (pillar 7). 

- Developed financial markets (pillar 8). 

- The ability to harness the benefits of existing technologies (pillar 9). 

- Large domestic or foreign market (pillar 10). 

Finally, as countries move into the innovation-driven stage, wages will have risen by so 

much that they are able to sustain those higher wages and the associated standard of 

living only if their businesses are able to compete with new and unique products. At this 

stage, companies must compete by producing new and different goods using the most 

sophisticated production processes (pillar 11) and by innovating new ones (pillar 12).  

The Global Competitiveness Index takes the stages of development into account by 

attributing higher relative weights to those pillars that are more relevant for an economy 

given its particular stage of development.  

The basic requirements subindex groups those pillars most critical for countries in the 

factor-driven stage. The efficiency enhancers include those pillars critical for countries in 

the efficiency-driven stage. And the innovation and sophistication factors subindex 

includes the pillars critical to countries in the innovation-driven stage. These three 

subindexes are shown in Figure 1.  

The weights attributed to each subindex in every stage of development are shown in 

Figure 2. To obtain the weights shown in the table, a maximum likelihood regression of 

gross domestic product (GDP) per capita was run against each subindex for past years, 

allowing for different coefficients for each stage of development.  

 

Figure 2: Subindex weights and income thresholds for stages of development [23]  
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After a deep study, economists around the world established that the ranking of 

competitiveness around the world was:  

Table 1:  The Global Competitiveness Index 2014 – 2015 ranking [24] 

Ranking 2014 Country Ranking 2014 Country 

1 Switzerland 16 Qatar 

2 Singapore 17 New Zealand 

3 United States 18 Belgium 

4 Finland 19 Luxembourg 

5 Germany 20 Malaysia 

6 Japan 21 Austria 

7 Hong Kong 22 Australia 

8 Netherlands 23 France 

9 United Kingdom 24 Saudi Arabia 

10 Sweden 25 Ireland 

11 Norway 26 Korea, Rep. 

12 
United Arab 

Emirates 
27 Israel 

13 Denmark 28 China 

14 Taiwan, China 29 Estonia 

15 Canada 30 Iceland 

Firstly, Switzerland tops the Global Competitiveness Index again this year, keeping its 

1st place for six years in a row. Its performance is stable since last year and remarkably 

consistent across the board: the country ranks in the top 10 of eight pillars. Switzerland’s 

top- notch academic institutions, high spending on R&D, and strong cooperation 

between the academic and business worlds contribute to making it a top innovator. 
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Switzerland boasts the highest number of Patent Cooperation Treaty applications per 

capita in the world.  

The sophistication of companies that operate at the highest end of the value chain 

constitutes another notable strength. Productivity is further enhanced by an excellent 

education system and a business sector that offers excellent on-the-job-training 

opportunities. The labor market balances employee protection with flexibility and the 

country’s business needs.  

Public institutions are among the most effective and transparent in the world, ensuring a 

level playing field and enhancing business confidence. Competitiveness is also 

buttressed by excellent infrastructure and connectivity and highly developed financial 

markets. 

Finally, Switzerland’s macroeconomic environment is among the most stable in the 

world at a time when many European countries continue to struggle in this area. A 

potential threat to Switzerland’s competitive edge might be the increasing difficulties 

faced by businesses and research institutions in finding the talent they need to preserve 

their outstanding capacity to innovate. Since 2012, the country has dropped from 14th to 

24th on the indicator measuring the availability of engineers and scientists. Respondents 

to the Executive Opinion Survey 2014 cited the difficulty of finding qualified workers as 

the single most problematic factor for doing business in the country. The recent 

acceptance by Swiss citizens of an initiative aimed at limiting the ability of European 

Union (EU) workers to immigrate by reintroducing quotas could exacerbate the problem 

and erode Switzerland’s competitiveness advantage.  

Secondly, Singapore ranks 2nd overall for the fourth consecutive year, owing to an 

outstanding and stable performance across all the dimensions of the GCI.  

Again this year, Singapore is the only economy to feature in the top 3 in seven out of the 

12 pillars; it also appears in the top 10 of two other pillars. Singapore tops the goods 

market efficiency pillar and places 2nd in the labor market efficiency and financial 

market development pillars.  

Furthermore, the city-state boasts one of the world’s best institutional frameworks, even 

though it loses the top spot to New Zealand in that category of the Index. Singapore 

possesses world-class infrastructure with excellent roads, ports, and air transport 
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facilities. Its economy can also rely on a sound macroeconomic environment and fiscal 

management— its budget surplus amounted to 6.9 percent of GDP in 2013.  

Singapore’s competitiveness is further enhanced by its strong focus on education, which 

has translated into a steady improvement of its ranking in the higher education and 

training pillar, where it comes in 2nd, behind Finland. Singapore’s private sector is also 

fairly sophisticated and becoming more innovative, although room for improvement 

exists in both areas, especially as these are the keys to Singapore’s future prosperity.  

And, thirdly, the United States goes up in the rankings year after year. It regains the 3rd 

position on the back of improvements in a number of areas, including some aspects of 

the institutional framework, and more positive perceptions regarding business 

sophistication and innovation.  

As it recovers from the crisis, the United States can build on the many structural features 

that make its economy extremely productive. US companies are highly sophisticated 

and innovative, and they are supported by an excellent university system that 

collaborates admirably with the business sector in R&D. Combined with flexible labor 

markets and the scale opportunities afforded by the sheer size of its domestic 

economy—the largest in the world by far—these qualities make the United States very 

competitive.  

On the other hand, some weaknesses in particular areas remain to be addressed. The 

business community continues to be rather critical, with trust in politicians still somewhat 

weak, concerns about favoritism of government officials, and a general perception that 

the government spends its resources relatively wastefully. The macroeconomic 

environment remains the country’s greatest area of weakness, although the fiscal deficit 

continues to narrow and public debt is slightly lower for the first time since the crisis. [25] 

Regarding the ranking of the 30 most admired companies in the world, conducted by 

Fortune magazine, it should be noticed that the most appreciated companies are those 

that, in addition to having a greater capacity to attract, retain and develop the talent of 

their employees, encourage teamwork, initiative, innovation and customer orientation. 

The predominance of the enterprising spirit of the North Americans is reflected that 

among the 30 most admired companies, the top 10 are based in the United States. 
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Table 2: All-stars in 2014 [26] 

Ranking 2014 Company Ranking 2014 Company 

1 Apple 16 IBM 

2 Amazon 17 Nordstrom 

3 Google 18 Singapore Airlines 

4 Berkshire 19 Jhonson&Jhonson 

5 Starbucks 20 Whole Foods Market 

6 Coca-Cola 21 Samsung Electronics 

7 Walt Disney 22 McDonald’s 

8 FedEx 23 3M 

9 Southwest Airlines 24 Microsoft 

10 General Electric 25 Toyota Motor 

11 American Express 26 Boeing 

12 Costco Wholesale 27 Exxon Mobil 

13 Nike 28 Wal-Mart Stores 

14 BMW 29 Target 

15 Procter&Gamble 30 J.P. Morgan Chase 

2.6. Stages of marketing 

Although marketing has always been a part of business, its importance has varied over 

the years. 6 eras are identified in the history of marketing: 
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Figure 3: Stages of marketing [27] 

The Production era 

In this first era, the center was the productive process. It was offered on the market what 

it was produced without regarding market requirements. The production approach 

asserted that users or consumers preferred those products that were very available and 

with a low cost.  

In other words, manufacturers stressed production of quality products and then looked 

for people to purchase them. It was believed that a high-quality product would sell itself. 

This production orientation dominated business philosophy for decades. Business 

success often was defined solely in terms of production successes. This production 

orientation consisted in stressing efficiency in producing a quality product, with the 

attitude toward marketing that “a good product would sell itself”.  

The famous words of automobile maker Henry Ford sum up the marketing values of the 

mass production era: “Customers can have any color they want, as long as it’s black” 

[28]. Production shortages and intense consumer demand ruled the day.  

However, it is concluded that this approach is not as correct as it should be. Building a 

new product is no guarantee of success, and marketing history is cluttered with the 
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bones of miserable product failures despite major innovations (more than 80% of new 

products fail).  Inventing and outstanding new product is not enough because it must 

also fill a perceived marketplace need. Moreover, one of the most important marketing’s 

missions is to change people’s mind, just to sell any product a company wants to 

introduce in people live.  

The Sales era 

This era started when the production techniques in the United States and Europe 

became more sophisticated, especially from the 1920s to the 1950s. During these years, 

manufacturers began to increase their emphasis on effective sales forces with the 

objective to find customers for their output. Firms attempted to match their output to the 

potential number of customers who would want it.  

It is important to know that sales orientation is a belief that customers will resist 

purchasing nonessential goods and services, with the attitude toward marketing that 

only creative advertising and personal selling can overcome consumers’ resistance and 

persuade them to buy. Marketing departments began to emerge from the shadows of 

production and engineering, but they tended to remain in subordinate positions. 

Nevertheless, selling is not the only component of marketing.  

In conclusion, this era saw the first active effort to push sales, and the introduction of the 

‘sales pitch’ and a new breed of ‘salesmen’, something that has changed very little to 

this day. Men would actively pursue sales and talk the consumer into purchasing the 

item, even if they didn’t really need it.  

The Marketing era 

In this era, marketing was the most important role. Managers paid close attention to the 

markets for their goods and services. However, this trend ended with the outbreak of 

World War II, when rationing and shortages of consumer goods became commonplace. 

During this period, there was a pause in an emerging trend in business: a shift in the 

focus from products and sales to satisfying customer needs.  

In other words, the 1950s onwards became known as the Marketing era, as companies 

started to realize it was less about pushing the products they had made, but evaluating 

what people actually wanted them to sell. With this change, came much more choice of 

products and services than there had ever been, as companies began to do their 
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research and sell a variety of products to suit the changing markets, something that is 

still a core value of marketing today. 

It is well known that during these years, marketing concept focused on the objective of 

achieving long-run success instead of short-term profits.  

To exemplify this era, Apple is one of the best cases. Its products are consistently stylish 

and cutting edge. They want to surprise consumers with every new product (surprise the 

marketplace). They believe that new products have to anticipate needs of consumers 

that didn’t realize they had.  

These events empower new-product development and the introduction of innovative 

products. Companies that implement market-driven strategies are better able to 

understand their customers’ experiences, buying habits and needs. Developing new 

products must be compatible with customer requirements.  

The Relationship era 

By the 1990s, companies were totally on board with the ‘customer comes first’ concept 

that the Marketing era brought, and thus came the Relationship marketing era. From the 

90s onwards it became all about viewing the customer as an individual, rather than 

considering the market as a whole. It became more about gaining return customer and 

building good relationships with customers than simply gaining a sale then moving on to 

the next.  

In this era, companies focused on establishing and maintaining relationships with both 

customers and suppliers. Its aim was to benefit everyone: strategic alliances and 

partnerships among manufacturers, retailers and suppliers.  

Traditional marketing strategies focused on attracting customers and closing deals. 

Today’s marketers realize that, although it’s important to attract new customers, it’s even 

more important to establish and maintain a relationship with them so they become loyal 

repeat customers.  

As consumers are becoming more and more sophisticated, marketers need to develop 

new techniques to establish and build trusting relationships between companies and 

their customers. Due to this, relationship marketing refers to the development, growth 
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and maintenance of long-term, cost-effective exchange relationships with individual 

customers suppliers, employees and other partners for mutual benefit.  

It is known that during the 1990s salesmen took some values from the sales era and 

now altered their sales pitch not push one sale only, but to build a relationship between 

the company and the customer. This was where return custom and recommendations 

first began to be valued. 

The Social era 

Social marketing came shortly after Relationship marketing began, and was the 

beginning of customer focused campaigning. Many companies began to see the 

benefits of placing the consumer at the center of their organization and focusing all their 

efforts on customer satisfaction, with sales becoming a secondary priority.  

This era appeared when consumers’ started having accessibility to the Internet and the 

creation of social media sites such as Facebook and Twitter. Companies used the Web 

and social networking sites to connect to consumers as a way to market goods and 

services.   

On the one hand, social marketing was defined as the use of online social media as a 

communications channel for marketing messages.  

On the other hand, interactive marketing consisted in buyer-seller communications in 

which the customer controls the amount and type of information received from a 

marketer through such channels as the Internet and virtual reality kiosks.  

Both concepts were important in this era. It is concluded that they allowed marketers 

and consumers to customize their communication.  

In this stage, customers could go to companies for information, creating opportunities for 

one-to-one marketing and had the opportunity to tell the company what they liked or 

disliked about a product.  

The Digital era 

This is currently the sixth main stage of the evolution of marketing. With the growth of 

technology and the consumer’s increasing dependency on this, marketing has begun to 

migrate to the online world. There will always be traditional marketing methods in place, 
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and it is important to remember this, but digital marketing brings new methods of 

reaching a changing market.  

Digital marketing can be defined as the application of marketing strategies carried out in 

digital media. It is important to consider that in this new era, users can talk about the 

brand freely. They have a very important power that previously was only allowed to the 

media: opinion.  

Due to this, marketing techniques must change their paradigm. If before the distributors, 

media and producers were the ones who had the power of opinion, now the focus must 

change to the user. Users are able to search for what they want on the Internet, not only 

having the possibility to give their decision but also reading reviews, commenting and 

reading ratings done by other users.  

To sum up, the world is now immersed in the new digital era where users can connect 

from anywhere at any time and place. Under this context, organizations have 

implemented strategies to further rapprochement and interaction with customers using 

various digital marketing tools such as social networking, mobile marketing, websites, 

gadgets, etc. in order to establish lasting and profitable relationships with customers.  

2.7. Areas of activity that make up marketing management 

The interdisciplinary nature of marketing makes it a science that is not exact, so it 

encourages the creation of different theories, opinions and selection of strategies that 

can differ greatly in their approaches, but no so much in the results. 

Think of the myriad of criteria that can be brought from the point of view of Sociology, 

Psychology, Economics, Statistics, Law, History… to realize the great number of paths 

that people can choose in order to achieve the objectives that we mark ourselves.  

This complexity added to those that arise in the activity itself makes that good marketing 

professionals have a strong job demand because the accumulated experiences will 

facilitate decision-making.  

Therefore, the areas of activity that make up its management can be summarized in six: 

- Market research 

- Programming and product development, pricing 

- Channels of distribution and logistics 
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- Integral communication: advertising, communication and image, public relations, 

direct marketing, promotion and so on 

- Organization of the commercial department 

- Internet and new technologies 

Each of these variables can be managed according to the criteria of the marketing 

specialist, as it is not necessary to use all the techniques presented here, since the 

clients’ needs are different in form and time, except the Internet, that in greater or lesser 

measure it is essential to use it in all areas of successful companies. That is why you 

should already talk about marketing off and online.  

2.8. Determinants of marketing 

Determinants of marketing are defined as the factors and conditions that exist in the 

market and that can influence consumer behavior. Their knowledge and analysis is 

basic because they are conditioned in two fundamental ways: 

- It can be said that in order to achieve the objectives set, the actions to be 

developed and the techniques to be used must necessarily be different. 

- It is unquestionable that the same techniques will give us different results in the 

market, depending on the existing determinants. 

This explains the fact that techniques that have proved their effectiveness in a particular 

country, in concrete circumstances by some company, sometimes offer different results 

despite their similar application and adaptation in other nations. When trying to find out 

the possible causes of failures, when a proven technique fails to achieve its objectives, it 

is caused mainly for one of these two failures: 

- Failures of the people who have applied it. 

- Variation of the determinants that influence that country. For example, the cultural 

element is a determinant key. 

Another practical consequence of what has been said before is the care that the use of 

foreign techniques must be carried out, whether from experiences of others or those 

learned in texts that reflect other forms of marketing. The verb “to adapt”, with all what it 

means, is much more appropriate in such circumstances than “to adopt”.  
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The number and importance of the determinants of marketing can vary according to 

subjective criteria of the country and market. A possible classification of these elements 

is given below: 

 

Figure 4: Determinants of marketing [29] 

If the previous graph is analyzed, it is highlighted in the central part the figure of the 

consumer. It reveals the paramount importance of the client, not only as the recipient of 

marketing actions, but also as the main determinant of such actions.  

2.9. Evolution and future of marketing 

Even though it was born in the first years of the previous millennium, it is important to 

focus in the last years to begin to perceive an important advance of marketing in 

companies.  

This period is not only an evolutionary time, but also an era of constant and continuous 

quick changes, especially when the new technologies have acquired a great 

entrepreneurial limelight. This fact will be deepening in later chapters.  

Producing and selling were the main objectives of strategies of 40-50 years ago, as it is 

mentioned in chapter “2.6. Stages of marketing”. The level of success could be 

measured by the market share held by the company. At present, this term is being 

replaced by the “customer fee”. This is a radical change in the marketing vision, 

because if the local market cannot grow, the company should choose to extend into 

international markets or try to improve its customer loyalty.  

In addition, the introduction of new technologies is transforming work into marketing 

departments, opening up possibilities that are difficult to predict in time; all this drags us 

to give a strategic dimension of our activity in which the decisions of the top 
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management gain importance. In a cycle of conferences, Kotler recently declared there 

were two types of managers: the rapid ones and the dead ones [30].  

The current marketing challenge and all changes that occur are conditioned mainly by: 

- Greater training and information of the consumer supplemented with a better 

level of income, so that the buying habits change and a customer decides for a 

product more for its added value than for its own functionality, hence the leading 

role of marketing perceptions. 

- The evolution of social media, the importance of Internet and the segmentation of 

the markets makes that mass advertising gives now a greater limelight to the 

integral communication. 

- The sale of a product or service in isolation ceases to be the center of interest of 

the company. Nowadays, it is oriented to take advantage of long-term relationship 

of the customer, known as relationship marketing or loyalty. 

2.10. Latest marketing inputs 

Despite in next chapters new technologies that are emerging will be explained and 

developed, it is considered that it is important to make an overview of some concepts, 

which are gaining relevance in marketing.  

Due to this, the most important aspects are the following ones: 

- Neuromarketing: brain science to measure the impact of marketing and 

advertising on consumers. For decades, marketers have sought to understand 

what consumers were thinking, but they have relied on traditional techniques. 

Neuromarketing techniques are based on scientific principles about how humans 

really think and decide, which involves brain processes that our conscious minds 

are not aware of. When combined with sound experimental designs and 

procedures, these new techniques provide insights into consumer decisions and 

actions that are invisible to traditional market research methodologies. 

This concept is not a new kind of marketing; it is a new way to study it. It is part of 

the field of market research. These areas mentioned below are the ones where 

neuromarketing is being used today: 
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o Branding: brands are ideas in the mind that draw strength from the 

connections they make. Neuromarketing provides powerful techniques for 

measuring brand associations. 

o Product design and innovation: neuromarketing can measure consumer 

response to product ideas and package designs that are largely automatic, 

emotional and outside people’s conscious awareness. 

o Advertising effectiveness: much advertising impacts humans through non-

conscious means. Neuromarketing explains how. 

o Shopper decision-making: neuromarketing shows how store environments 

directly influence in how shoppers decide and buy. 

o Online experiences: the online world provides new challenges to old 

brains. Brain science shows the many ways people can be subtly 

influenced as they go about their online activities 

o Entertainment effectiveness: entertainment creates experiences in 

people’s minds that can influence attitudes, preferences and actions. 

Neuromarketing shows what happens when entertainment transports 

people into an imaginary world. 

It is known that neuromarketing uses a variety of tools and techniques to measure 

consumer responses and behavior. These include everything from relatively 

simple and inexpensive approaches, such as eye tracking, analyzing facial 

expressions, and behavioral experiments, to more complex, sensor-based 

approaches, including biometrics (body signal measures) that measure 

respiration, heart rate and so on, as well as neurometrics  (brain signal measures) 

that measure electrical activity.  

- Coaching: personal development method that helps people to unleash their full 

potential by optimizing their effort and performance. Thus people grow, they know 

each other better and they also know how to take the most of their skills. 

Therefore, coaching is a learning tool for companies and professionals aimed at 

achieving the best results. It is developed in the following five phases: 

o Exposure of the problem: the issue that concerns the executive is 

addressed. The main problem is exposed and the first guidance is 

obtained. The concern is defined and delimited, to analyze it later.  
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o Definition of the current scenario: not all companies are the same, nor do 

all problems follow predetermined patterns to be solved. There is the need 

to do a thorough study of the situation. 

o Strategic analysis: as with companies, everyone has to act with a strategy. 

Knowing the possible areas of improvement is fundamental to raise the 

possible alternatives. 

o Alternative proposals: one of the main functions of coaching is to generate 

alternatives to respond to the problem. Once the situation and the problem 

are strategically analyzed, the coach already has the necessary 

information to propose alternatives and focus on possible solutions. 

o Action plan: the action plan will depend on the time devoted to the 

coaching actions: whether it is a work meal or a workshop, it will be a 

solution able to figure out which way to go and how to do it. If there are 

more sessions, the action plan will be more thorough and exhaustive, 

emphasizing each stage and point to follow. 

The modus operandi that the coach follows is to ask questions to the client so 

that this person can question what is he/she doing and how is he/she acting. This 

process of reflection will help the customer to find new alternatives and 

possibilities to improve. 

To sum up, coaching is a useful way of developing people’s skills and abilities, 

and of boosting performance. It can also help to deal with issues and challenges 

before they become major problems.  

- Elevator pitch: it is the presentation of a business, company or product to a 

potential buyer or investor in a short period of time. The idea comes from a 

scenario of how to sell the business to a potential buyer if we find it in an elevator. 

The speech must be direct, concrete and the person has to transmit passion to 

achieve it in less than a minute. 

We live in an immediate society. We never know where and when we will have 

the opportunity to present our company or business, especially if we are looking 

for investment, as happens frequently to many entrepreneurs. In those 

circumstances, nobody knows at what time and under what circumstances we 

might meet with a person interested in investing in our company.  
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Due to this, it is very important to have a well-structured elevator pitch and have 

learnt how to catch the attention of the caller in a few minutes.  

Some tips for structure a good elevator pitch are: 

o Have it rehearsed 

o Knowing how to answer the most obvious questions 

o The aim is not to sell, but to attract attention 

o Not going into details during this short speech 

o Be very brief 

o Be coherent and above all demonstrate passion when you communicate 

your arguments 

- Community manager: is the professional specialized in the use of tools and 

applications 2.0 that is in charge of managing the social networks and the new 

channels of communication of a company. This person responds to the 

comments that are made in social media, putting voice to the company and, 

above all, it is who listens to who speaks of this organization. In other words, the 

community manager is the professional responsible for building and managing 

the online community around a brand on the Internet, creating and maintaining 

stable and lasting relationships with its customers, its fans and, in general, any 

user interested in the brand.  

The main function developed by this professional is the creation of attractive 

content and quality. Generally, the community manager does not only create and 

compose content for social networks only, this professional also usually handles 

managing the corporate blog of the company.  

As it is seen, it is a term and activity with a great prominence in the present time. 

This allows confirming that nowadays, companies must rely on the Internet and 

new technologies as a great ally that will help them to achieve the proposed 

objectives. The figure of the community manager, who must count on any type of 

company, will collaborate to manage, create and moderate the different social 

groups in which an Internet company/brand may be interested. To do this, it is 

necessary to monitor the topics of interest, generate valuable content, participate 

in forums and blogs, communicate with social networks and collaborate in the 

optimization of search engine optimization (SEO). 
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- Lateral thinking: is solving problems through an indirect and creative approach, 

using reasoning that is no immediately obvious and involving ideas that may not 

be obtainable by using only traditional step-by-step logic.  

Day by day, market is more demanding and presents us new challenges. Due to 

this, it is necessary that a company differentiates itself from others, start thinking 

side by side with new ideas and, very important, not minding making mistakes at 

the beginning because these mistakes are part of the culture of innovation.  

Marketing and communication are two areas where creativity takes on a major 

role, and lateral thinking is a field of cultivation where you can open new sights in 

the search for new paths and horizons. 

- Social network: nowadays, social networks are the protagonists to interact with 

other people and companies. It allows a dynamic and active exchange between 

people, groups or institutions within an open and permanently evolving system 

that involves different members, with specific needs, to enhance their resources 

and this gain prominence and positioning. The main ones currently are Twitter, 

Linkedin, YouTube, Google and Facebook. 

- CRM: Customer Relationship Management is a term that refers to practices, 

strategies and technologies that companies use to manage and analyze 

customer interactions and data throughout the customer lifecycle, with the goal of 

improving business relationships with customers, assisting in customer retention 

and driving sales growth.  

CRM systems are designed to compile information on customers across different 

channels (or points of contact between the customer and the company) which 

could include the company’s website, telephone, live chat, direct mail, marketing 

materials and social media. CRM systems can also give customer-facing staff 

detailed information on customers’ personal information, purchase history, buying 

preferences and concerns. [31] 

- Outsourcing: it is a common trend in information technology and other 

industries. Businesses outsource for services that are seen as intrinsic to 

managing a business and serving internal and external customers. Products, 

such as computer parts, and services, such as payroll and bookkeeping, can be 

outsourced. In some cases, the entire information management of a company is 
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outsourced, including planning and business analysis as well as the installation, 

management and servicing of the network and workstations. 

In addition to saving an overhead and labor costs, the reasons companies 

employ outsourcing include improved efficiency, greater productivity and the 

opportunity to focus on core products and functions of the business. Furthermore, 

more companies are looking to outsourcing providers as innovation centers. 

According to Deloitte’s 2016 outsourcing survey, 35% of respondents said they 

are focused on measuring innovation value in their outsourcing partnerships. [32] 

- Marketing audit: this concept is a work tool that allows analyzing and evaluating 

the programs and actions of the commercial and marketing area of a company, 

as well as their adaptation to the environment and the current situation. It 

examines all departments of the company and detects opportunities and threats, 

or more importantly, indicates the areas of improvement where the company has 

to act to increase the profitability of the company, avoid possible crises, deal with 

market fluctuations, or even exit quickly and victoriously from an internal conflict. 

Experience indicates that greater profitability is obtained by taking preventive 

action. Hence, the marketing audit should not only be carried out in times of crisis 

but on a regular basis, at least once a year, preventing future changes from 

taking us off guard.  

- Databases: recently, this is a subject that is being talked a lot. However, it is 

considered that it remains one of the pending subjects of the companies because 

its handling and updating seems to be something complex. Companies should 

challenge themselves not only to have databases, but also to know how to exploit 

them, as they constitute a fundamental intangible value. They must know how to 

properly segment to have a database with the greatest quantity and quality of 

information and always in accordance with what is indicated in the current 

legislation. 

- Sales teams: sales teams have undergone a major transformation in these 

years. However, it is now very difficult to find good commercials with the 

qualification required by companies. It has gone from salesman who sold and 

sometimes sold, to the sales professional who, with a university cultural 

background, has become and advisor to the client, thereby contributing a great 

added value. Nowadays a sales team must be sufficiently motivated, and this is 
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where the training acquires its greater limelight, because the knowledge of the 

product must complement the different techniques of sales and communication 

with the client. 

- Distribution channels: the path through which goods and services travel from 

the vendor to the consumer or payments for those products travel from the 

consumer to the vendor. A distribution channel can be as short as a direct 

transaction from the vendor to the consumer, or may include several 

interconnected intermediaries along the way such as wholesalers, distributers, 

agents and retailers. Each intermediary receives the item at one pricing point and 

moves it to the next higher pricing point until it reaches the final buyer. [33] 

- Loyalty: the customer has become the fundamental axis of the companies and 

the market. In fact, their loyalty is one of the main challenges of the 21st century. 

Relational marketing has become the main protagonist within the business 

environment as a strategy that not only helps us to know our customers in depth, 

but also to preserve them. However, it is important to avoid the mistake of 

confusing a loyal client with a captive client, that is the one attracted only through 

promotions. While the loyal is inevitable faithful to the brand, the other one is not. 

The first one will reward us with his trust, while the other one will punish us with 

his indifference when the promotion ends.  

- The brand: it has become one of the best strategies to protect companies. 

Increasingly, products look more like each other and it is more difficult for 

consumers to distinguish their attributes. The brand, besides being the main 

identifier of the product, is an endorsement that gives guarantee and places it on 

a higher level, by building a true identity and emotional relationship with 

consumers. Therefore, it has become over the years one of the main assets of 

companies. 

- Entrepreneur: someone who exercises initiative by organizing a venture to take 

benefit of an opportunity and, as the decision maker, decides what, how and how 

much of a good service will be produced. An entrepreneur supplies risk capital as 

a risk taker, and monitors and controls the business activities. The entrepreneur 

is usually a sole proprietor, a partner, or the one who owns the majority of shares 

in an incorporated venture. According to economist Joseph Alois Schumpeter, 
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entrepreneurs are not necessarily motivated by profit but regard it as a standard 

for measuring achievement or success. [34] 

- Positioning: the evolution of the market in the last 10 years has given rise to a 

stage where “the essential thing is not to be it, but to appear it”. The most 

important thing is what market perceives of the brand and company. Due to this, 

we must use all the tools that marketing puts within our reach to position 

ourselves in the consumer’s mind, so that they perceive us in a positive way and 

thus, at the same time, position ourselves in the market in a more competitive 

way. It is important to remember that products are made in factories and brands 

in people’s mind. 

- Internet: it has been the great evolution, which has forced us and will continue to 

force us to adapt marketing strategies to companies. Internet is presented as a 

whole in marketing since it helps us to know and investigate the market. It is a 

product or service that companies have to know how to manage. Moreover, it 

starts to be a great distribution channel that helps us to market our company. 

Therefore, it brings together all the variables of marketing. It is a tool that has 

great potential. It is dared to say that, nowadays, the company that is not actively 

present on the Internet will hardly be competitive. 

- E-commerce: it is a transaction of buying or selling online. Electronic commerce 

draws on technologies such as mobile commerce, electronic funds transfer, 

supply chain management, Internet marketing and so on.  
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3. INNOVATION 

Nowadays, innovation is considered as one of the basic development factors in 

advanced countries. Innovation is not only about incorporating technology, it must go 

further; it must help to forecast the needs of markets and detect new products, 

processes and services of higher quality, generating new services at the lowest possible 

cost.  

Innovation requires the reaction to the changes imposed by the globalized market. In 

order to achieve greater productivity through innovation, there has been a radical 

change in the economic and management models of enterprises. These days, 

knowledge is the fundamental tool for managing all of the company’s processes. This 

means efficiently managing a wealth of information that society has never known before. 

It is precisely the fact of having adequate information at the right time. 

Regional innovation policy, which is based on the analysis of the needs of enterprises 

(and in particular small and medium-sized), focuses a significant part of their efforts on 

facilitating the collection of relevant information, fostering innovation for more effective 

competitiveness.  

3.1. New economy of knowledge 

For more than two hundred years and until now, labor and capital were considered to be 

the only factors directly linked to economic growth. Knowledge, education and 

intellectual capital were considered external factors of relative incidence in the economy. 

This concept has changed drastically in recent times. Today, the economic growth and 

productivity of developed countries are increasingly based on knowledge and 

information.  

In the industrial age, welfare was created when machinery was replaced by labor. This 

new economy based in knowledge is defined as “knowledge generation” and 

exploitation play a predominant role in the creation of well being.  

The following chart shows in a schematic way the keys of the old and new economy: 
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Table 3:  Differences between Old and New Economy [35] 

 Old Economy New Economy 

Market Stable Dynamic 

Rival National Global 

Main growth engines Capital. Labor Innovation. Knowledge 

Importance of innovation 

and investigation 
Low High 

Relationships with other 

companies 
Very uncommon Alliances, collaborations 

Labor relations Boss – employee 
Established by risk and 

opportunity 

Measuring the New Economy is not an easy task. Due to this, the source consulted has 

established some indicators to determine the transition from the Old to this New one, 

which are captured in the following categories that best capture what is new: 

- Knowledge jobs: separate indicators measure jobs in offices; jobs held by 

managers, professionals and technicians; and the educational attainment of the 

workforce. 

- Globalization: indicators measure the export orientation of manufacturing and 

foreign direct investment. 

- Economic dynamism and competition: indicators measure the number of jobs in 

fast-growing “gazelle” companies (companies with sales growth of 20 percent of 

more for four straight years); the rate of economic “churn” (a product of new 

business start-ups and existing business failures); and the value of initial public 

stock offerings (IPOs) by companies. 

- The transformation to a digital economy: indicators measure the percent age of 

adults online; the number of “.com” domain name registrations; technology in 

schools; and the degree to which state and local governments use information 

technologies to deliver services. 

- Technological innovation capacity: indicators measure the number of high-tech 

jobs; the number of scientists and engineers in the workforce; the number of 
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patents issued; industry investment in research and development; and venture 

capital activity. [36] 

Undoubtedly, the enormous and rapid development of new information and 

telecommunications technologies are clearly responsible for this New Economy and are 

contributing to create what we know today as the “information society”. According to the 

OCDE, it is estimated than in most developed countries over 50% of GDP is generated 

on the basis of investments in high technology products and services, mainly in 

information and communication technologies. In this sense, increasing investments in 

computer equipment, or investments in R&D or technical training, show the increasing 

importance of knowledge and information management in the economic development of 

countries.  

3.2. Technology innovation 

We are currently living the Age of Innovation. The word “innovation” appears 

continuously as a synonym for progress, technological development, job creation and 

improvement of living conditions. Innovation is spoken in the economic (technological 

innovation in companies) and social (health, leisure, working conditions, transport…). 

It is known that the current market circumstances in which all company is, one of the 

most important fact is to know how to develop and innovate. Technology is one of the 

fundamental factors to be able to maintain and increase its competitiveness. 

However, as early as 1934, the well-known economist Shumpeter, rightly pointed out 

that “innovation and technology play a key role as engines of economic growth” [37]. 

And it is precisely the companies the main agent of this technological change. 

And what is understood by Innovation? 

Innovation is seen as a synonymous of production, assimilation and exploitation of a 

successful novelty in the economic and social spheres, with the aim of providing 

unprecedented solutions to problems and thus respond to the needs of people and 

society.  

In other words, innovation is the transformation of an idea into a marketable product or 

service, a new or improved operational or manufacturing process or distribution, or a 
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new method of providing social service. In this case, the concept is clearly linked to 

business innovation.  

As it is seen, there are many definitions and explanations of the term innovation, linked 

to the economic, sociological and so on. But ultimately all include that “Innovate means 

to introduce modifications in the way of doing things, to improve the final result. Thus, an 

innovation can be from an action on the price of an article to conquer a market, to the 

improvement of an old product or the discovery of a new use for an existing product”.  

The following table shows a summary of the different typologies of innovation: 

Table 4:  Types of Innovation [38] 

Types of innovation 

By its nature or object 

Product 

Process 

Commercial methods or techniques 

Methods or management techniques 

Organizational 

By its degree of novelty 

Radical or ruptured 

Incremental 

Adaptive 

Focusing on the innovation-business relationship, it can be considered that in today’s 

advanced industrial societies it seems clear that economic growth and employment 

depend fundamentally on the competitiveness of firms, and this is closely related to the 

innovative capacity of the business sector. 

A good question to answer is: “How can companies innovate?” Usually, this issue 

implies the concept of Technological Innovation, understood as “the incorporation of 

new technologies to the activity of a company that cause changes in products or 

manufacturing processes” [39]. However, there are other areas of business innovation 

such as internal organization, strategic business, capacity, design and quality, marketing 

modes… Which should not be neglected when analyzing the innovative capacity of a 
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company, as they can be equal or more significant than technological innovation in 

certain business sectors.  

In this case, we are going to focus on the concept of Technological Innovation, trying to 

describe in a clear way what is meant by it, the different classifications that exist and 

how can the company, mainly Small or Medium Enterprises (SMOs), tackle the 

incorporation of technological innovation in its own benefit.  

Technological Innovation can be defined as that resulting from the first application of 

scientific and technical knowledge in the solution of the problems that arise to the 

different productive sectors, and that causes a change in the products, in the services or 

in the company in general, introducing new products, processes or services based in the 

new technology. 

It should be noted that Technological Innovation goes beyond Research and 

Development, insofar as it comprises all the scientific, technical, commercial and 

financial phases necessary for the successful development and commercialization of 

new or improved products in their characteristics, the commercial use of new or better 

processes and equipment, or the introduction of a new service.  

Technological Innovation generally occurs as a consequence of two factors: 

The first one is caused by an increase in knowledge, or what is the same, a discovery 

that allows to develop new products previously unknown, as well as improving 

production systems in a more effective and cheap way. When these inventions become 

goods or services available in the market, it is talked about product innovations. When 

innovations are introduced into the production process, it is talked about process 

innovations.  

The second way to achieve a technological innovation is to apply the knowledge or 

novelties discovered by others, in order to achieve an improvement in the products or 

processes of the company. This type of innovation, contrary to what has been thought 

over time, has an impact on the economy as important or more than innovation by 

generating new knowledge.  
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3.3. The 10 Types of innovation 

Doblin is a global innovation firm focused on solving complex problems that matter 

through rigorous, interdisciplinary approach. This company helps organizations thrive 

amid constant change and advance their field. Since 1981, they have pioneered the 

discipline of innovation and helped leading organizations navigate turbulent 

environments. Through a combination of design, strategy, social science, and 

technology, they work to unearth opportunities and spur ongoing growth. 

For many years, executives equated innovation with the development of new products. 

But creating new products is only one way to innovate, and on its own, it provides the 

lowest return on investment and the least competitive advantage. 

Doblin has defined “The Ten Types of Innovation” framework that provides a way to 

identify new opportunities beyond products and develop viable innovations: 

 

Figure 5: Ten Types of Innovation [40]  

Firstly, the ones that take part in “Configuration” are focused on the innermost workings 

of an enterprise and its business: 

- Profit Model (how you make money): innovative profit models find a fresh way to 

convert a firm’s offerings and other sources of value into cash. Great ones reflect 

a deep understanding of what customers and users actually cherish and where 

new revenue or pricing opportunities might lie. Innovative profit models often 

challenge an industry’s tired old assumptions about what to offer, what to charge, 

or how to collect revenues. This is a big part of their power: in most industries the 

dominant profit model often goes unquestioned for decades. 

For example, how Netflix turned the video rental industry on its head by 

implementing a subscription model. 

- Network (how you connect with others to create value): in today’s hyper-

connected world, no company can or should do everything alone. Network 

innovations provide a way for firms to take advantage of other companies’ 

processes, technologies, offerings, channels, and brands –pretty much any and 
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every component of a business. These innovations mean a firm can capitalize on 

its own strengths while harnessing the capabilities and assets of others. Network 

innovations also help executives to share risk in developing new offers or 

ventures. These collaborations can be brief or enduring, and they can be formed 

between close allies or even staunch competitors. 

For example, how Target works with renowned external designers to differentiate 

itself. 

- Structure (how you organize and align your talent and assets): structure 

innovations are focused on organizing company assets –hard, human, or 

intangible –in unique ways that create value. They can include everything from 

superior talent management systems to ingenious configurations of heavy capital 

equipment. An enterprise’s fixed costs and corporate functions can also be 

improved through. Structure innovations, including departments such as Human 

Resources, R&D, and IT. Ideally, such innovations also help attract talent to the 

organization by creating supremely productive working environments or fostering 

a level of performance that competitors cannot match. 

For example, how Whole Foods has built a robust feedback system for internal 

teams. 

- Process (how you use signature or superior methods to do your work): process 

innovations involve the activities and operations that produce an enterprise’s 

primary offerings. Innovating here requires a dramatic change from “business as 

usual” that enables the company to use unique capabilities, function efficiently, 

adapt quickly, and build market–leading margins. Process innovations often form 

the core competency of an enterprise, and may include patented or proprietary 

approaches that yield advantage for years or even decades. Ideally, they are the 

“special sauce” you use that competitors simply can’t replicate. 

For example, how Zara’s “fast fashion” strategy moves its clothing from sketch to 

shelf in record time. 

Secondly, innovations related with “Offering” are focused on an enterprise’s core 

product or service or a collection of its products and services: 

- Product performance (how you develop distinguishing features and 

functionality): product performance innovations address the value, features, and 
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quality of a company’s offering. This type of innovation involves both entirely new 

products as well as updates and line extensions that add substantial value. Too 

often, people mistake Product Performance for the sum of innovation. It’s 

certainly important, but it’s always worth remembering that it is only one of the 

Ten Types of Innovation, and it’s often the easiest for competitors to copy. Think 

about any product or feature war you’ve witnessed—whether torque and 

toughness in trucks, toothbrushes that are easier to hold and use, even with baby 

strollers. Too quickly, it all devolves into an expensive mad dash to parity. 

Product Performance innovations that deliver long-term competitive advantage 

are the exception rather than the rule. 

For example, how OXO Good Grips cost a premium but its “universal design” has 

a loyal following. 

- Product system (how you create complementary products and services): 

product system innovations are rooted in how individual products and services 

connect or bundle together to create a robust and scalable system. This is 

fostered through interoperability, modularity, integration, and other ways of 

creating valuable connections between otherwise distinct and disparate offerings. 

Product System innovations help you build ecosystems that captivate and delight 

customers and defend against competitors. 

For example, how Nike+ parlayed shoes, sensors, apps and devices into a sport 

lifestyle suite. 

Finally, “Experience” innovations are focused on more customer-facing elements of an 

enterprise and its business system: 

- Service (how you support and amplify the value of your offerings): service 

innovations ensure and enhance the utility, performance, and apparent value of 

an offering. They make a product easier to try, use, and enjoy; they reveal 

features and functionality customers might otherwise overlook; and they fix 

problems and smooth rough patches in the customer journey. Done well, they 

elevate even bland and average products into compelling experiences that 

customers come back for again and again. 
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For example, how “Deliver WOW through service” is Zappos’ #1 internal core 

value. 

- Channel (how you deliver your offerings to customers and users): channel 

innovations encompass all the ways that you connect your company’s offerings 

with your customers and users. While e-commerce has emerged as a dominant 

force in recent years, traditional channels such as physical stores are still 

important — particularly when it comes to creating immersive experiences. Skilled 

innovators in this type often find multiple but complementary ways to bring their 

products and services to customers. Their goal is to ensure that users can buy 

what they want, when and how they want it, with minimal friction and cost and 

maximum delight. 

For example, how Nespresso locks in customers with its useful members only 

club. 

- Brand (how you represent your offerings and business): brand innovations help 

to ensure that customers and users recognize, remember, and prefer your 

offerings to those of competitors or substitutes. Great ones distill a “promise” that 

attracts buyers and conveys a distinct identity. They are typically the result of 

carefully crafted strategies that are implemented across many touchpoints 

between your company and your customers, including communications, 

advertising, service interactions, channel environments, and employee and 

business partner conduct. Brand innovations can transform commodities into 

prized products, and confer meaning, intent, and value to your offerings and your 

enterprise. 

For example, how Virgin extends its brand into sectors ranging from soft drinks to 

space travel. 

- Customer engagement (how you foster compelling interactions): customer 

engagement innovations are all about understanding the deep-seated aspirations 

of customers and users, and using those insights to develop meaningful 

connections between them and your company. Great Customer Engagement 

innovations provide broad avenues for exploration, and help people find ways to 

make parts of their lives more memorable, fulfilling, delightful –even magical. 
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For example, how Wii’s experience draws more from the interactions in the room 

than on-screen. 

3.4. What an innovative company is? 

Being able to objectively define what is an innovative company is of great importance 

when conducting surveys and analyzes to know the situation of companies and, above 

all, to carry out comparisons between different countries. Proceeding now to define what 

is an innovative company according to the different sources consulted: 

The Oslo Manual defines an innovative company as one that has developed products or 

processes that incorporate technological improvements of a radical or incremental 

nature in a given reference period.  

However, an innovative organization is not only referred to the launching of a new 

product or process but to those activities related to the launch of a new product or the 

development of a new process. Specifically, it is considered innovative company (in a 

certain period of time) that has performed at least one of the following activities: 

- R&D. 

- Industrial design. 

- Acquisition and modification of machines and production tools, production 

processes and quality control, methods and standards essential for the 

manufacture of a new product or process. 

- Launch of manufacturing (modification of products or processes, retraining of 

personnel and experimental manufacture). 

- Marketing of new products 

- Acquisition of intangible technologies (patents, non-patented inventions, licenses, 

know-how, trademarks designs, utility models and purchases of services with 

technological content). 

- Acquisition of material technologies (machinery and equipment with technological 

content related to the innovations of products or processes introduced by the 

company). 
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These are some aspects that can be appreciated for an innovative company. 

Nevertheless, what other characteristics should innovative companies have? 

The image the press has popularized as innovative companies suggests recreational 

places, creative professionals, multidisciplinary work teams, operative flexibility, flexible 

working hours, and so on. Such features seem to be common to Google, Twitter, 

Facebook and other companies in the information technology sector. However, it should 

be asked the following question: are these characteristics really unique or distinctive to 

innovative companies? The answer is relevant for all those that want to innovate 

systematically and consistently in the medium and long term. 

Together with the characteristics mentioned above, there are others that are essential or 

fundamental to understand innovation in such companies. A key feature, although less 

visible, is the portfolio of innovation projects. Such portfolios are essential in these 

companies and are subject to analysis and evaluation in the formal processes of 

strategic planning. 

A second characteristic is the process defined for formulating, evaluating and selecting 

innovation project: the project portfolio is the product of a structured and formally defined 

bureaucratic process with the purpose of ensuring that projects effectively support the 

company’s competitive strategy.  

These two characteristics represent a third: a widely shared culture of innovation at all 

levels of the company. This simply means that all employees can propose or promote 

innovation projects in the context of the defined process. 

Linking with universities, professional and scientific associations and government 

agencies is another key feature: innovative companies invest resources to articulate this 

linkage strategically.  

In companies classified as innovative, innovation is a process like the processes of 

production, marketing, etc. In other words, innovation is an explicitly defined process, 

led by specialized managers and evaluated in terms of effectiveness and efficiency. 

This is, from many points of view, a very good new for companies that want to innovate 

in a sustained and systematic way: innovation, such as exporting, importing or 

implementing a new production technology, is a process that can be designed in a way 

that can be successfully implemented, even in those companies with a culture that 
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values operational efficiency. The definition of innovation spaces, the training and 

operation of the work teams are from this point of view, the object of strategic design. 

3.5. The innovative process 

The innovation process can be understood as “the set of activities registered in a certain 

period of time and place, leading to the successful introduction in the market, for the first 

time, of an idea represented in new or improved products, processes, services or 

management or organizational techniques”. 

And what are the activities necessary for technological innovation? There is now 

evidence that practically all activities carried out by a company are likely to participate in 

the innovation process. Thus, it can be mentioned activities of Research and 

Development (R&D), technological, organizational, financial or commercial. 

It seems appropriate to point out an issue that on many occasions tends to cause 

confusion. R&D activities are often responsible for technological innovation processes in 

the company, although it is possible to find innovative companies that do not carry out 

this type of actions. 

According to the Frascati Handbook (OECD, 1994) [41], R&D is the only way that can 

be carried out in different phases of the innovative process, not only as the original 

source of creative ideas but also as a way of solving the problems that can arise at any 

stage until its culmination. 

In addition to R&D, another six fields of innovative activity can often be distinguished in 

the innovation process: 

- Tool set-up and industrial engineering: encompasses the acquisition and 

modifications of machinery and production tools, production processes and 

quality control, methods and standards required to manufacture the new product 

or to use the new process. 

- The beginning of production and its previous process: this can include changes to 

the product or process, the use of new machinery and production testing, if they 

are accompanied by complementary design and engineering work. 

- The marketing of new products: covers the activities associated with its launch, 

which may include market trials, adaptation of the product to different markets 

and launch of advertising. 
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- Acquisition of unincorporated technology: includes the acquisition of external 

technology in the form of patents, non-patented inventions, licenses, disclosure of 

know how, trademarks, design, models and services with a technological content. 

- The acquisition of embedded technology: it covers machines and equipment that 

have a technological content related to innovations of products or processes 

introduced by the company. 

- Design: is an essential element of the innovation process. It covers the drawings 

intended to define processes, technical specifications, and operating 

characteristics necessary for the design, development, manufacture and 

commercialization of new products and processes. 

Therefore, it can be seen how the innovation process includes a broad set of business 

activities aimed at introducing a new product or process in the market, being R&D one of 

the possible activities to be carried out. 

3.6. Generations of innovation 

As in the previous chapter with marketing, it is time to learn the evolution of innovation. 

Due to this, the different generations are explained below: 

1st generation: Technology push (1950 – 1960) 

Technology push is a part of a business strategy of a company. In the innovation 

literature, there is a distinction between technology push and market pull or demand 

pull.  

A technology push implies that a new invention is pushed through R&D, production and 

sales functions onto the market without proper consideration of whether or not it satisfies 

a user need. In other words, in the 1950s to mid-1960s the industrial innovation process 

in general was perceived as a linear progression of scientific discoveries through 

technological development in companies. 

 

Figure 6: Technology Push [42] 
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It is not a model that truthfully explains the reality. For this reason, it has been object of 

multiple critics. Its approach presupposes that the process must begin with applied 

research, and the market is only the place where the results obtained will be 

incorporated.  

However, this is not necessarily the path that leads to innovation. Nevertheless, at that 

time it meant a first approximation to the phenomenon described and provided a 

vocabulary to name and specify the steps leading to an innovation. 

2nd generation: Market pull 

In contrast, an innovation based upon market pull has been developed by the R&D 

function in response to an identified market need.  

In the period between mid-1960 and early 1970, the second generation innovation 

model, known as the “market demand”, emerges. This generation is motivated by the 

struggle of large corporations for greater participation in the market.  

According to this simple sequential model, the market was the source of new ideas for 

R&D management and had a reactive role in the process. 

 

Figure 7: Market Pull [43] 

In this model markets are seen as the main source of ideas to trigger the innovation 

process. Although it explained in a more real way the innovation in its time and valued 

the power that the market has to promote it, continued being insufficient. 

3rd generation: Coupling and feedback (1980) 

This third generation emphasizes the interaction between technological capabilities and 

market needs: retroactive processes, but still essentially sequential. 
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Kline defines a model that there is not a single main course of activity, but 5 paths that 

connect the three areas of relevance: research, knowledge and the core chain of the 

technological innovation process.  

This new model recognizes a number of complexities in the innovation process. While it 

is possible for the innovation chain to proceed sequentially, this is not necessarily or 

generally the case. In addition, new knowledge is not typically the driver for initiating the 

process; rather, the driver is the identification of an unfulfilled market need.  

There are numerous feedback loops between the various sequential stages. Questions 

raised in production, for example, may stimulate new design and testing. Issues raised 

in design and test may necessitate new analysis and invention. A particularly important 

feedback loop is between marketing, the final stage of the main chain, and the first 

conceptual stage (the identification of the unfulfilled need). The market helps refine the 

conception of the need, and hence to guide the innovation and invention. 

Overall, the Kline model recognizes that technology can move backwards as well as 

forwards in the innovation process, and that science can contribute to every stage. The 

model also recognizes the importance of direct and indirect links between research and 

marketing. Implicit in the model is the crucial importance of feedback from end users. 

Research may set the course directly for subsequent innovation stages, but it will not 

always do so. Unfulfilled needs often set the course, and research contributes to 

resolving problems, both because previous research has added to the accumulated 

store of knowledge and because new research may answer questions directly and 

uncover new ones.  
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Figure 8: Kline Innovation Model [44] 

In this model science and technology are related in every stage of the model, and not 

only at the beginning. The most important ideas of this generation are: 

- New knowledge is not necessarily the engine of innovation. 

- The process begins with identifying an unfilled market need. 

- It starts with units of research and design. Then, redesign, production, marketing 

and finally complete feedback between all stages. 

- There are also important feedback circuits with all areas of the organization, with 

the storage base of the knowledge world and with the needs of the market/society 

and distribution. 

To sum up, companies moved away from individual R&D projects. Marketing and R&D 

became more tightly coupled through structured innovation processes. Operational cost 

reduction was a central driver behind this “coupling model”. 

4th generation: Integration model (1990) 

When the Western economy recovered from the early 1980’s to the mid-90’s, the central 

theme became a “time-based struggle”. The focus was on integrated processes and 

products to develop “total concepts”. Typical of this fourth generation was the “parallel 

and integrated nature” of development processes. Externally, strong supplier linkages 

were established as well as close coupling with leading customers.  
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Some characteristics of these generations can be summarized as: 

 

Figure 9: Characteristics of the Integration Model [45] 

This generation can be assimilated to a rugby team in the development of the product, 

since all the components that are part of the process go together from the beginning to 

the end, as reflected in the image below: 

 

Figure 10: Integration components [46] 

All departments are communicated in most part of the process till the launch of the 

product, so it is very important that everyone knows which is their function inside this 

procedure.  

Finally, it is known in this generation that: 

- The innovation is carried out in simultaneous (non-sequential) processes to 

shorten product development times. 

- This allows continuous improvement and optimization at many points throughout 

the development process with shorter development times. 

- High level of coordination and control throughout the process. 



 49 

- This approach also promotes random connections between different skill sets to 

offer the best possibilities for new and innovative breakthroughs. 

5th generation: Networking (2000) 

In this fifth generation, resource constraints became central. As a result, the focus was 

on “systems integration and networking” in order to guarantee “flexibility” and “speed of 

development”. Business processes were automated through enterprise resource 

planning and manufacturing information systems. Externally, the focus was on “business 

ecosystems”. Advanced strategic partnerships were setup as well as collaborative 

marketing and research arrangements. Added value for products was to be found in 

quality and other non-price factors. 

Technology innovation is something else than a simple sequential process: is a network 

process. There is a total influence of the external environment: 

 

Figure 11: Network Process [47] 

The most important aspects of this generation are: 

- Influence of external environment and effective communication with this 

environment. 

- Innovation takes place within a network of internal and external interest groups. 

- Establish links between all participants. 

- These fifth generation models focus mainly on innovation networks. 

- It requires full support from top management (horizontal steering styles, 

delegating greater level of decision). 
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- Strategic alliances will be the basis of the inter-company collaboration for the 

development of innovation. 

6th generation: Open innovation (2010) 

Open innovation is a term promoted by Henry Chesbrough, adjunct professor and 

faculty director of the Center for Open Innovation at the Haas School of Business at the 

University of California, -in a book of the same name,- though the idea and discussion 

about some consequences date as far back as the 1960s.  

The term was originally referred to as “a paradigm that assumes that firms can and 

should use external ideas as well as internal ideas, and internal and external paths to 

market, as the firms look to advance their technology”.  

More recently, it is defined as “a distributed innovation process based on purposively 

managed knowledge flows across organizational boundaries, using pecuniary and non-

pecuniary mechanisms in line with the organization’s business model”.  

The central idea behind open innovation is that, in a world of widely distributed 

knowledge, companies cannot afford to rely entirely on their own research, but should 

instead buy or license processes or inventions (patents) from other companies. In 

addition, internal inventions not being used in a firm’s business should be taken outside 

the company. 

The open innovation paradigm can be interpreted to go beyond just using external 

sources of innovation such as customers, rival companies, and academic institutions, 

and can be as much a change in the use, management, and employment of intellectual 

property as it is in the technical and research driven generation of intellectual property. 

In this sense, it is understood as the systematic encouragement and exploration of a 

wide range of internal and external sources for innovative opportunities, the integration 

of this exploration with firm capabilities and resources, and the exploitation of these 

opportunities through multiple channels. 

Open innovation is the use of purposive inflows and outflows of knowledge to accelerate 

internal innovation, and expand the markets for external use of innovation, respectively. 

It can be understood as the antithesis of the traditional vertical integration approach 

where internal R&D activities lead to internally developed products that are then 

distributed by the firm. 



 51 

There are two facets to open innovation. One is the “outside in” aspect, where external 

ideas and technologies are brought into the firm’s own innovation process. This is the 

most commonly recognized feature of open innovation. The other, les commonly 

recognized aspect is the “inside out” part, where un- and under-utilized ideas and 

technologies in the firm are allowed to go outside to be incorporated into others’ 

innovation processes. 

This concept involves projects that can originate both inside and outside, and can be 

incorporated both at the beginning and in the intermediate stages of the innovation 

process. It can also reach the market through other companies. 

 

Figure 12: Open Innovation [48] 
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4. MARKETING INNOVATION 

After a brief introduction on marketing and innovation in general terms, this section aims 

to make a mixture of both concepts. To do this, in this part are cited the most important 

technologies of these days along with some examples of application related to 

marketing.  

4.1. Big Data 

Big Data is an evolving term that describes any voluminous amount of structured, 

semistructured and unstructured data that has the potential to be mined for information. 

It is often characterized by 3Vs: the extreme volume of data, the wide variety of data 

types and the velocity at which the data must be processed. It is true that big data does 

not equate to any specific volume of data, but the term is often used to describe 

terabytes, petabytes and even exabytes1 of data captured over time.  

Big Data is the possibility of commercially exploiting a large amount of data to create 

new business services. In the world, more and more data is being accumulated in digital 

format, but the problem is that these data are generally unstructured and also in large 

quantities. 

Big Data is the natural result of today's digital world. It is important to note that mass 

data not only serve as a quantitative part, but the difference and the benefit is precisely 

in its treatment, that is, in its qualitative part. 

Data management is undoubtedly the great challenge to achieve filtered, accurate, 

efficient and effective information, which allows us to execute a decision-making process 

in line with market movements. Procedures that allow us to identify and adapt behavioral 

patterns of consumers and users. 

4.1.1. What types of data must be explored? 

Many organizations are faced with the question of: “What information has to be 

analyzed?” However, the best question should be focused towards: “What problem is 

the one that is trying to solve?” 

                                                        
1 Terabyte = 1012 bytes; Petabyte = 1015 bytes; Exabyte = 1018 bytes  
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Although we know that there is a wide variety of data types to analyze, a good 

classification would help us to better understand their representation, although it is very 

probable that these categories can be extended with the technological advance. 

 

Figure 13: Data types of Big Data [49] 

Firstly, Web and Social Media includes web content and information that is obtained 

from social networks like Facebook, Twitter, LinkedIn, blogs and so on. 

Secondly, Machine-to-Machine (M2M) is referred to technologies that allow you to 

connect to other devices. M2M uses devices such as sensors or gauges that capture a 

particular event (speed, temperature, pressure, meteorological variables, chemical 

variables such as salinity…), which transform these events in meaningful information 

through wired, wireless or hybrid networks with the aim to transmit it to other 

applications. 

Thirdly, Big Transaction Data includes billing records. These transactional data are 

available in both semi-structured and unstructured formats. 

Fourthly, Biometrics consists in biometric information such as fingerprints, retinal 

scanning, facial recognition… In the area of security and intelligence, biometric data 

have been important information for research agencies. 

Finally, Human Generated refers that people generate diverse amounts of data, like the 

information that a call center maintains when establishing a telephone call, voice notes, 

emails, electronic documents, medical studies and so on. 
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4.1.2. Storage of Big Data 

The explosion of devices connected to the Internet means the constant and real-time 

generation of huge amounts of data that, once it is analyzed, will become statistical 

reports, predictive models and new algorithms capable of detecting and anticipating 

patterns of users’ behavior. But the question is: where is so much information stored?  

Nowadays, almost all the information that circulates on the Internet is stored in data 

centers that contain many servers with hard drives. The stored data is continuously 

moved from one data center to another. Backups are carried out so the information does 

not disappear because of unpredictable external factors, whether due to natural causes 

such as an earthquake or a hurricane, or for human reasons, such as a terrorist attack 

or a failure in the generator of a power plant.  

Data centers are very important services. A lot of multinationals need these devices to 

be able to manage all the information they have in an optimally and efficiently way. As 

an example, Facebook moves 2.5 billion new content every minute. For this reason, this 

social network has several Data Processing Center (CPD) worldwide being the most 

important one located in Prineville, Oregon (USA). As a curiosity, this center also stands 

out for being very respectful with the environment.  

The technology company that has transformed our lives over the last 18 years, Google, 

is one of the first online services companies that not only built its own CPD in different 

continents, but also designed, planned and created them. Its facilities stand out by the 

mixture of colors: each tube has a different color associated with its function. This 

chromatic feature allows search and maintenance teams to detect incidents.  



 55 

 

Figure 14: Google data center [50] 

However, none of the companies mentioned above is the largest data center in the 

world. In fact, neither Google nor Facebook nor Microsoft even figured in the top five.  

Digital Reality is a company involved in data center acquisition, ownership, development 

and operation as well as providing colocation services. It has the largest data center in 

the world. It is located in the North American town of Chicago and has more than 

100,000 m2 and more than 50 different electric generators.  

At this time, there are more than 2,200 information collection centers across the globe of 

which more than 1,000 are in the United States.  

4.2. Internet of things (IoT) 

Another important technology is the Internet of Things (IoT). It is becoming an 

increasingly growing topic of conversation both in the workplace and outside of it. It is a 

concept that not only has the potential to impact in how we live but also in how we work. 

However, the Internet of Things is not a new concept. 

In the early 2000’s, it is known that Kevin Ashton was laying the groundwork for what 

would become the Internet of Things at MIT’s AutoID lab. He was one of the pioneers 

who conceived this notion as he searched for ways that Procter & Gamble could 

improve its business by linking RFID (it is also explained in this project) information to 

the Internet. It is true that this concept was simple but powerful. In 1999, Ashton wrote: 

“If we had computers that knew everything there was to know about things –using data 

they gathered without any help from us– we would be able to track and count 
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everything, and greatly reduce waste, loss and cost. We would know when things 

needed replacing, repairing or recalling, and whether they were fresh or past their best. 

We need to empower computers with their own means of gathering information, so they 

can see, hear and smell the world for themselves, in all its random glory. RFID and 

sensor technology enable computers to observe, identify and understand the world –

without the limitations of Human-entered data.” (Kevin Ashton, RFID Journal) [51] 

This vision required major technology improvements. After all, some questions that 

people laid out those years were: how would everything be connected on the planet? 

What type of wireless communications could be built into devices? What changes would 

need to be made to the existing Internet infrastructure to support billions of new 

communicating devices? What would power these devices? What must be developed to 

make solutions cost effective? It is obvious that there were more questions than 

answers to the IoT concepts in 1999.  

Today, many of these obstacles have been solved: electronics companies are building 

Wi-Fi and cellular wireless connectivity into a wide range of devices, mobile data 

coverage has improved significantly with many networks offering broadband speeds, 

battery technology has improved and solar recharging has been built into numerous 

devices and so on. There will be billions of objects connecting to the network with the 

next several years. It is predicted that there will be over 50 million connected devices by 

2020.  

Internet of Things is defined as a global network infrastructure that links physical and 

virtual objects through the exploitation of data capture and communication capabilities. 

This infrastructure includes the evolution of the Internet and other existing networks 

involved. It offers as a specific object of identification the sensor, and the connection 

capacity as a basis for the development of service and independent cooperation 

applications. These are characterized by a high degree of autonomous data capture, 

event transfer, network connectivity and interoperability. 

Fleeing from formal definitions, IoT can be defined as a network of intelligent objects 

that use technologies to communicate with each other and with the environment that 

surrounds them. These objects can be as diverse as refrigerators, televisions, gloves, 

bracelets, pacemakers, vehicles and so on.  
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Figure 15: Internet of Things [52] 

Going deeper into the IoT definition, it describes a system where items in the physical 

world and sensors within or attached to these items, are connected to the Internet via 

wireless and wired Internet connections. These sensors can use various types of local 

area connections such as RFID, Wi-Fi, Bluetooth and so on. Moreover, they can also 

have wide area connectivity such as GPRS or 3G, for example.  

Therefore, the Internet of Things: 

- Connects both inanimate and living things: early trials and deployments of 

Internet of Things networks began specially with connecting industrial equipment. 

However, the vision of IoT has changed. It has expanded to connect everything 

from industrial equipment to everyday objects. 

- Uses sensors for data collection: the physical objects that are being connected 

possess one or more sensors. Each sensor will monitor a specific condition such 

as location, vibration, motion and temperature. In IoT, these sensors will connect 

to each other and to systems that can understand or present information from the 

sensor’s data feeds. The aim of this sensors is to provide new information to 

company’s systems and to people. 

- Changes what types of items communicate over an IP Network: in the past, 

people communicated with people and with machines. Imagine if all of your 

equipment had the ability to communicate. IoT-enabled objects will share 

information about their condition and the surrounding environment with people, 
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software systems and other machines. This information can be shared in real-

time or collected and shared at defined intervals.  

It is important to point out that IoT data differs from traditional computing. Machine-to-

Machine communications and intelligence drawn from the devices and the network will 

allow businesses to automate certain basic tasks without depending on central or cloud 

based applications and services. These attributes present opportunities to collect a wide 

range of data, but also provide challenges in terms of designing the appropriate data 

networking and security. 

The so-called IoT seems predestined to completely change the socio-economic 

scenario, as we know it today.  

- To emphasize the devices of home automation, used to control lights, 

thermostat… 

- To emphasize wearable devices, referring to objects and everyday clothing, such 

as glasses or watches, in which the sensors are included to allow to extend its 

functionalities.  

- For “Self-Quantified”, designed to be worn regularly by people who want to record 

information about their own habits and lifestyles. 

It is obvious that IoT impacts every business. Mobile and the Internet of Things have 

caused a very important change around the world: IoT helps business gain efficiencies, 

improves operations and increases customer satisfaction. However, it also impacts on 

people’s lives. It improves public safety, transportation and healthcare with better 

information and faster communications of this information.  

There are many ways that the Internet of Things can impact in society and business. 

Nevertheless, there are at least three major benefits: 

- Communication: IoT communicates information to people and systems. 

- Control and Automation: in a connected world, a business will have visibility into a 

device’s condition. In many cases, a business or consumer also can be able to 

remotely control a device. 

- Cost savings: many companies adopt IoT to save money by minimizing 

equipment failure and allowing the business to perform planned maintenance. 
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Sensors can also measure items, such as driving behavior and speed, to reduce 

fuel expense. 

Finally, the incredible development of IoT is completely changing the traditional 

perception of the Internet towards an integrated vision of "intelligent" objects that interact 

with each other. The number and diversity of sensors and devices deployed is growing 

in a really alarming way. Within this new paradigm and especially in areas where 

sensitive data are handled, the loss of information or uncontrolled access can seriously 

affect the privacy of its users, so security is constituted as a key factor in the 

development and deployment of these new scenarios. This is a worrying issue, since in 

today's there is no clear guide of action for IoT security. Due to this, experts point out 

that one of the main barriers to the implementation of IoT is precisely security and 

privacy. 

4.3. RFID 

Radio Frequency Identification (RFID) is the use of radio waves to read and capture 

information stored on a tag attached to an object. A tag can be read from up to several 

feet away and does not need to be within direct line-of-sight of the reader to be tracked.  

In other words, the fundamental purpose of this technology is to identify through a 

reader, without contact and distance, a card or tag carried by a person, a moving vehicle 

or any product that is in a warehouse or in an automated production chain.  

There are several methods to identify the object using RFID technology, but the most 

common is to store a serial number that identifies a product (and perhaps other 

additional information) on a microchip attached to an antenna. Both devices (chip & 

antenna) are known as RFID tags. 

The RFID antenna allows the chip to transmit the stored information to a reader, and this 

reader is the one that converts radio waves from RFID tags into data so they can be 

transmitted to a computer. 
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Figure 16: How does RFID work [53] 

4.4. Virtual Reality  

Virtual reality is the name given to a set of computer-based techniques and technologies 

that approximate the visualization of concepts, objects and actions in three dimensions 

in an interactive way that resembles or not reality. In this last point, interactivity is the 

one that allows the user to move inside a three-dimensional space (created by 

computer) and interact (move, see or touch) with the objects that are present in that 

space.  

Thus defined, a clear difference between virtual reality and typical 3D design programs 

is established. In the latter, only three-dimensional objects are designed, whereas in a 

virtual world design program the user's interaction is more important, without neglecting 

the visual appearance. In short, there are three key points in this definition:  

- The virtual environment is generated by a computer through a scene in three 

dimensions, which requires a high capacity of graphics by the computer to adjust 

the level of realism. 

- The virtual world is interactive because the user requires a real-time response 

from the system in order to interact in it in an effective way. 

- The user is immersed in the virtual world. 

The definition of virtual reality comes, naturally, from the definitions for both ‘virtual’ and 

‘reality’. ‘Virtual’ is near and ‘reality’ is what people experience as human beings. In this 

way, the term ‘virtual reality’ basically means ‘near-reality’.  

People know the world through their senses and perception systems. Firstly, it is taught 

at school that a human has five senses: taste, touch, smell, sight and hearing. However, 
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these are only our most obvious sense organs. The truth is that humans have many 

more senses than this, such as a sense of balance (for example).  

These other sensory inputs, plus some special processing of sensory information by 

human’s brains, ensure that we have a rich flow of information from the environment to 

people’s minds. Everything known about reality comes by way of senses. In other 

words, the entire experience of reality is simply a combination of sensory information 

and people’s brains sense-making mechanisms for that information.  

It stands to reason then, that if you can present your senses with made-up information, 

your perception of reality would also change in response to it. You would be presented 

with a version of reality that is not really there, but from your perspective it would be 

perceived as real. This is referred also as virtual reality. 

In technical terms, answering “what is virtual reality” is straightforward. Virtual reality is 

the term used to describe a three-dimensional, computer-generated environment that 

can be explored and interacted with by a person. This person becomes part of this 

virtual world or is immersed within this environment and whilst there, is able to 

manipulate objects or perform a series of actions. 

In summary, virtual reality is the creation of a virtual environment presented to our 

senses in such a way that we experience it as if we were really there. It uses a host of 

technologies to achieve this goal and is a technically complex feat that has to account 

for our perception and cognition. It has both entertainment and serious uses. It is 

expected to see many more innovative uses for the technology in the future and perhaps 

a fundamental way in which people will be able to communicate and work thanks to the 

possibilities of this technological innovation.  

4.4.1. Examples of application 

For most of the market, virtual reality returned from fiction and settled in the real world in 

March 2014 on hearing that Facebook had paid $2 billion for Oculus Rift, a virtual reality 

helmet. Oculus Rift can be purchased for $599.  

On the opposite side, Google has introduced the low-cost version: Google Cardboard. 

This product is a cardboard viewer that allows you to insert Android phones (not iPhone) 

for enjoyable content. In this case, it can be purchased for just $20. 
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Figure 17: Oculus Rift [54] 

 

Figure 18: Google Cardboard [55] 

Between these two extremes there is a wide range of viewers with different 

specifications, among which undoubtedly stands out Project Sony's Morpheus, an 

immersive hull to experience playing, a step beyond the PlayStation that was launched 

in October 2016. Samsung Gear VR or HTC Vive are other options of viewers that 

already offers the market. 

As it is seen, since 2014, technology has begun to show clear signs that it is ready to 

reach all type of public. In fact, some companies set out to develop content suitable for 

consumption in 3D, a generation of content that is still very expensive. 

Emblematic Group is one of the fastest-growing companies in content development for 

"full immersion" applied to journalism. The objective of most of the experiences 

developed by Nonny de la Peña and his team is that users live in first person an event. 

Thus, the company digitally reconstructs the scenarios of an extreme situation and 

makes the user relive the whole event in first person thanks to a virtual reality helmet.  

Projects denouncing Hunger in Los Angeles, Use of Force or Project Syria (Victoria & 

Albert Museum) already use it. The start-up Empathetic Media takes the user to relive 
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the happenings in Ferguson, with a project that can be "lived" with the mobile 

visualization in a Google Cardboard. 

Gannett Media has also entered strongly into the generation of virtual reality content. It 

has generated an investment experience with the Cincinatti baseball team (Cincinatti 

Reds) that allow to enjoy the parties with a 360º vision.  

Sport is another area where immersive content has started to appear for the user. 

Widerun calls itself Virtual Reality fitness, and proposes its users to pedal on a static 

bike while its viewfinder allows them to feel that they are traveling the most incredible 

places. 

 

Figure 19: Widerun experience [56] 

After years of intense research, virtual reality is booming. The future of virtual reality is 

also found in education, engineering, architecture, medicine, military, marketing and so 

on. 

4.5. Augmented reality  

The environment around us offers a lot of information that is difficult to reproduce on a 

computer. An augmented reality system generates a composite view: a combination of 

the actual scene seen by the user and a virtual scene generated by the computer that 

magnifies the scene with additional information. 

In all applications of augmented reality, the user is presented with an improvement in the 

perception of the environment where he/she is. The goal is to create a system in such a 

way that the user cannot see the difference between the real world and the virtual of it. 

The user of the augmented reality system should appreciate the scene as a real scene. 
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Augmented reality is a technological system that is under development. Like any 

emerging technology, there is no clear and precise definition of the "Augmented Reality" 

concept. 

In a colloquial way it can be said that augmented reality is a system that enhances the 

capacities of our senses. Something similar to the work done by a magnifying glass, a 

microscope or an apparatus for the deaf; but in this case enhancing the perception that 

the user has of real reality by including virtual elements in it.  

Another definition that is applied to Augmented Reality is to increase the perception that 

the user has of real reality through the implementation of virtual elements in it. It does 

not have to be limited to the implementation of virtual elements, but even objects that 

are in real reality can be eliminated. 

Augmented Reality is an environment that includes elements of Virtual Reality and 

elements of the real world. For example, an AR user may wear translucent glasses 

through which can see the world as well as computer-generated images projecting 

above that world.  

Following this explanation, an AR system is one that: 

- Combine real world and virtual world. 

- It is interactive in real time. 

- Recorded in 3 dimensions. 

In short, we can say that an AR system will need a device that is responsible for 

collecting information about real reality; a machine capable of creating synthetic images 

and to process the actual image by adding this information to the authentic world to 

project the final image. 
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Figure 20: Example of Augmented reality [57] 

4.6. Beacons  

Beacons are very small sensors that can transmit signals (push notification) to any 

smartphone device using Bluetooth 4.0 technology, working by proximity. Its average 

range for signals is about 70 meters away, although it can vary according to 

manufacturers and models. 

 

Figure 21: Appearance of a beacon [58] 

These tiny objects respond to the proximity between their sensors and smartphones to 

broadcast information or messages. This technology does not consume the user's 

battery as much as others, because it emits its signal at a very low frequency without 

GPS. It is based on ultra-low power Bluetooth (ULP), also known as Bluetooth Smart. 

Beacons can be integrated in different formats:  

- Devices powered by button cells. 
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- USB sticks.  

- With platforms and content management systems. 

- With mobile app. 

This technology is compatible with smartphones (mobile and tablet) of iOS and Android 

with Bluetooth 4.0 and later.  

 

Figure 22: How beacons work [59] 

4.6.1. What are beacons for? 

Beacons are located in strategic places of a space or establishment and are able to 

send notifications to the next smartphones, via Bluetooth prior acceptance of the user in 

the mobile app of the brand. 

At present, they are used to develop different marketing strategies to improve marketing 

of services, products and even to generate engagement with consumers. 

To start a project or simple commercial campaign with beacon technology, 3 essential 

elements are needed: 

- Beacons: as it is mentioned before, these sensors are located in strategic areas 

of the establishment in which we want to interact with our potential customers. 

They will be able to send a signal to the mobile devices (smartphones or tablets) 

of the users or clients in the place and in real time. 

- Smartphone devices (mobile or tablet): this technology is compatible with any 

smartphone and tablet with Bluetooth 4.0. Signals emitted by beacons only 

connect to the devices that are within reach, operating by proximity. 

- A mobile app: mobile apps are necessary so that smartphones can decipher the 

content of those signals, which can range from information of interest about a 

product you are seeing at the time to coupons, offers, discounts or promotions. 

 
Transmitter 

 
Message 

 
Receiver 
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4.6.2. What are the benefits of beacons? 

Beacon technology emerges in an interconnected market where people look for 

multichannel experiences and not just in physical places. Different sectors have been 

forced to redesign their communication and sales strategies towards multichannel 

strategies.  

The beacon technology is so innovative that as it advances, marketers find new 

applications. These new uses of proximity marketing are increasingly creative and in 

different sectors new features are discovered: 

- Merge online with offline. 

- Location.  

- Payment with mobile. 

- Custom content. 

- User behavior. 

- Micro segmentation. 

- Analytics 

- Indoor navigation. 

- Integration into mobile app. 

- Automatic check-in. 

Beacons allow you to understand and interact with mobile users at the moment because 

of their proximity technology. You can find out, for example, where consumers enter or 

leave, which areas do they stay longer and which shorter, and also in which product 

lines pay more attention in the case of a store.  

The advantage of this fact is that you can design marketing campaigns to be done in 

real time and by proximity. For example, you can send product information to the user 

immediately, even when he/she is facing that specific product. 

In summary, advantages of this little device can be compiled as: 

- Union between online and real world through beacons: it is sure that, in some 

situation of their daily work, many Event Marketing Agencies or Retail Marketing 

Directors have thought: "I wish I could monitor my store or event like my 

ecommerce or my website." Now, with the comprehensive beacons solution and 

a proximity marketing platform, this becomes possible. 
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All user data are dumped on a platform and can be tracked and monitored "in the 

cloud" to extract value information about user’s behavior or consumption habits; 

or which campaigns and discounts have more downloads, what contents are 

most consumed by the customers, the interactions between brand and fans and 

so on. 

In addition, this technology is an advantage of communication between brand and 

multichannel consumer (customers who consume information and buy both 

online and in physical store), since in the same point of sale can interact with the 

mobile app of the brand and inquire in real time of what they are viewing. 

- Location: beacon technology allows users to be attracted with valuable 

information to the point of sale. With beacons, you can send personalized offers 

to the mobile according to the exact location of the customer. 

- Non-contact mobile payment: with software development, consumers can make 

their payments at the point of sale (POS) with only the mobile, without taking out 

the wallet or the card to pay. 

- Custom content: this idea consists in causing an impact with creative content to 

the mobile user, communicating a special campaign and/or interacting with the 

customers at the point of sale. 

- User behaviors: with beacon technology, it is possible to analyze the behavior of 

mobile users within a sports event, a shop, a fairground or even a concert, for 

example. 

- Micro segmentation: it is feasible to get a database of users very related to a 

business. 

- Analytics: this technology lets you know how many people interact with a specific 

notification, how many purchases were made after receiving that notification, 

demographics, most audience days, what time of day content campaigns are 

more effective and so on. 

- Indoor navigation: beacons allow you to geolocalize the consumers without the 

need of GPS technology. Beacon technology is much more accurate. It can be 

used, for example, at fairs and events of great magnitude (festivals, concerts, 

museums...) or for security and control. 
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- Integration into mobile applications: beacon technology is integrated within the 

code of the mobile application of the brand. Thus, from the proximity marketing 

platform, specific content can be uploaded for direct interaction with a user. 

- Automatic check-in: beacons allow integration with apps like Foursquare, Yelp, 

Facebook or Twitter. Once it is configured, the mobile user can check in 

automatically in an event or in an enclosure that detect the beacon signal. 

4.6.3. What are the tools that can be used? 

There are several models of beacon devices, according to the manufacturer. These 

models can be based on different technologies like Apple iBeacon™ or Google™ 

Eddystone. Each beacon model has its functions and compatibilities. 

You can combine the technology of Apple iBeacon™, Google™ Eddystone or 

localization of smartphone users to create and send the campaigns of the brand through 

a platform of proximity marketing. Usually, there are intuitive tools and do not require 

any technological skills for their management. 

Through the campaigns of proximity marketing different actions are executed: 

- Attract customers to the desired location and send specific content in real time. 

- Engagement between users and the specific brand, promoting brand-client 

interaction in real time. 

- Improvement of the brand's customer experience: launch personalized content, 

depending on the location of the user. 

- Analyze and follow the results of the actions of Proximity Marketing: 

o Number of downloaded coupons. 

o Results of participation. 

o Number of visits. 

o How many people interact with a specific notification. 

o How many product purchases were made after receiving a notification. 

o Demographic data. 

o Days of more audience. 

o Generate activity history per user. Loyalty programs. 
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o At what time of day are the content campaigns more effective. 

- Shipping on site: send at the moment content of value as images, videos, offers, 

coupons, product surveys, among others. 

4.6.4. Examples of application 

A beacon has one simple purpose in life: sending out a signal and say “I am here”. It is 

completely unaware of any mobile devices that are around it: it doesn't connect to them, 

it does not steal their data, it does not know anything. It just sends out the signal and 

says “Hey, I am here, I am a beacon”, as a lighthouse would say to all the ships that are 

sailing around this object. In a metaphorical way, those ships would be the mobile 

devices.  

 

Figure 23: Similarity between a lighthouse and a beacon [60] 

Beacons are used in many different situations from retail to museums, airlines and 

airports and even sometimes indoor navigation: 

a) Airports 

Given that a majority of air travellers carry smartphones, airports and airlines are 

constantly looking for new technologies that help them to connect and effectively 

engage passengers on their smartphones. Beacon technology is being used in many 

leading airports across the globe today and according to a recent article in MediaPost, 

74% of airports will be using beacons to provide notices to passengers by the end of 

2018. [61] 

From flight schedules to navigation and baggage collection, beacons at airports provide 

a seamless end-to-end experience. Another popular use-cases are personalized 



 71 

promotions and loyalty programs that can also be used by airlines as well as duty-free 

shops. 

A consortium of airlines and airports is testing placement of beacons at security lines in 

airports. Passengers' airline apps could know those ones that are in the security line, 

and employees of that specific airline could know if there is someone on risk of missing 

their flights, so they can send out reps to get them or hold the plane.  

The same notion could be used at airport gates to monitor people who risk missing 

connecting flights or whose gates have changed -- even helping them get to their new 

gate faster. 

Touted as an innovator in the airline industry, Virgin Atlantic began a Beacon trial in the 

Upper Class Wing at London’s Heathrow Airport in May 2014. Virgin’s premium 

passengers were able to receive personalized notifications and offers via their iPhones. 

At the beginning of the trial, Virgin used beacons to alert customers to have their 

electronic boarding passes ready when they were close to a private security check, and 

to send tailored offers like commission-free currency exchange deals to passengers in 

the departures section of the airport. Virgin also used beacon technology to let 

passengers know about in-flight entertainment specials before they boarded the plane, 

and to let their staff members know when temperatures dropped on outdoor decks of the 

airport lounges so they could give blankets to passengers. 

Given the huge promise of Beacon technology, leading airports across the globe have 

already invested in its application. There are some airports that are leveraging Beacon 

technology in order to deliver enhanced passenger experiences and improve operational 

efficiency: 

- Nice Côte d’Azur Airport: the Côte d’Azur Airport at Nice – Paris, recently 

launched a beacon-enabled app at the opening of its newly refurbished Terminal 

1 retail area. The airport has installed several beacons across the terminal in 

order to send contextual retail information and promotions to passengers, based 

on their location in the terminal.  The app automatically collects points when 

passengers belonging to the Airport Premium Club navigate through the airport. 
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Beacons at the airport also facilitate access to Fast Track Security for the airport’s 

Premier Gold members, thus allowing them to use their frequent flyer card 

automatically. 

- Miami International Airport: the beacon-enabled app at Miami International Airport 

is helping improve passenger experiences by providing passengers with 

personalized updates, directions and tips based on their location and needs at 

the airport. The app is contextually aware and tailors experiences based on 

location. For example, if the passenger opens the app at home, it enquires if 

he/she is travelling to Miami and pulls out the flight schedules of the airport. In 

order to support with the navigation assistance to the airport, the app also 

integrates with Waze, Apple Maps and Google Maps. The features of the app 

extend beyond the airport to include navigational assistance to and from the 

airport. 

- Hong Kong International Airport: Hong Kong was among the first airports in Asia 

to trial Beacon technology. The airport has installed more than 50 beacons at 

Terminal 1 of the airport in order to trigger location relevant messages to 

passengers. As part of this initiative, the airport uses interactive navigation maps 

to guide passengers along common navigation paths such as public transport 

points, check-in counters, immigration, boarding/arrival gates and baggage claim 

areas. 

- GVK Chhatrapati Shivaji International Airport (CSIA): the CSIA Airport at Mumbai 

launched India’s most advanced airport navigation app supported through 

iBeacon technology and Augmented Reality. The app is built to help passengers 

with interactive navigation assistance and also allows passengers to easily look 

up any section, store or restaurant with just one click. Passengers can also select 

their flight on the app, in order to receive relevant information with regards to the 

flight. 

- Tokyo Haneda Airport: Japan Airlines has installed beacons at the Tokyo Haneda 

airport in order to trigger location relevant information on nearby devices. The 

airline has provided its staff with smart watches in order to support the initiative. 

The beacons along with smart watches will help to identify the exact location of 

staff in order to assign and communicate specific tasks to his/her location in the 
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airport. This unique initiative makes Japan Airlines the first airline to use beacons 

to improve the operational efficiency of staff. 

- John F. Kennedy Airport: being a busy airport, the John F. Kennedy Airport in 

New York is leveraging beacon technology with the intention of making 

passenger experiences more convenient by conveying actual wait times at 

queues in the airport. This solution is currently available in Terminal 4 of the 

airport and provides actual processing time for passengers waiting  in the security 

and customs queues. Beacons also help in precise staff allocation in relation to 

the crowd at the terminal. 

- San Francisco Airport: it has installed 500 beacons with the intention of helping 

passengers. Passengers can receive relevant notifications as they walk through 

the airport. They can also easily search for flight gates, information desks or 

power outlets directly through the app on their smartphones. The beacon-enabled 

app integrates with Apple’s Voiceover technology to assist the easily navigate the 

airport through their smartphones. 

b) Automation 

All kinds of automation, whether at home, commercial or industrial, are directly related to 

what beacons can offer. From your garage door that opens once your car stops (without 

pressing any button) to lights that go on and off as you need them.  

For example, imagine: you affix a beacon to your garbage can, and your task manager 

knows that Thursday is the garbage pickup day. If you go past your garbage can on 

Thursday, a BLE auto-connection sends you a reminder to take it out. Combine that with 

GPS location detection from your phone, and your app will know if you did actually move 

the can to the curb and will not remind you. 

c) Track things smarter 

All kinds of industries are looking at affixing beacons to pallets, carts and other movable 

equipment to track location as they move about. Think of airline cargo containers, 

hospitals' computers-on-wheels, warehouse pallets, museum artwork, bulldozers at a 

construction sites, even hospital patients, students, or visitors (so they do not get lost 

and their movement can be discovered, such as for space planning). 

d) Navigation in buildings and other spaces 
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When you visit a customer, you often get lost when trying to find a conference room, 

bathroom or kitchen. Beacons can be used both as virtual "Where am I?" kiosks and as 

monitors of your movement, so an app can guide you to your destination and alert the 

company if you wander where you should not. 

e) Check out ski conditions at the lift 

One ski resort is placing beacons at ski lift entrances not just to track the number of 

people using each lift, but to let skiers check the conditions for the runs available at each 

one before they get on the lift.  

If a resort's app had information about your age or skiing skills, it could even suggest 

that you should try a different run and thus go to a different lift. 

f) Museums, Zoos and Theme Parks 

Beacon technology is truly transforming museums by engaging visitors with a variety of 

informative content from art descriptions to informative videos, that are served at the 

right time, based on the  visitors exact location in the museum. This technology is 

especially valid to museums as it reduces the cost of maintaining and updating audio 

guides. 

Visitors at the museum are able to view directly on their smartphones and at their own 

pace a wealth of information from the history, a description of the exhibit, some detailed 

floor maps and some details of the events. 

The American Museum of Natural History recently invested in cutting edge technologies 

in order to build an interactive digital experience. As part of this initiative, the museum 

launched a beacon-enabled app called “Explore” and installed 700 beacons at different 

locations inside the museum. The app delivers personalized content like turn-by-turn 

directions, customized recommendations and augmented reality experiences in order to 

enhance the museum experience. 

As in the case of museums, beacons can also be very useful to both visitors and staff at 

zoos, aquariums and theme parks.  

Beacons at zoos and theme parks can deliver diverse functions like providing 

informative guided tours, sending useful programmes or show reminders, notifying 

http://blog.beaconstac.com/2015/02/3-museums-using-beacons-to-enhance-interactivity/
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visitors about crowded areas, enabling mobile ticketing and providing a platform to 

cross-sell products and services. 

SeaWorld is a park that has its own beacon-enabled app called “Discovery Guide” app 

that sends visitors promotional offers, information about animals, conservation status 

and basic park information. 

g) Hotels and Hospitality 

Hotels and the hospitality industry especially stand to gain from Beacon technology, 

since the main focus is on customer experience and less on selling services. Beacons 

provide an unparalleled customer experience that is both contextual and personalized.  

Beacon-enabled apps at hotels can deliver hassle-free navigation assistance, 

personalized promotions, automated check-ins, keyless entry, easy guest feedback 

system and other value-added services.   

By solving such multiple use-cases, beacons also help in reducing the administrative 

and human resource costs for hotels. 

Leading hospitality chain, Marriott International installed beacons at 14 properties in 

order to build customer loyalty. Marriott uses the technology to push personalized offers 

and promotions to guests based on their specific location in the hotel (spa, 

restaurant…). Sarah Bradley, Director of Rewards Digital Strategy at Marriott 

International said “Guests at times refer to it as a ‘concierge on their phone’, which 

speaks to the possibilities for the program” [62]. Moving forward, activity 

recommendations, local area information and local business offers are also expected to 

be stitched into the app. 

h) Hospitals and Healthcare 

Beacon technology can be invaluable to hospitals by effectively keeping track of 

devices, assets, hospital staff and patients. Beacons can be leveraged for a wide variety 

of use cases in hospitals, from innovative and efficient record keeping to streamlining 

operations to assist in navigation. In addition, given the growth of wearables, beacons 

can also be paired with wearables in order to deliver highly contextual and hyper local 

content to patients/users. 
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The Leiden University Medical Centre at Netherlands uses beacons in one of the most 

innovative ways. The cardiology department of the medical center has been using a 

cloud-based Internet of Things platform along with beacon technology to treat patients 

with Acute Myocardial Infarction, in order to ensure quick treatment and better survival 

rates. Patients are fitted with a beacon-enabled wristband as soon as they are admitted. 

This band allows the hospital to track the patient’s movements across several labs, thus 

providing insights about the patient’s location and status in real time. 

i) Banks 

Beacons at banks provide the perfect channel to combine physical and mobile 

experiences. Beacons can be of significant use to both customers as well as bank staff: 

while beacons can effectively communicate personalized offers, wait time updates and 

educational product/service videos to customers, the bank staff can be updated with 

branch analytics (busiest days, time…) and other important customer insights (returning 

visitor, dwell time…). 

Beacons can also be leveraged to process mobile payments. In an interesting 

application of Beacon technology, Danske Bank introduced its beacon-enabled app 

called “MobilePay” in order to simplify money transfers. With the nifty mobile app, 

customers can easily pay for purchases by simply waving the phone over a smart 

beacon and then entering the PIN directly on the phone to authenticate the payment.  

4.7. Drones  

A drone is a vehicle capable of flying and being commanded from a distance without 

requiring the participation of a pilot. There are drones of all sizes and oriented to 

different purposes. It is important to note that artifacts of this type have existed for a long 

period of time. Nowadays it is possible to have drones that film the territory from the 

height and that are guided by a program installed on a tablet or a smartphone. 

The main interest in improving a technology that makes possible the use of unmanned 

vehicles comes from the military area. Indeed, in the field of war, the use of drones may 

have significant advantages such as the possibility of avoiding the death of a pilot.  

Today, there is certainly a growing use of these elements in regard to different warlike 

actions. In addition to the use of drones specifically designed for combat, there are 
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drones responsible for intelligence tasks, revealing the places where the enemy is 

hiding. In these cases, drones can be extraordinarily small and difficult to detect. 

Drones can also be used in tasks such as exploration or cleaning of toxic waste, forest 

fire control, geology, agriculture, construction and traffic control and analysis in large 

cities, among many other tasks.  

Since they are very economical to operate, they practically do not require inputs or fuels 

for their operation and do not jeopardize the lives of those who pilot it. 

 

Figure 24: Drone aspect [63] 

For example, a significantly striking implementation of drones is the one used to control 

livestock, using cameras mounted on these drones. 

In the case of agriculture, drones are presented as an invaluable work tool, since it can 

improve processes and optimize production, mainly due to the ability of these devices to 

control, in all weather conditions, the agricultural crops in a much safer, faster and more 

efficient way than with current methods. 

There are many other applications for the drones that are discussed below: 

4.7.1. Drones and the work that humans do not want to do 

As discussed above, drones are used to control, manipulate and clean harmful or 

polluting materials. In case of disasters occurring at nuclear power plants such as that in 

Fukushima, Japan and radioactive materials released into the air that must be cleaned, 

drones can fulfill this responsibility without compromising human life. Unfortunately for 

the date of the disaster in Japan, this technology was not yet well developed.  
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However, drones such as the T-Hawk have been used to take pictures of the status of 

the reactors. The use of this T-Hawk was crucial to obtain a detailed view of the state of 

the interior of the reactor and to obtain photographs and other data to estimate the 

damages produced and to elaborate a plan of cleaning and containment of future leaks. 

It should be noted that all these reports could not have been achieved in other ways, 

since it is impossible for humans to survive this level of radiation. 

4.7.2. Playing with Drones 

Not all the uses that can be given to a drone have to be related with dangerous or 

industrial operations, since recently they have been introduced to the market simpler 

models designed with the purpose of commercializing itself in areas more related to the 

recreation and free time such as photography, video, or augmented reality games. 

In this sense, one of the most interesting games performed with drones are the so-called 

Aero Grand Prix, very popular in the USA and France. It is a contest where pilots can 

test their piloting skills while flying around an obstacle course at speeds of 60 mph. 

In the field of video and photography, it has begun to use drones to mount cameras so 

that you can take aerial photographs of weddings and other social events. 

4.7.3. Drones and their commercial use 

Amazon has obtained the necessary permissions of the Aviation Administration of its 

country of origin so they will begin to experience the technology of these devices for the 

delivery of packages. 

 

Figure 25: Amazon’s drone [64] 

Another very successful company that tries to obtain benefits of the qualities of the 

drones is Facebook, which has put in flight an unmanned vehicle capable of reaching 18 
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km of height. It was developed with the purpose of bringing the Internet to regions of the 

world where the infrastructure necessary to have this service is almost nil. 

 

Figure 26: Facebook’s drone [65] 

However, not all the uses of a drone are so sophisticated, since even in gastronomy 

they make use of this technology, as in the case of a small restaurant in Singapore, 

which uses drones to take the orders to the tables of their customers. 

4.7.4. Drone’s marketing 

The biggest potential of drones in marketing comes from the possibility to create 

stunning visual content. Many drones offer the option of flying with 4K video, which 

allows you to tell your story well with beautiful imagery that may not have been able to 

be captured before. The potential of drones in marketing covers a wide array of 

industries and can be used to create exciting and memorable content.  

These devices are might be used for: 

- Give customers a sense of what they are buying, or where they are going. 

- Establish an edge over the competition with out-of-the-box content. 

- Livestream video from events using drones. 

- Giving customers an aerial view provides a different perspective of your event, 

product or service. 

- In real estate, aerial photography and video provide a broader view of the area, 

which helps potential buyers determine where the property is the right fit. 
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- Save money renting a helicopter for aerial video by using a drone instead. 

Drones allow us to tell stories that previously could never be told. In marketing, it is 

important to tell your story well. The influx of drones in marketing allows businesses to 

tell the whole story, not just the parts a photographer on the ground could capture. 

Drones can fly high above to provide a different perspective and tell a more complete 

story than with standard visual content and marketing techniques: from use in real 

estate to give a full view of the house and property from above, to ski resorts being able 

to topographically show every run, the opportunities for drones in marketing are 

limitless. 

Drones can change the marketing industry, providing new ways and tools to marketers 

and brands to gather data, launch products and engage with their audience. 

Even in such a short amount of time, marketers have been able to figure out different 

ways to use drones in their marketing strategies. Some of these ways, while still in their 

infancy, show a huge potential for the future of marketing. Here are some of their uses: 

- Drones as actors: they are used by marketers in video commercials as surprising 

flying objects bringing the “wow” factor.  

- Drones as a physical medium: they are used to physically reach consumers in 

new and innovative ways. Disruption potential: medium. 

- Drones as videographer tools: they are used in commercials to produce 

innovative video content and offer new perspectives.  

- Drones as a hub of emerging technologies: integrated with other technologies 

(such as VR/AR or IoT), drones are opening the path to disruptive ways to gather 

data and market to target audiences.  

Drones as actors 

At the very beginning of their boom in the commercial and consumer market, drones 

were perceived as strange flying objects and they still are for the general public. 

Marketers took advantage of the novelty of drones, using them as the main surprise 

factor in video commercials. 

As it is mentioned before, Amazon was among the first of the big brands to use drones 

in commercials, when they launched a 2013 video to create buzz around their still-to-
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come Prime Air service. This revolutionary service would allow Amazon to deliver 

packages “in 30 minutes or less using unmanned aerial vehicles”. 

In recent years, drones have played a key role in many brands’ promotional videos, 

acting as the surprise element, able to capture the attention of the audience simply with 

their physical presence. 

Drones as a physical medium 

Brands are using drones to physically reach and astonish their customers. Drones can 

be simply, the new physical medium to advertise a product or a brand to the public. 

Moreover, advertising agencies use drones for flying banners or for dropping 

promotional objects like shirts or gift cards; or for delivering specific products during 

events such as auto shows, festivals, concerts and various other themed events. 

Drones as videographer tools 

From the very beginning, cinematography and videography have emerged as the 

epicenter of drone use within the marketing arena. Marketers soon realized that drones 

were and are, not just an object able to surprise, but rather a powerful tool, able to curb 

the costs of traditional aerial filming, and create great and innovative video content. 

Drones offer a different perspective that captures people’s attention. They allow 

marketers to be more creative and innovative by using angles and shots that were not 

previously practical–often at a much lower cost. 

In this saturated market, marketers need compelling new perspectives in video 

commercials, and that is what drones can provide, at a very manageable cost. And that 

is why advertisement executives are increasingly using drones to make commercials. 

Aerial MOB, a San Diego aerial cinematography company, specializes in aerial shoots 

for TV and cinema productions, and in drone-created advertising videos. They were the 

first Federal Aviation Administration (FAA) Approved Operator in the United States. 

In 2015, just a year after they got the FAA approval (which happened in September 

2014), their business exceeded $1.2 million, with 60% of the revenue coming from 

advertising agencies, as reported by Aerial MOB’s CMO Tony Carmean. [66] 



 82 

Among Aerial MOB‘s clients are some of the biggest entertainment and media 

companies in the world like BBC, HBO, MTV and Warner Brothers, car companies like 

KIA, Peugeot, Hyundai, Infiniti and BMW and consumer brands like NIKE and Converse. 

As Aerial MOB in the US, many other aerial filming companies, both in the US and in 

other countries, are taking advantage of this trend, using drones to create commercials 

for top brands with a more compelling and engaging message. 

Drones as a hub of emerging technologies 

As drones mature, and other emerging technologies take hold, the integration of these 

technologies with drones, with the promise of capturing and using data for marketing 

purposes in entirely new ways. 

Cloud, Big Data, Artificial Intelligence, Machine Learning, Virtual Reality, Internet of 

Things, Wearable Technologies: each of these technologies will be cross-pollinated with 

drones, and each of them, will have a huge impact on the potential of drones in 

marketing. 

Drones are already able to integrate with all these new technologies giving birth to 

innovative ways to create content, customize it and deliver the brand’s message to its 

audience. 

Some of the integration of these emerging technologies have already produced results 

within the marketing industry. For example, drone acquired aerial content has been 

enhanced through Virtual Reality. The “Art of Patrón Virtual Reality Experience” is an 

immersive virtual reality experience based on Oculus technology and drone videos to 

promote the Mexican brand “Patrón”. 

Created by New York-based creative agency Firstborn, this project takes viewers on an 

interactive journey to “Patrón‘s Hacienda” distillery in Mexico. The 360° perspective of 

the “Hacienda” facility was obtained by Aerial Mob pilots filming with 360Heros H3Pro7 

mounted on seven custom drones. 
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Figure 27: The Art of Patrón [67] 

Another interesting example of the intersection of drones and emerging technologies 

comes from the Singapore-based firm Near. 

The company specializes in data-collection and location intelligence-based marketing 

and serves 26 million people monthly for 300 top global brands such as Adidas, Audi, 

IKEA, Pepsi and Pizza Hut – all looking for accuracy if they are going to spend on 

custom, location-based segments. 

Near tested drones to collect wireless data to be used for profiling its audience. The 

tests were conducted in 2015 in several key markets, including the United States (in Los 

Angeles). The drones, with cameras and phones turned off, collected publicly available 

Wi-Fi signals. 

Using signal strength and other wireless data from passersby below, the firm can get the 

most accurate user information without GPS or Operator dependence, and then deliver 

hyper-targeted ads and other location and contextual-based promotions to potential 

customers, at the right moment and in the right place. 

As Shobhit Shukla, Near’s VP of Sales and Partnerships, explained in an interview: 

“Drones are an interesting way to collect data because you can program drones along 

specific flight paths in a controlled environment (…). Drones allow us to easily do what 

would be extremely difficult in normal circumstances. The main reason we are doing 

these tests is to see if we can use a mainstream format to collect more first-party data 

across markets”. [68] 

Data collection is indeed one of the most promising fields, and sure it will radically 

change with the integration of drones with Internet of Things, Big Data, Wearable and 

these technologies. 
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The more these technologies progress (and the more regulations set clear limits), the 

more disruptive drones will be in this field as they are currently, in collecting data for 

other industries such as precision agriculture or mapping and surveying. 

We are now just at the very beginning of a road that will see drones and other emerging 

technologies disrupt the traditional ways of marketing. The most disruptive ways drones 

will change marketing have yet to be imagined. 

4.8. Artificial Intelligence 

The concept of Artificial Intelligence, also known by the acronym AI, is due to the 

American computer scientist John McCarthy, who in 1956 pronounced it for the first time 

in a conference causing a great impact in the field of technology. Since then, the 

concept has spread fantastically by the world and so today its use is so common when 

we want to refer to those machines or devices endowed with a simile intelligence to that 

of humans. 

There is no single definition of artificial intelligence, Russell-Norvig summarizes them 

mainly in four: 

- Systems that act as humans 

“The study of how to get computers to perform tasks that, for the moment, people 

do better” (Rich and Knight, 1991). 

They are those that mimic the behavior of man, the clearest example is that of the 

robot. 

- Systems that think like humans 

“The effort to make computers think ... machines with minds in the broadest literal 

sense” (Haugeland, 1985).  

They are concerned with imitating human thought, an example being artificial 

neural networks, which precisely mimic the functioning of the nervous system. 

- Systems that think rationally 

“The study of the mental faculties through the study of computational models” 

(Charniak and McDermott, 1985).  

They are characterized by imitating the logical thinking of humans, that is, in a 

concrete question reason as experts. They are used especially in the search for 

improvements in the quality and speed of a service.  
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- Systems that act rationally 

“The study that seeks to explain and emulate intelligent behavior in terms of 

computational processes” (Shalkoff, 1990).  

Rationally imitate a person's behavior, being able to perceive the environment 

and act accordingly. [69] 

Today, many of us can find situations such as the following:  

- We buy a product through e-commerce, via the Internet and, without requesting 

it, we are offered other products similar or complementary to the chosen one. 

- In a computer in which we are used to see the newspapers (via online), we are 

given at the beginning of the session a personalized newspaper constructed on 

the basis of the sections and articles that we frequently read. 

- A student enters a distance course and an intelligent tutorial adapts its content 

and presentation form so that it is more friendly and useful to the student 

- A factory uses an expert system to assist in monitoring and controlling some 

complex process. 

- Airports whose flights are coordinated by intelligent programs. 

- We watch on television Nasa robots prepared to access places in space that man 

cannot reach.  

Thus, we could continue to give examples of cases where many of us, directly or 

indirectly, face applications of Artificial Intelligence. 

4.8.1. Artificial intelligence (AI) and Marketing 

Marketers who can harness the power of artificial intelligence will be able to do more 

with less, run personalized campaigns of unprecedented complexity and transform 

business as usual through new methods of machine-intelligent marketing. The 

opportunities are endless for marketers and entrepreneurs with the will and vision to 

transform the industry. 

Artificial intelligence marketing solutions offer ways to bridge the gap between data 

science and execution. The process of sifting through and analyzing huge dumps of 

data was once an insurmountable process and is now not only feasible, but it is actually 

easy. 
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Let’s think about all the new technologies that have hit the market in the past year or so. 

We have all heard about the iPhone 7, Google’s driverless cars and Snapchat Glasses. 

Moreover, the evolution of big data and advanced analytic solutions have made possible 

for marketers to build a clearer picture of their target audiences than ever before; and in 

this hotbed of advancement lies artificial intelligence marketing. 

There are a few key elements that make AI marketing as powerful as it is today, 

including big data, machine learning and the right solutions. 

Big Data 

Big data is a pretty straightforward concept. It refers to a marketer’s ability to aggregate 

and segment large sets of data with minimal manual work. Marketing teams can then 

use this data to ensure the right message is being delivered to the right person at the 

right time, via the channel of choice. 

Machine Learning 

Machine learning platforms come in handy when marketers try to make sense of this 

huge data repository. They can help to identify trends or common occurrences and 

effectively predict common insights, responses and reactions, so marketers can 

understand the root cause and the likelihood that certain actions can be repeated. 

Artificial Intelligence Marketing Solutions 

Now to the trend of the future. Artificial Intelligence platforms truly understand the world 

in the same way as a human would understand it. This means that the platforms can 

identify insightful concepts and themes across huge data sets, incredibly fast.  

Artificial Intelligence solutions also interpret emotion and communication like a human, 

which makes these platforms able to understand open form content like social media, 

natural language and email responses. 

Some ways that marketers can expect AI to influence marketing outcomes in the 

upcoming months and years: 

Smarter Searches 

As advanced technology solutions grow smarter, it is important to remember that 

audiences are becoming smarter as well. Thanks to social media and rapid-fire search 

https://www.emarsys.com/en/products/data-science/
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engines, people find what they are looking faster than ever before. Artificial Intelligence 

and big data solutions can actually analyze these search patterns and help marketers to 

identify key areas where they should focus their efforts. 

Smarter Ads 

Marketers are already dipping their toes into smarter ads, with account-based marketing 

solutions, but AI helps teams take this a layer further for truly insightful analysis. With a 

new abundance of data available, online ads can become smarter and more effective. 

Artificial Intelligence solutions can dig deep into keyword searches, social profiles and 

other online data for human-level outcomes. 

Refined Content Delivery 

With AI, marketers can take data and target to a whole new level. Audience analytics 

can go past the typical demographics level, to understand people on an individual basis. 

Now, marketers can use AI to both identify potential clients or buyers, and deliver the 

ideal content that is most relevant to them. With big data, machine learning and AI 

combined, there is little a savvy marketer cannot achieve. 

Relying on robots 

Customer service and retention is another area where AI will play a huge role in the 

future. Soon, chat functions and other direct-to-consumer engagement avenues will be 

run by AI robots. Many companies can save employee time and expenditures with these 

tactics. AI robots also have access to an entire internet’s worth of data, information and 

search histories, making them much more efficient than their human counterparts. 

Continued Learning 

AI itself can actually be taught to incorporate previously uncovered insights into new 

campaigns and also teach to target only the most relevant users. Over time, these AI 

solutions will become even more intelligent, effectively eliminating waste and promoting 

real-time decision-making. 

4.9. Real time  

Real-time marketing is a strategy that consists of making attractive messages of the 

brand related to events and/or news that happen at that precise moment, with the aim of 
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generating a highly viral result, able to reach relevance in social networks and in the 

online world.  

Real-time has emerged due to the growth of social platforms and the ease of access to 

the Internet from any device. Thanks to these two factors, there have been carried out 

different actions of real-time marketing, some with good results and others without 

success. It is an innovative strategy by which many brands are betting, wanting to 

implement this type of digital marketing.  

Marketing teams have to be always ready to detect the necessary circumstances in 

which a real-time marketing action can be performed. In fact, there are three key points 

that must be taken into account for any real-time marketing action: 

4.9.1. Team  

Those professionals who make up the marketing team must know the current situation 

and must have a criterion aligned with the culture of the company. In addition, the 

functions of the department must be clearly defined and delimited. In this way, it will be 

easier to work when there appears an opportunity to perform real-time marketing 

actions. Usually it is always needed a social media manger, a copywriter and a graphic 

designer to produce a fast and qualified message. 

4.9.2. Situation  

Marketing professionals should be aware of relevant events or actions that occur at 

local, national or global level. 

In addition, they must know the events of their sector: be aware of the news related to 

their brand and company, and how they are being carried out.  

There are different ways to monitor activities related to the company such as the 

analysis of social networks, where customers are talking about its brand. 

4.9.3. Criterion 

The criterion is the quality that allows to discern and evaluate the circumstances and 

activities using a specific approach. In this case, the criterion will serve to differentiate 

between what can be publishable and non-publishable. 
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To start with, among the characteristics of the "publishable", it is clear that messages 

should not abuse, transgress or make fun of people. Performing unethical or bad taste 

actions generates a rejection in social networks and a bad image to the brand. 

Secondly, it is important to act at the right time. After being prepared and informed 

constantly will arise the opportunity to realize real-time marketing. Moreover, it is 

necessary to know the decisive moment in which we must act. 

In the world of photography, the decisive moment consists on capturing the precise 

image at the ideal moment. According to this, there will never be an opportunity to 

capture the same image twice. The same thing happens in real time-marketing: an 

action that is implemented at the wrong time will not have the same impact on social 

networks. That is why is needed to understand these determining points: 

- Rapidity: time is a determining factor for real-time marketing. The key is to know 

how to take advantage of this. Developing a real-time marketing action should not 

take more than 30 minutes because a circumstantial fact can last less than one 

hour. If you do not act fast, that action will become obsolete in a short period of 

time. 

- Platform: it is necessary to focus on the platform where the message will be 

launched. The final choice will be guided by predicting the users’ behavior and 

knowing which platform interacts best with the brand, the number of users in each 

platform and the engagement that can be generated in each of them. 

- Message: the message must be configured according to the platform where it will 

be published and should be attractive and impressive, but at the same time 

simple and direct. Usually, the ideal message format in real-time marketing is the 

image, because of its ease of being shared. 

It is said that these aspects mentioned before might be the recipe to elaborate the 

formula of real-time marketing. 

4.9.4. Examples of application 

One of the best Super Bowl ads for both success and cost (exactly of $0) took place on 

the Internet in what was a masterpiece of the creative work for Oreo. 

Exactly 12 minutes after the famous blackout in the Super Dome, the brand of cookies 

Oreo took an ad in the form of tweet, which its headline was: "You can still dunk in the 



 90 

dark." and added a photo of one of its mythical biscuits in a state of gloom, where its 

message was clear and direct: "Power out? No problem". 

Reactions did not wait, everyone was watching social networks commenting on the 

blackout incident, about 16,000 retweets and 6081 people marked it as a favorite, 

turning it into a viral ad. 

 

Figure 28: Tweet of Oreo Cookies [70] 

Another of the real-time ads that caused a furor was the one released by Norwegian. 

The adverts surfaced just two days after Angelina Jolie announced she had filed for 

divorce from Brad Pitt. 

"Brad is single", said one advert simply, before announcing that a one-way ticket to Los 

Angeles with the airline cost £169. The campaign spread like wildfire on social media, 

with users lauding Norwegian's creative marketing tactics. One referenced Pitt's former 

marriage to Jennifer Aniston, calling for passengers named Jennifer to be given a 50 per 

cent discount on LA flights. 

A Norwegian spokesperson said: “We have used a playful advert to simply highlight our 

flights to Los Angeles and to mirror the conversations that people throughout the United 

Kingdom are having about a high-profile media story. We are pleased that the vast 

majority of feedback has been positive and people have read the advert with the humor 

it was intended.” [71] 
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Figure 29: Norwegian advertisement [72] 

4.10. Omni Channel  

The interaction of customers with companies is undergoing changes of significant 

impact. The high growth of smart devices is enabling an unprecedented increase in 

customer-business interactions. Likewise, the constant use of services by digital means 

(mobile applications, self-service devices, web applications, among others) allows 

customers to live different experiences with different actors, from different sectors of 

activity and countries. This might cause increasing your expectations regarding how 

services are provided. 

More and more customers prefer to use their mobile devices or digital services to 

consume and/or interact in issues that were previously in the exclusive domain of 

personal attention.  

Nowadays, despite the companies, the customers already have an expectation of Omni 

Channel, especially in what they look for and expect to receive, and this must be kept in 

mind by companies. Clearly, there is a new consumer profile that uses any channel at 

his/her fingertips to get what you are looking for. They are much more demanding, more 

informed and only faithful with the shopping experiences that cover all their needs at all 

times. Some of these clients can be classified as: 
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- ROPO (Research Online, Purchases Offline) customer, who investigates online 

but buys in physical stores. 

- Client “Showroomer”, which investigates the physical stores and then buys the 

cheapest possible online. 

- RTB (Research, Testing and Buying) customer who researches online, tests in 

physical stores and buys online. 

On the one hand, the strategies of the companies depend in the first place on their Multi 

Channel to be able to approach these clients and to re-establish them. 

And on the other hand, they must take into account that today it is not enough to be 

present and to contact clients through multiple channels. The strategy should focus on 

interconnecting these channels with each other, in order to reach and adapt to this new 

client. This is related with the aim of what Omni Channel means.  

The difference between Multi Channel and Omni Channel is highlighted below: 

Multi Channel is the variety of channels by which the company can communicate and 

interact with its customers. In other words, it is the diversity of channels, not integrated, 

by which a customer can pass to obtain its objective (a product, a service, an 

information…). 

By contrast, Omni Channel makes these channels interrelated. Omni Channel is to 

eliminate, until making them invisible to all, the differences in relation between channels. 

The customer should not be aware that is changing the channel. 

 

Figure 30: Differences between Multi Channel and Omni Channel [73] 
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In relation to the client and following the concept of Omni channel, it is very important to 

eliminate the differences in relation between channels, as it is mentioned before. For 

customers, it is difficult to understand the price differences within the different channels 

of the same brand, such as promotional differences or differences in stock availability. 

All channels should work with the same products, prices and promotions. This allows the 

company to offer the consumer a global and interrelated brand image experience.  

Unified messages to communicate to customers are very important in all channels too. 

The experience of consumers must be a satisfactory Omni channel experience in every 

way. With the aim to get this satisfactory experience and the customer’s loyalty, Multi 

Channel is an experience that has to be replaced for Omni Channel.  

First of all, the most important thing is to correctly understand what Omni Channel 

implies in a brand: it is not a matter of creating tunnels between channels to interrelate 

them; it is not about losing sales in one channel and gaining them in another; it is to 

accustom to the needs of the market, to compete and to survive in time, creating a 

strategy that gets to connect with the needs of customers, always adapting to the 

current technology. 

Therefore, is it understood by Omni Channel the strategy and management of channels 

that aims the integration and alignment of all available channels, in order to provide 

customers a homogenous user experience through them. 

This allows customers to continue with the processes they are running on any channel, 

regardless of the channel by which they started. 

The center of the Omni Channel strategy is the client, who consumes the services 

provided through the different channels and to companies must offer their services 

through creative and digital means. Customers must have a unique relationship 

experience, independent of the channel through which they are interacting. 

For an effective implementation of the Omni Channel strategy, it is very important the 

integration of the information. Each channel provides data that should be used in a 

unified way. 



 94 

4.10.1. Opportunity for an improvement in customer service 

Today, Omni Channel imposes the entry into the digital world in companies and 

generates alternative mediums through digital media for the provision of services to its 

customers.  

Taking a step further and providing an all-round experience entails an important set of 

opportunities to improve the efficiency of its operations and generate new business 

opportunities, in addition to generating important improvements in the quality of service 

during or after the sale. 

There is nothing more frustrating than to be making a purchase on a website and have a 

query on it and that the link takes us to a web page where to enter a sample in a 

standard form or to give us a phone to call. By contrast, the Omni Channel expectation 

is to be able to communicate and interact at the moment: that is when you face that 

query, you can open a chat or a video call or even a reverse phone call, where in a few 

moments you get to communicate with a person who knows what you are talking about, 

because he/she knows what you were doing on the website previously. 

The truth is that successfully implementing an Omni Channel strategy should motivate 

customers to move to digital channels and this has the great advantage that the face-to-

face channel is, in general for all industries, the most expensive part to maintain.  

Having digital channels allows to extend the time of customer service, reaching service 

hours close to 24x7, without the need for manual labor. Moving processes or part of 

processes to digital channels, allows to minimize the management of waiting queues, 

this being one of the major disadvantages of physical assistance. The objective of the 

Omni Channel in this case is to complement the face-to-face channel with alternative 

channels without generating an impact on the client from the point of view of efficiency in 

the delivery of the service. 

The Omni Channel allows the management of campaigns with the information of them 

completely integrated. The process of campaign management is transversal to the 

channels and guided, generally, by CRM solutions. These campaigns are generated in a 

single point and are shot through the different channels, in the preset formats for each 

one. Likewise, by having the channel of preference of each client, it is possible to use a 
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certain channel for that set of clients that prefers to be contacted through a certain 

medium. 

Finally, implementing an Omni Channel strategy implies the management of large 

amounts of information, generated through different channels. Each contact with a 

customer is information that companies capture and can use in the future. Knowing the 

location of the customer, the service you are requesting, special dates in your family 

environment and so on allows proactive actions called “the best next action” to be 

generated. Having the information of the context of the client allows to generate patterns 

and know the client to the point that he/she can be offered a certain service at the right 

time and place and by the channel of preference, increasing the probability of success. 

4.10.2. The challenges of implementing an Omni Channel strategy 

Achieving channel integration involves a set of challenges: 

Consistency between channels is supported by information management. As it is 

mentioned before, customer information must be consistent across the different 

channels so that a customer can continue with their processes in any channel without 

having to enter multiple times the information. Due to this, the information model and the 

implemented processes must be independent of the channel as these processes and 

the support systems must have high levels of interoperability and integration.  

It will not be possible to implement a strategy of Omni Channel if the systems of support 

to the services that the company offers are not integrated between the different 

channels. The BPM and SAO disciplines help to solve problems of integration and 

decoupling of the transactional systems of the presentation channels. 

The usability and aesthetics of the channels must also be consistent with the aesthetics 

of the company. Companies must provide a consistent customer experience across 

different channels and for this they must implement channels that meet high customer 

expectations. To motivate the use of digital channels, the customer must feel confident 

with what he/she is doing. It is necessary that the client feels the harmony when 

interacting with all different channels and perceives that he/she is always interacting with 

the company, regardless of the channel. 

The Omni Channel allows the company to be proactive with its clients. For this, it is 

essential to have real-time analysis tools. Clients connected to the different channels of 



 96 

the company generate an important flow of information for the company. Information 

from customer interactions allows the company to understand behaviors and create 

patterns that serve to generate proactive actions. This requires advanced, real-time data 

management. 

Finally, the after-sales service must be focused on an Omni Channel basis too, and with 

almost immediate response, using the channels and the information that is collected. 

The department of customer care has to adapt to give response at the same time that: 

- Channels are available. 

- Customers have a query. 

The hours of attention should be the same. If there are differences, or even when 

interacting by phone or chat the agents have no idea of "why you may be calling me", 

the Omni Channel experience is failing and its expectation is not getting fulfilled.  

4.10.3. Examples of application 

On the one hand, Disney is a brand that makes it easy for consumers to feel a 

connection. The company is built around imagination and creation, so it is no surprise 

that they are leading the way in the realm of Omni Channel marketing. 

Disney’s experience is all in the details. Every piece of their website is mobile-

responsive and optimized to every device. After a visitor has booked their Disney World 

resort visit, they can plan every minute of their trip through the known “My Disney 

Experience” tool. In the park, they can use the mobile app to locate attractions they 

earmarked in the experience tool and see estimated wait times for each attraction. 

This year, Disney introduced their “Magic Band” program. It is a brilliantly executed 

weapon in Disney’s Omni Channel arsenal. Disney World and Disney Land visitors can 

enter the parks, unlock their hotel rooms, check-in to FastPass lanes, connect to their 

Disney PhotoPass account and charge all purchases made in the park to their “Magic 

Band”. And of course, all of this is linked with “My Disney Experience” account, 

accessible through the mobile app. 
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Figure 31: Omni Channel of Disney [74] 

On the other hand, Starbucks is frequently revered as an Omni Channel savant. 

Nowadays, the coffee company seems to be on every corner. Starbucks does an 

excellent job providing a seamless user experience. Every time a Starbucks user pays 

with a Starbucks card, via a physical card or mobile, that user accumulates reward 

points. The linked app also allows the coffee drinker to find stores near them, send gifts, 

order drinks ahead of time for a quicker experience, view new additions to the menu, 

and, with the recent Spotify integration, consumers can view what songs are playing in 

that specific store and add them to their playlists. 

 

Figure 32: Omni Channel of Starbucks [75] 

4.11. Gamification  

Gamification can be defined as the application of mechanical, dynamic, and aesthetic 

games in non-play environments, with the aim of generating experiences that increase 

the engagement. It can also be defined as the action of returning a daily activity in a 

game, so that people, practicing actions, find external incentives that invite them to 

participate even more. It should not be confused with the term “advergaming”, which is 

the practice of creating video games to advertise a brand, product, organization or idea. 
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Engagement is the degree to which a consumer interacts with a brand, in other words, 

the commitment between the brand and the users. This connection is made through 

different methods such as gaining points for comment, participating in forums, looking at 

photos and videos and redeeming them for prizes. Therefore, it is important to know the 

right way to motivate the person and at the right time. 

If gamification is focused on the world of marketing, we find a series of tools, strategies 

and techniques with the following objectives: 

- Attract and then retain customers with a particular brand or business. 

- Convert boring buying processes in experiences much more funny and exciting 

for consumers. 

- Minimize the adoption times of products and services. 

At present, some of the reasons that many brands are betting on gamification are: 

- Greater use. 

- Increased loyalty. 

- Influences consumption. 

- User-game identification.  

It is starting a decade that opens to the game as a way of interaction between user-

brand. From now on, companies will research and launch many more apps aimed at this 

aspect as people are sought to be involved and motivated. In fact, it is considered that 

playing is a form of motivation, competition and participation. 

4.11.1. Examples of application 

The following examples explain how certain companies have implemented gamification 

in their activities: 

Foursquare 

Foursquare is a local search-and-discovery service mobile app which provides search 

results for its users. The app provides personalized recommendations of places to go to 

near a user's current location based on users' "previous browsing history, purchases or 

check-in history". 



 99 

At Foursquare, users can share their location with their network. You can also earn 

points for this, win medals, compare with your friends, leave tips for other users and 

even redeem prizes for performing certain activities. 

Each of these game mechanics applied to Foursquare are generating small incentives 

for users to participate, which, together, generate a genuine engagement on the part of 

them. This comes to such a point that today is part of the daily life of many of us. 

nikeplus.com 

Nike developed, through several of its products (chips in sneakers, applications for 

IPhone/IPod and even bracelets), the possibility of keeping records of user activity, 

distance traveled, average speeds, heart rat and so on. Once downloaded the data in 

the web, the user is in a platform that allows him/her to see its evolution.  

This evolution can be compared with friends setting goals, winning medals or trophies, 

just to motivate oneself to improve and to encourage others. 

Domino’s Pizza Hero 

There is an iPad game that allows the customer to adopt the role of a pizza maker. The 

goal is to create a personalized pizza in the minimum possible time, without omitting any 

single step of the process: create the dough, prepare and add the ingredients, put it in 

the oven and cut it.  

The pizza maker winner is the one that can create it in the shortest possible time, being 

able to share the scores on Facebook and Twitter. In addition, you can request to order 

a pizza identical to the one created in the game. 

BBVA Game 

In general terms, transactions and the set of banking or fiscal operations are formal and 

boring processes. Banco Bilbao Vizcaya Argentaria (BBVA) has managed to give a 180 

degree turn to this image, incorporating game mechanics, competitions and challenges 

to its customers' delight. 

Starbucks 

The brand uses gamification tactics to enhance the Starbucks experience and to boost 

sales as well. Players register for “My Reward” through an application. Every time they 
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purchase a Starbucks product, they accumulate stars (which actually look like cups that 

are graphically filled in). 

But the game does not stop here. There are three “levels” depending on the degree of 

user loyalty. More frequent visits to a Starbucks store is awarded through an upgraded 

level. Examples of benefits include an extra cup of coffee, a birthday gift or even offers 

designed especially for the customer. 

Coca-Cola 

Coca-Cola is known to be at the forefront for developing creative and innovative product 

promotions. 

One of its most successful campaigns integrating old media, smartphones and 

gamification is “Coca-Cola’s Shake”. Held in Hong Kong mainly for teenagers, it 

consisted of downloading a free application for the mobile, and at night a television spot 

ran. During this time, fans were asked to run the app and shake their phones to win 

discounts and prizes from partners like McDonald’s. 

Samsung  

“Pranksvertising” is a promotional method that is growing as a marketing trend for major 

enterprises. One example is “All eyes on S4”, launched by Samsung to promote the 

Samsung Galaxy S4.  

In that game players were challenged to win a new generation mobile phone simply by 

keeping their eyes on it for a certain period of time. They were challenged to avoid all 

types of outrageous distractions such as barking dogs, bickering couples and 

motorcycles as a crowd gathers around the contestant. 

Samsung created an experience that increased its brand awareness on more than one 

level. This not only involved the contestants themselves, but also the secondary 

audience of spectators at the scene (and online too). 

This is a great example where gamification is used to create an extremely entertaining 

and immersive social experience.  
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Macy's: Beacons and Gaming to enrich the point of sale experience 

The famous distribution chain Macy's used the past Black Friday the following 

technologies: Gaming and Beacon in more than 50 stores. This campaign was named 

“Macy's Walk in & Win”, and was clearly focused on proximity marketing.  

 

Figure 33: Macy’s using gamification I [76] 

With this campaign, the company mainly wanted to achieve two objectives: 

- Increase the downloads of the official application of the brand  

- Generate a high volume of visits to the departments that make up the different 

shopping centers scattered throughout the American geography. 

As it is mentioned before, Black Friday was the key event to launch the project. 

 

Figure 34: Macy’s using gamification II [77] 

“Macy's Walk in & Win” basically consisted of an integrated game in the application of 

the brand. This game was the typical "scratch" but virtual, which offered many 

opportunities for customers to get some of the fantastic prizes that Macy's raffled and 

which totaled a million dollars in gifts. Some examples of the kind of prizes customers 
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could win were trips to New York, $500 gift vouchers to redeem in shopping, unique 

culinary experiences or the opportunity to meet and greet celebrities. 

Although the campaign began on November 26 and ended on the 29th, a few days 

earlier, the promotion of the campaign was launched in both external online/offline 

media and in the different commercial centers of the brand. This promotion was focused 

on the opportunity that consumers could get some of these great prizes just 

downloading the application, registering to opt for the prize and visiting the centers 

during the indicated dates. 

The interaction with the users was developed through beacon technology. Hundreds of 

devices of this technology were installed and configured in all different departments, just 

to be able to offer notifications and create moments of game. The choice of this 

technology assured Macy's several important aspects to achieve the objectives: 

- To maintain a high degree of attention and interaction by the users. 

- To obtain a high participation. 

- To encourage a change in the frequency of the flow of visits to the centers 

commercial.  

The key was to sell the physical point of sale as a game, since it was the only place that 

gave you the opportunity to win great prizes in an easy and fun way, where this form of 

interaction was guaranteed with Beacon technology. 

 

Figure 35: Macy’s using gamification III [78] 

From the moment the client downloaded the application and registered, it began to 

receive notifications that generated interest and much anticipation.  
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On the first day of the campaign, users were already very interested in starting to play 

and interact with the different physical spaces of the stores. The Beacon technology 

allowed to give solutions from the first moment and in a highly satisfactory way perfectly 

covering the generated expectation. To facilitate the understanding of the action and to 

ensure that consumers knew the dynamics of the game to be able to participate more 

effectively, Macy's created and shared a user guide where the experience of the game 

was shown. 

According to Kimberly Yarnell, vice president of digital media at Macy's, "simplicity and 

ease is the key."  

It is known that it is very important to offer functionalities and contents to the consumer 

at the right moment, to take the most of their stay at the point of sale. Under this 

premise, it is vital not to cause a negative feeling toward the brand. 

Macy's was very clear from the beginning and paid special attention to send notifications 

to users at those times that they could be more receptive. In addition, and based on that 

moment, the messages sent did not contemplate an immediate response by the user. 

The achieve of this action demonstrates the success of aligning the new technologies 

with the mobile to offer unique experiences in the points of sale. Proximity marketing 

makes possible to know and act on customer behavior in real time using your mobile. It 

is achievable to attract customers to the point of sale and influence the decisions of the 

purchase moment. 
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5. DRIVELETS 

Are you a travel lover and would you like to discover new places you could never 

imagine? Are you tired of having to look at the map of your smartphone to reach the 

desired places, with no possibility to enjoy the streets that you travel? Or simply, do you 

want to stop being continually aware of how to get from one place to another? If you 

have identified with any of these cases, pay attention, because this project provides your 

solution. 

If you go out to the street and watch some tourists, you can easily see that many of 

them carry a map or a mobile phone in their hands to know where are they and which is 

the way to reach their destination. Similarly, you could be one of them in a different city 

from your hometown, or even in your own city.  

Even using a mobile phone or a map, tourists or even citizens walk through it without 

noticing the different and spectacular points of interest that might be around them.  

Nowadays, most of the population residing in developed countries has a smartphone. 

Today, we are all aware of the number of applications that these small devices offer us 

to satisfy any need we have. 

Thus, this project presents a new product, Drivelets: bracelets that, synchronized with 

your mobile phone, are able to guide you through the streets of any part of the world 

through a system that works by vibrations. In addition, thanks to an infrastructure of 

beacons positioned around the city the user will be able to learn more about the most 

emblematic places. 

Forget to watch the mobile screen or a simple map to reach the destination you want. 

Now, Drivelets allows you to enjoy the scenery, discover details so far overlooked, stroll 

along the street and have both hands free to buy a juice while you reach that monument 

you wanted to visit, hold your hands with your children so they do not get lost or, simply, 

avoid that a person can steal your mobile phone while you are holding it in your hands. 

In short, keep your phone in your bag and let Drivelets guide you having the opportunity 

to enjoy the surroundings. 

Continue reading if you want to discover a new concept in the world of localization: 

selection or customization of routes established according to your tastes and time, 
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recommendations to know where to eat, what to visit or what places should not be 

missed. This and much more ... only for tourists? No! Continue reading... 

#tourism #routine #localization #Drivelets #wearable #bracelet #vibration 

#smartphone #synchronization #guide #BigData #Beacon #technology 

#innovation 

5.1. MOTIVATION 

5.1.1. Purpose 

Communication is one of the main needs of the human being. From the beginning of the 

history of humanity, humans have tried to leave their mark in one form or another, 

feeling the need to express their ideas or thoughts to others. 

With the passage of time and thanks to the technological advances that have taken 

place, different ways of communication have appeared. A few years ago, it appeared the 

Internet: the main cause of what we now call globalization. In fact, it is the most 

responsible for what is happening in the world in terms of: 

- The way we communicate. 

- The way we access to the information that is on the other side of the world.  

All these just with a single click. However, the emergence of smartphones has also 

provoked a real revolution in the world, creating a dependency of the user virtually 

incomprehensive. While it is true, these devices facilitate the day-to-day of most of its 

users. 

The term smartphone is currently used to refer to mobile phones. These devices allow 

having access to the Internet in a quickly and easy way, to social networks, to our 

mailbox, and so on. In addition, they enable the downloading of millions of applications 

capable of covering many of the needs of today's human being, such as having an 

agenda, a calendar or several games. 

At the same time, thanks to the smart mobile devices, the GPS and the localization 

systems, geolocation is winning relevance. This is characterized by indicating the 

location of the sites through their geographic positioning coordinates. More particularly, 

it focuses on the location of people in the streets, cities, or countries of the world. 
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On the other hand, another of the basic needs that is gaining importance day after day is 

the need to travel. There has always been the inner desire to want to temporarily escape 

from the daily routine. In this way, the interest of discovering different cultures, 

languages, food... has been increasing over the last years. 

Tourism is one of the main economic and cultural activities of many countries and/or 

cities. Tourism is understood as all those activities in which one knows or enjoys regions 

or spaces in which one does not live permanently. This can have many variants such as 

cultural tourism, adventure, entertainment, or relaxation. In the same way, there are also 

different people who carry out the various types of tourism: tourism for young people, 

families, seniors, couples, friends, or even those who travel from their residential cities 

for business purposes, can visit the place where they are in their spare time. 

One of the main problems that a tourist can find today when being in an unknown city is 

precisely the location. It is true that with the discovery of smartphones this problem has 

been solved largely thanks to the launch of applications such as Google Maps. 

However, people may have the following question: Is there the possibility of moving 

through the streets of an unknown city without having to be constantly oriented with the 

mobile phone or a tourist guide? Is it possible to have my hands free, without having to 

hold one of these two objects, and still reach the destination correctly? 

Both questions unleash a current dilemma that remains to be resolved: 

Users who walk down the streets of a city without knowing it need to hold in their hands 

one element or another to be able to follow the indications necessary to reach the 

desired destination. And even those ones of the city itself, who regularly use their 

smartphone to orient themselves, lose time in the constant use of guidance applications. 

Due to this, the present project has the objective of solving this problem. Its aim is to 

investigate in the world of people’s location and propose an alternative to the options 

already existing in the market (applications for the mobile, maps of the city…). To do it, a 

device based on wearables will be designed. 

The word wearable, in the technological sector, refers to small electronic devices that 

always go with the user. Likewise, a wearable device is characterized by being an 

electronic device that is incorporated in some part of the human body, interacting 

continuously with the user and other devices, to perform some specific function. 
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Thus, the present project intends to design a device based on this concept, to facilitate 

the location of a specific place to the users carrying this gadget. 

At the same time, this will improve the quality of life of the consumer: he/she will have 

his/her hands free to drink a juice while walking along the street, to take pictures, to 

carry the bags of some product he/she has bought, to take the hand of their two young 

children or simply to use their smartphone for anything else, such as uploading a photo 

on social networks. In other words, this device will allow people to perform any other 

action than to hold a mobile phone to orient their selves. 

It is true that in the future there may appear alternatives to the use of the mobile holding 

it in the hand while we walk such as Google Glasses. However, the invention developed 

here avoids any kind of digital visualization and, therefore, differs from similar cases 

proposed till today. 

Drivelets, once knowing the preferences and how much time is the user available, 

develops tourist routes and determines which places are interesting for the consumer. 

Using a beacon structure positioned in different places, the app will receive the signal 

from the beacon and the user will be warned to stop and receive information about the 

place. The use of beacons allows positioning the monument accurately, fact that with 

GPS technology would not be possible.  

It should be noted that the magnitude of the project is considerable and measurable. 

Once the device in question has been designed, it will be possible to determine whether 

or not it has been met with the aim through the number of wearables sold. By preparing 

forecasts and market studies, data can be collected to make a budget and to be able to 

quantify all the resources necessary to ensure the success of this idea. 

The solution proposed in this project, as will be seen in the next sections, is totally viable 

and achievable. It exists all the technology that is required to solve the aforementioned 

problem. 

5.1.2. Concept 

This section explains in detail the idea behind the Drivelets product. Since it is an 

innovative idea, still not implemented, any study has been made on the feasibility and 

possible implementation of it. For this reason, it is considered interesting to position this 
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project in the scale "from the laboratory to the market" through the TRL (Technology 

Readiness Level) indexes. 

Every project needs prior planning, done in such a way as to be efficient, affordable and 

set goals that can be met in the agreed period. Thus, it is in this chapter of the project 

that we include the keys to success that are considered as “necessary” for Drivelets, just 

to convert it from a dream to a reality. 

Development of the concept 

To address the situation described in the previous section, it is proposed to create a 

device called Drivelets. This name comes from the union of two words: DRIVE + 

BRACELETS = DRIVELETS. 

The idea is that the user bears two bracelets, one on the left wrist and one on the right. 

These bracelets must be vibratory and capable of performing the same function of 

Google Maps without the need to hold the phone in his/her hand. With the application of 

this proposal, the user can store his/her smartphone in his/her bag, backpack or pocket, 

and still be able to reach his/her destination without the need to consult its map during 

the journey. During the tour, thanks to the platform of beacons, the user will be stopped 

at different points of interest to receive information about the place. 

To better understand what the concept proposed in this project consists of, hereafter 

there are some questions that are answered in a clear and precise way: 

What is the proposal for the design of the wearable in question? 

As mentioned briefly in the previous paragraphs, Drivelets represent a pair of vibratory 

bracelets: one for the left wrist and one for the right, next to an application for 

smartphone or tablets, which manages and coordinates them and a beacon platform 

installed around the city to interact with the bracelets and allow the consumer to receive 

notifications of that specific point of interest.  

Nowadays, there are already bracelets for different activities, especially in the sports 

field. Many users do not leave their house if it is not with this device on their wrists, to 

mark the steps they do walking, kilometers traveled, and so on. 

However, the main customer of the Drivelets bracelets is not the same as in the 

previous case. Drivelets aims to satisfy the basic needs of tourists when they walk 
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around a city where they do not know the streets, and they want to enjoy the 

surroundings without having to watch a screen or a paper in case they are lost.  

To sum up, there are 3 aspects that take in Drivelets project: 

- 2 bracelets: to guide the user from one place to another. 

- Beacons: placed around the city next to the touristic points of interest. These 

objects will detect those users that, in accordance with their interests, would like 

to receive the information of that specific place (via their mobile phones). 

- Mobile application: it has several functions: 

o To design the right route for the user, considering his/her interests and 

preferences.  

o To send signals to the bracelets when the user has to change his/her 

direction (provide the route that users have to do to arrive to the different 

places planned). 

o To receive the information of the beacons that are installed around the city, 

and to notify the user to have a look to their smartphone to learn more 

about that emblematic location. 

And ... How will they work? 

These bracelets will be synchronized with an application that users can download on 

their smartphones, also called Drivelets. Thanks to this app, the bracelet will be able to 

vibrate in one way or another depending on the movement that is expected to be done. 

Here below, there is a representation of the vibrations of each bracelet in response to 

the indications that the tourist expects to receive to follow his/her path.  
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Figure 36: Vibrations indicating the movement to be done by the user [79] 

- Turn left: the left bracelet begins to vibrate approximately 10m before the rotation 

in a slow way. When it is at 2m, it makes a continuous vibration. The right 

bracelet does not vibrate. 

- Turn right: the right bracelet begins to vibrate approximately 10m before the 

rotation in a slow way. When it is at 2m, it makes a continuous vibration. The left 

bracelet does not vibrate. 

- Go straight: once the desired movement has been made and it is time to go 

straight, both bracelets vibrate at the same time, with two or three short 

vibrations. 

- Error!: if you have made a mistake in making the turn, or have gone straight 

when you had to turn, the bracelets vibrate alternately indicating that the route is 

being recalculated. 

- Stop!: once the destination has achieved or a beacon sends information to the 

app, both bracelets vibrate continuously for a period. 

It should be mentioned that the types of vibrations have been designed in such a way 

that the user can interpret them in a clear, fast, intuitive and simple. 

What is the functionality of the application mentioned above? 

It is intended to design the application Drivelets in such a way that offers several 

options, always seeking to meet the needs of the user in the best possible way. To do 

this, the app provides the following options: 
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- Daily Use Mode: although a priori the main user to which the presented product 

is destined is the tourist who visits a city, this mode can be used by any person 

who wishes to go from one place to another, of course, as long as you carry the 

Drivelets on your wrists. Within this mode, the user can choose between: 

o Direct path: this option calculates the minimum path from the origin to the 

destination, both indicated by the user. In this way, the user is guided with 

the shortest route between the specified sites. Prior to the start of the 

route, the customer must indicate whether the use of public transport can 

be included in the calculation of the trip. 

o Path with relevant intermediate places: It may be the case that the 

minimum road between two places is moving through unimportant or little 

touristy streets. There can be an alternative route (not much longer than 

the one calculated with the minimum path option) that allows the user to 

walk along streets with some important characteristics: a building of a 

known architect, a famous church or simply a street more popular and 

known than the one determined by the minimum route. It is for this reason 

that the application has this second option: if the user does not want to 

reach the destination in the shortest time possible, but is willing to take 

more time (within a tolerance determined by him/her), the application 

designs an alternative route indicating the sites of interest that the user 

would see if he/she chooses that option. It should be noted that in case of 

choosing this alternative, the consumer must previously select points of 

interest of the user: museums, shops, restaurants, monuments, and so on. 

In this way, the program can design a route suitable to the tastes of the 

wearer of the Drivelets bracelets. Prior to the start of the route, the 

customer must also indicate whether the use of public transport can be 

included in the calculation of the trip. 

- Route pack: initially, the user has to choose between the "Daily Use Mode" 

(explained in previous lines) or "Route pack”. If the user selects the latter option, 

he/she can choose one of the two variants mentioned below: 

o Simple: this option allows the user to obtain a route designed according to 

his/her tastes and priorities. For this reason, prior to the sampling of the 

possible paths to perform, the client must decide the following aspects: 
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Table 5: Aspects to be specified in Route Pack, Simple [80] 

ASPECT TO 

BE SPECIFIED 

SELECTION 

TYPE 
MEANING 

Time Obligatory 
Indicate the hours and/or days that the user wishes to 

make the route. 

Distance Optional Maximum radius of the route. 

Popularity Obligatory 

The emblematic points will be ratified with a score: 

from 1 to 5 stars. The user can select more than one 

option in this case. 

Places Obligatory 

This part of the filtration gives the user the possibility 

to select the places that he/she wants to know: 

museums, shops, churches, buildings, restaurants, 

historical monuments, leisure facilities... 

Route Mode Obligatory 

In this section, users must select whether the 

designed route can include public transport trips or 

not. If it can include it, Drivelets guides the user to the 

specific stop. It is mentioned that, in this case and 

once arrived at the place to get in the public transport, 

the user must look at the mobile phone to know in 

which station or stop should get off. Once on the 

street again, the bracelets automatically reset the 

route to the desired destination. 

Once you have selected the features and preferences of the user, the 

application will display several designs. This mode also allows saving 

some of these routes. 

o Personalized: in this case, the user must specify the following items: 

Table 6: Aspects to be specified in Route Pack, Personalized [81] 

ASPECT TO BE 

SPECIFIED 
MEANING 

Time 
Indicate the hours and/or days that the user wishes to make the 

route. 

Concrete places Unlike in the previous case, in this part of the filtering the user 
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indicates the specific places that he/she wants to visit. The 

application only designs the optimum order to follow. 

Route Mode 

In this section, you must select whether the designed route can 

include public transport trips or not. In an affirmative case, Drivelets 

guides the user to the right stop. It is mentioned that, in this case 

and once arrived at the place to get in the public transport, the user 

must look at the mobile phone to know in which station or stop 

should get off. Once on the street again, the bracelets 

automatically reset the route to the desired destination. 

 

In this mode, it is possible for the wearer of the bracelets to design his/her own 

route in the desired time, including or not public transport. The application itself 

will optimize the distance between the specified places, in order to design a route 

as accurate as possible. 

If the user considers the option to include public transport in the route design... 

How do the bracelets work in this case? 

Once the user has specified the possible transport modes for the calculation of the route 

and, in the case that public transport is included, the application of the mobile phone will 

indicate the steps to follow. In other words, it appears the option to visualize what type of 

transport to take, where the station is, and which stop is the correct one to get off. 

When the route is already initialized in the device and the user is inside a private or 

public transport (car, bus, metro, motorcycle...), the bracelets will be in standby, as they 

vibrate only if the customer is walking. So, once you are back on the street ready to 

move to the destination, they will detect it through the location provided by the 

smartphone, and will continue their route giving the necessary indications until reaching 

the destination. 

Which strategy of implementation of the product will be carried out? 

It is important to accept that it is practically impossible to launch the product and 

implement it in thousands of cities around the world from the beginning. For this reason, 

it is considered the option to sell it only in Spain during the first years. However, even if 

you start selling the product in Spain, there is the possibility of using it in several cities 

worldwide. These cities will be defined once based on a feasibility study and possible 
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success, considering a whole series of factors and criteria, such as the implementation 

of the smartphone in that area. In this way, you can detect possible malfunctions and 

improve them for future software updates. 

It should be noted that the Drivelets team is aware that it is practically impossible to 

include the tourist routes of all the cities of the world. Thus, initially several cities should 

be set up to develop the service, considering the volume of tourism in these cities. It is 

considered that 10 is a good starting number, which allows to cover the most popular 

cities around the world. 

If the idea is successful in these "pilot" cities, the application database will be expanded 

to contain the necessary information of the future cities.  

Thus, this is the process that must be followed for the implementation of Drivelets in 

different parts of the world.  

Initially, how are you going to choose the cities that you can visit, using 

Drivelets? 

To be able to choose them, some investigations must be carried out, setting several 

criteria to be considered in the initial study of the project, more specifically, in the first 

month (Section 5.2.1). However, at this point you can already guess what some of them 

will be: 

- Tourist city: it has to be well positioned in the ranking of the cities most 

frequented by population. 

- City easy to walk through: so that the use of the Drivelets system can facilitate 

the guidance of the city. 

- Cities of high cultural level: factor increasingly valued by current tourists, whose 

citizens are mostly users of a smartphone. 

When the user is somewhere emblematic and known, does the application offer 

any kind of information? 

Yes. The database of the application in question contains basic information to allow the 

user to know where he/she is located, as well as the best-known features of that place. 

When the consumer is in the point of interest, the application receives a signal from the 

beacon that indicates that the information must be shown on the screen of his/her 
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smartphone. This fact allows the tourist to not miss any details of the place, and the 

beacon platform allows interacting with the user accurately and in real time. 

Where can the bracelets be purchased? 

To be able to launch this product, we need a web page. This page gives the option to 

buy the product. 

Initially, the users can acquire it online. It is true that thanks to this method anyone can 

buy it. Nevertheless, the team of Drivelets considers that at the beginning it will focus on 

promoting it in the Spanish territory. 

It should be noted that for the development of this project, we will create a company 

called Drivelets. For this reason, in some sections of this work some references will be 

made to this one. 

State of technology 

At present, there are companies that are trying to implement the vibration system for 

guiding people. However, they are not developing the same wearable as in the case of 

this project. 

It can be stated that the need to cover the Drivelets bracelets was practically non-

existent in previous years. It was from the year 2015 that some companies began to 

investigate in the mobility sector of the people without the need to be aware of the 

screen of their own smartphone. Still, it is important to note that at present there is no 

company that is exploring the world of vibratory bracelets. 

It is known that there are certain people or companies from different countries that are 

developing shoes capable of vibrating, including GPS to locate the user. But currently, 

there is only one prototype finalized and launched to the market, since the rest of 

projects are still in development. It may be the case that some of these will be released 

to the market in the coming months, but these data are not reliable yet. However, the 

Drivelets team can learn from those who have already launched their product to market. 

A possible acquisition of technological know-how, patents, and so on could be studied. 

On the other hand, the part of the technology that refers to the location through a 

smartphone application is already developed: Google Maps or iOS Maps are some of 

the apps that are now available to users. Thus, the option to benefit of some of these for 
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the development of Drivelets is not ruled out. Due to this, a possible option would be to 

take into account the licenses of each of them, for example. 

Regarding the Technology Readiness Level (TRL), it is clear that the development of the 

initial phases of technology is not one of the main problems. Therefore, since there are 

variants of the product proposed in this project as far as this aspect is concerned, it 

allows grasping the knowledge already acquired.  

If it is considered the TRL index in relation to the concept itself (design of a wearable 

one capable of guiding people), in terms of technological viability of the elements 

involved in the process, it is between a TRL8 (complete system and qualified) and a 

TRL9 (system tested in its operational environment, competitive production), since in 

previous occasions these elements have been developed with a completely functional 

result by other companies. However, it is clear that this technology will undergo 

significant modifications to suit our model, so if the TRL index specifically refers to it, 

Drivelets is between a TRL2 (technological concept formulated) and a TRL4 (validated 

technology in the laboratory). 

At the end of the implementation of the project, the situation of this index is expected in 

TRL9, always having in mind that implementations of improvement of the service can be 

developed in future updates of the product. 

Keys to success  

As mentioned in previous sections, there are or have been companies that have tried to 

develop a similar system to the one described in this project. 

The keys to the success of the project can be divided into two sides: one related to the 

work done before the launch of the product and another related to the key factors once 

the product has already been developed. 

Firstly, the most important factors that can impel the innovative idea that presents this 

project comes to an end are the following: 

- Effective planning: being an innovative idea in the world of location of people, 

this project must be scheduled till the beginning. It is important to think and 

create a calendar of times and dates for each action. The agreed deadlines must 

be met. 
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- Participation of team members: it is important that the members of the group 

know how to work together, paddling all in the same direction. All of them should 

strive and believe in the idea, since in this way everyone will give the best of 

himself or herself. 

- Correct selection of new team members: it is necessary to look for people who 

are familiar with the areas in which the propellers of the idea are unaware, such 

as the electronic sector. For example, for the success and implantation in the 

market of this project it is necessary to have a person capable of investigating 

and developing a chip that is included in the bracelets. This device must 

synchronize with the mobile application and vibrate in a timely manner so that the 

user can reach the destination without problems. 

- Definition and setting of objectives: in front of an idea like the one developed 

in this project, the objectives must be clear and precise. 

- Definition of the scope of the project: knowing who the clients are and who the 

stakeholders are, as well as to knowing how far the Drivelets team want to go 

with the development of the project. 

- Budgets: it is important to know perfectly how much money the project requires 

to be carried out and put it into practice. 

- Carry out a feasibility study: prior to the beginning of the investigation, it is 

necessary to know the viability of the project and if the investment recovery is 

going to be short, medium or long term. 

- Continuous research: during the development of this project, the impelling 

members of the idea must be informed day-by-day of technological developments 

related to the product. 

- Continuous analysis of the competition: it is very important that you know the 

steps that the competition has given up at the moment, and the future advances 

that you can develop. In this way, the idea of the project can be modified in order 

to seek a considerable differentiation to attract customers. 

- Determination of the cities to include: as mentioned in previous sections, this 

product is not intended to be initially launched on a large scale, only in Spain. 

Also in the first year, Drivelets will only have tourist plans of 10 cities, two Spanish 

and the rest abroad. 
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Secondly, assuming that the product deployment planning has been completed, the 

main keys to success are: 

- Progressive implementation: prior to the launch of the product in a lot of cities, 

it is considered opportune to carry out "pilot tests" in some Spanish ones. In this 

way, it is possible to detect possible faults (either in the database of the 

application, in the operating system and so on). 

- Good agreements with suppliers: all materials needed to produce the product 

must be purchased from a supplier. It is for this reason that achieving good 

agreements is a great help in putting the project into practice. 

- Collaboration with hotel chains and tourism offices: the reason for this key 

factor will be discussed later. Even so, mention that hotels and tourism centers 

can be key points for the implementation of Drivelets bracelets. 

- Encourage the capture of new users: as always happens with new 

technologies or processes that require user disbursement, the inertia existing in 

the initial periods to attract new customers is great. As the success of this system 

depends on getting more and more consumers, marketing strategies may be 

needed at the outset. In this way, the product is made known to other people. 

- Getting finance: it is probably one of the most important and costly activity. As 

you can imagine, the budget required for this project can reach considerable 

figures. That is why this factor will be key to the success of the project, both 

before and after the launch of the product. 

These are the keys for Drivelets to succeed in today's market. That is why the team of 

workers must be trained to be able to carry out this project successfully. 

5.1.3. Technological challenge, market opportunity 

As it can be guessed, this project proposes several types of innovation, trying to satisfy 

several users’ needs with a single application. Throughout this section, it will be 

explained these various types, as well as the investigation if there is any national activity 

that can interact with Drivelets. Finally, it is intended to describe what is the market 

opportunity that has driven the team to work on this innovative idea. 
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Technological challenge 

The technological challenge of the Drivelets bracelets is divided mainly in two sections: 

the design of the chip to be introduced in the bracelet and the development of the 

application for the mobile phone. 

First of all, the design of the chip should be as optimum as possible, since it should be 

introduced in a bracelet of small size. That is why the founders should look for some 

people specialized in electronics, able to carry out this task successfully. 

Although in later sections the competition that exists in the current market is detailed, it 

should be noted that some companies that have similar ideas to the one presented are 

precisely small startups. For this reason, it may be interesting to contact them to see if 

they are interested in our project and, thus, to begin to negotiate the exchange of ideas 

and knowledge for the development of the product. 

In the same way, this idea could be sold to a larger company that could be related in 

one way or another with the application and the product that is proposed in this project. 

For example, it could be presented to companies that offer bracelets of sports 

application (to count the steps, kilometers traveled...), to companies related to the 

location and guidance of people, and so on. 

Secondly, it is intended to innovate in the type of application to be designed. This must 

meet the characteristics that Google Maps (for example) can cover, and also, to act as 

"travel agency" thanks to the options that have been described in the section of concept 

development. 

Development of the chip  

One of the main technological challenges is, as mentioned above, to develop a chip to 

meet the following requirements: 

- It must be of reduced size since the bracelet has to be designed in such a way 

that it has to be attractive for the client. In this way, Drivelets must be thin and of 

rubber to be water resistant. 

- It should contain a battery so you can recharge it in case it is spent. For this, it 

has to be easily removable from the bracelet or with the connector located in an 

accessible place. It is considered that this battery should be designed in such a 
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way that the system can run for at least 24 hours in a row and that its charge is 

fast. 

- Design it in such a way that it can synchronize with the mobile phone via 

Bluetooth, for example, or other technology that does not consume much battery. 

- Once synchronized, you have to be able to follow the directions of the specific 

route and bracelets must vibrate at the right time. 

Development of the application for the smartphone 

On the other hand, the application that the user must download on his/her smartphone 

in order to use the product must fulfill the following basic requirements: 

- The design of the application must be made in such a way that it does not 

present many difficulties of understanding and that does not lead to confusion. In 

this way, the user can use it without any problem. 

-  Good synchronization between bracelets and smartphone: you have to avoid 

possible connection failures. 

- The application must present an attractive aspect for the satisfaction of the user 

who uses it. 

- Design it in such a way that it can be synchronized with the mobile phone via 

Bluetooth, for example. Thus, the application has to be able to send the 

necessary information to the chip so that it vibrates. 

- By some type of motion processor, if the chip is activated (in other words, if the 

bracelet is activated) it must recognize when the user is walking. In this way, 

he/she can be guided to the specified destination thanks to the vibrations. This is 

easy to develop thanks to the accelerometer built into most current smartphones. 

- It is also important a high compatibility between the application, the smartphone 

and the platform of Beacons. 

State of the art technologies to use 

The features explained so far require a research process and a testing period. For this 

reason, both funds and a collective effort are needed. 

At present, the technology to develop an application of a mobile phone is very 

advanced, since it has been evolving rapidly in recent years. However, it is also 

maintained that it is a technology that still has a lot of travel ahead. 
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Nowadays, there are several applications that use processes like those needed in this 

project. Some of them are: 

- Google Maps or iOS Maps: capable of guiding people from a place of departure 

to a destination specified by the user. This can specify if you want to make the 

trip by walking, by car or by public transport. In the last case, the corresponding 

stops are specified in order to reach the destination. 

- Bracelets to control physical activity, such as FitBit Flex bracelets: these bracelets 

allow controlling the daily activity of the wearer of this device. These wearables 

monitor the steps, the distance, the calories burned, the minutes of activity, the 

activity for hours and the time of inactivity. Statistics can be synchronized 

wirelessly with major computers and smartphones. 

- In the case of Beacons, it can be used either the technology provided from Apple 

IBeacon™ or Google™ Eddystone. Both are quite developed.  

It should be noted that part of the technological challenge is the development of the 

connection between devices: the mobile phone or tablet, the bracelet and beacons as 

well as the implementation of these in tourism, as discussed in detail below. For this 

reason, the possibility of buying the technology developed by laboratories and/or other 

companies and applying it for the present purpose is not ruled out. 

Market Opportunity 

As in any innovation, it is necessary to visualize the opportunity offered by the market so 

that it can be successful. In this case, the market opportunity is centered on the fact that 

more and more people are showing interest in visiting other cities, to know new places 

that allow them to escape from their routine. 

This market opportunity is the main focus to explode. With the Drivelets system, tourists 

will be able to enjoy the surroundings of cities without the need to orient themselves 

using a map or a mobile phone. As already mentioned in previous sections, this fact 

allows the user to have the hands free to perform any other action, without having to 

hold an object to be guided. 

It may be that the main customer is the tourist because as the project evolves, he/she 

can use the Drivelets in many different cities. However, another opportunity that should 

not be discarded is the hotel sector and tourism centers, as they may be interested in 
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having a certain number of products for their customers. In this way, a unique and 

innovative service is offered to its guests. 

On the other hand, the use of wearables is the order of the day, becoming in many 

cases a lifestyle. So far, all inventions related to the mobility of people without the need 

to use a smartphone directly (looking at the screen) have been vibrating shoes. It is in 

this aspect that Drivelets differs from the rest, since the fact of being two bracelets 

implies that the user can dress the way he/she wants, without having to wear a specific 

garment to be guided. 

One drawback is that this product cannot be launched on a large scale from the 

beginning, as it should be a progressive release. For this, the initial cities that can count 

on with this service will have to be the ideal ones to promote the success of Drivelets. 

Faced with this problem, it is necessary to carry out a previous study on which cities can 

be part of the project initially and to be able to decide which are the most appropriate. 

In conclusion, it is believed that there is sufficient reason to think that the idea presented 

in this report may have a way out in the market and good profitability in the future. 

5.2. IMPACT  

5.2.1. Expected impact  

Economic impact  

The main economic impact has repercussions on the company created by the person 

who carries out the project, in this case, the drivers of Drivelets. This company, which as 

explained above is the owner of the product described, is responsible for marketing it 

with the aim of maximizing the earnings. In other words, it must be developed a suitable 

business model to boost brand growth. 

In order to have an idea of the size of the economic impact, it is necessary to first think 

about the size of the current and future market. In the case of Drivelets bracelets, the 

total market at the beginning of the launch of the device is the Spanish population willing 

to travel. 

Thus, to carry out a study on the economic impact, it is crucial to have the following 

information: 
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- Number of people that visit each of the 10 cities included in the application of the 

smartphone, at the beginning of the commercialization of the product. This value 

refers to a specific time period, for example, one year. 

- Of this number of tourists, the percentage of people with Spanish nationality. This 

information is necessary since the project has been proposed in such a way that, 

initially, the attainable market is Spanish. 

- Once obtained the number of Spanish tourists that travel to those specific cities, it 

must be estimated a realistic percentage that may be interested in acquiring the 

product. In other words, the percentage that represents the number of Drivelets 

sales during the given time period. 

After an intensive search, it is concluded that these data are not within the scope of this 

project. For this reason, we opt to make the following approximation: 

First of all, the total available market are all those people residing in the Spanish state 

considered as tourists: that they like to travel and to know places unprecedented around 

the world, or even those that travel only inside Spain, since the application contains 

several cities of this country. The data found that is of great interest for the study carried 

out is the following: 

- In 2016, a total of 25 million residents in Spain declared to have made at least 

one trip outside their habitual residence, where the communities of Madrid, 

Andalusia and Catalonia were the ones that most travelers emit.  

 

Figure 37: Internal Spanish trips according to travel reason [82]  
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In the previous figure, it can be observed that 53% of the internal trips inside 

Spain are of leisure, recreation or vacations. In addition, it is known that of this 

percentage, the reasons why the population has traveled are the following ones:  

 

Figure 38: Typology of leisure in the internal trips inside Spain by the Spaniards [83] 

 

- In 2016, residents in Spain made 12.2 million trips abroad, where the average 

was to stay 9 nights. The reason for this type of travel is shown in the following 

figure:  

 

Figure 39: Spanish trips to foreign countries, depending on the reason [84] 
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Of the 51% that travels for leisure, recreation or vacations, the following 

information is known: 

 

Figure 40: Typology of leisure of Spanish people travelling abroad [85] 

Based on these data, the following hypotheses are made in order to be able to 

realistically estimate the economic impact of Drivelets bracelets in the Spanish state: 

- From the trips of the Spaniards inside of Spain, 1,378,000 were cultural. 

o Hypothesis 1: the 7% were cities that the application of Drivelets 

contained. This percentage is equivalent to 96,460 trips. 

o Hypothesis 2: the 0.15% may have been interested in the product 

described in this project. This percentage corresponds to 145 interested 

persons. 

- From the trips of the Spaniards to Europe or other continents (international trips), 

4,063,478 were cultural.  

o Hypothesis 3: the 2% of these trips were visits to one of the cities included 

in the application of mobile Drivelets. This percentage is equivalent to 

81,270 trips. 

o Hypothesis 4: the 0.55% may have been interested in the product 

described in this project. This percentage represents 447 interested 

persons. 
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Hence, it is concluded that in 2016, a total of 592 people might have been interested in 

the product offered by the Drivelets team. 

From this value, we assume the following: 

- Hypothesis 5: an annual growth of 5% (more and more people are willing to travel 

for tourism and to visit new cities). 

- Hypothesis 6: from the value obtained with the percentage assumed in 

Hypothesis 5, it is estimated that in the second-year sales are doubled both in 

Hypothesis 2 and Hypothesis 4. In the third year, these values will triplicate in 

relation to the second year and in the fourth they will double in relation to the 

third. These evolution is trying to reflect that Drivelets will be positioned stronger 

in the market and gaining buyers year by year. 

It is important to mention that the product is launched in July 2018, as will be explained 

in Section 5.3. That is why it is considered that the product can be released twelve 

months later than the beginning of its investigation. 

To calculate the total profit that the company can obtain, the following hypotheses are 

made: 

- Hypothesis 7: the selling price of the product is € 60. 

With all this data, the benefit that would obtain the company starting from the previous 

assumptions is: 

Table 7: Profit obtained from the assumptions related to the sale of the product [86] 

YEAR 

1 2 3 4 UNITS 

592 1243 3914 8219 units sold 

COMPANY PROFIT 35,500 74,551 234,835 493,153 € 

The 4 years in the previous table are established starting on the first year of the product 

launch: year 1 refers from July 2018 to the same month of 2019. 

It is worth mentioning that these values are indicative. Greater precision is required to 

assess exactly what the total benefit should be. In addition, the agreements with the 

hotels, the tourism centers and the agreements established regarding the distribution of 

the rent income should have been taken into account. 
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If this second source of income is considered, the increase of the benefit can be 

estimated by the following hypotheses: 

- Hypothesis 9: initially there is 1 hotel and 1 tourism center (which offers the 

service described in this project) in each of the 10 cities that contains the 

application. So, in each city there are two places where people can rent the 

devices. 

- Hypothesis 10: every year an average of 15 more hotels and tourism centers are 

added, distributed among the cities that are in the database of the application at 

that time. 

- Hypothesis 11: the rental price is €5 per day and per unit. 

- Hypothesis 12: each hotel has 10 bracelets to offer them to its customers. It is 

assumed that 50% are used every day, throughout the year. In other words, 5 

bracelets are used during the 365 days of the year in each of the hotels. 

- Hypothesis 13: 40% of the total rent benefit belongs to the company driving the 

idea, while 60% belongs to the owners of the hotel. 

It should be noted that the hotel does not have to pay any amount for having the service 

in its buildings. You only get benefit in case your customers use the Drivelets product. 

In this way, the benefits obtained that come from the rent are the following ones: 

Table 8: Profit obtained from hypotheses related to the rental of the product [87] 

YEAR 1 2 3 4 UNITS 

Hypothesis 9, 10 20 35 50 65 number of places 

Hypothesis 11 5 5 5 5 rental price 

Hypothesis 12 36,500 63,875 91,250 118,625 tourists 

COMPANY PROFIT 73,000 127,750 182,500 237,250 € 

Another source of benefits are subscriptions. This fact means that once the user buys 

the product, he/she can download in the app the plan of a city for free. If they want to 

access to more cities, they must pay €5 per city. The economic benefit of this resource 

follows the next hypothesis: 
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- Hypothesis 14: Drivelets users will download three city plans over the life of the 

product (the first subscription is free so it is not counted).  

The benefit obtained from the subscriptions is as follows: 

Table 9: Profit obtained from subscriptions [88] 

YEAR 1 2 3 4 UNITS 

Hypothesis 14 1183 2485 7828 16438 Subscriptions 

COMPANY PROFIT 5,917 12,425 39,139 82,192 € 

Finally, the total profit of the company according to the hypotheses explained above is 

calculated by summing the total profits that come from sales of the product and those 

that comes from the rent and the subscriptions of the product: 

 

Table 10: Profit obtained from the sale and rental of the product [89] 

YEAR 1 2 3 4 UNITS 

TOTAL COMPANY PROFIT 114,417 214,726 456,474 812,595 € 

It is important to mention that these values are an approximation. Further research is 

needed to estimate the assumptions in a more appropriate and accurate way. 

Nevertheless, it is accepted that the obtained results can be representative to evaluate 

the idea and to carry out the project. 

Technological impact 

Regarding the relevance of such a device in current technologies, although it may seem 

a priori that it does not have a direct impact, if we look closely at the tourism sector, 

which has a greater effect, it can become revolutionary.  

This is because, in this area, the use of technologies is relatively scarce, once the 

customer has arrived at the destination to visit: you can hire a hotel online, buy a 

transport ticket (plane, train…) or you can even look for the iconic places to see once 

there. But with all the paperwork managed and the information about what to visit, 

tourists must organize to reach all the sites that have planned in their available time, 
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adding the possible difficulties they may have when moving through an unknown city. If 

they want to know more information about these, they should look for it on their own. 

Thus, it is observed that a platform that groups all the points of interest of a city and that 

guides in a simple and effective way by the cities - offering a set of predefined routes 

oriented to their tastes - supposes, indeed, a technological innovation within the tourism 

sector. 

On the other hand, the use of wearable technology in this field is also part of the impact 

to cause in the sector, as it is currently being made little use of it. Mainly, it has been 

used by some hotel chains instead of using access cards to the hotel rooms, as a 

method of payment in the accommodation or to hire extra services (car rental, for 

example).  

For all these reasons, betting on these technologies can really represent a new way of 

acting within this sector. Another novelty is the use of beacon technology, which will be 

in strategic locations, and depending on the proximity of the user, he/she will receive 

information. This fact allows to send information in real time and in a more accurate way. 

Environmental impact  

In the environmental field, although it seems that the project does not have a great 

relevance, it encourages the user to go on foot or to use public transport. This shows 

that Drivelets promotes sustainable mobility, a movement in which large cities work to 

reduce pollution levels in urban areas. This reduces the emissions of greenhouse gases 

and PM10 particles from transport, causing serious health problems. 

Finally, if you think about a future not too distant, business models will become more 

aware of this problem and that is why Drivelets wants to be an impeller in these new 

currents to create a cleaner world. 

Ethical and social impact 

From an ethical and social point of view, the project means a change in the way of 

understanding the orientation, eliminating the need to carry a map or the mobile phone 

to be guided through the city. In addition, it allows busy people who need the mobile for 

more important and urgent uses, to not use it as a monitor for guidance. 
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Drivelets promotes with their product the use of wearables and believes necessary to 

join the technological and social revolution of these devices, as the world is focusing in 

this direction. Is it considered that soon, wearables will be present at our daily lives that 

they will be part of the usual clothing. It will also have an impact in the culture and art 

world, as it incorporates in its application the visit to emblematic sites that will enrich the 

user's knowledge. 

In addition, it is focused on young people and adults (approximately 16 to 40 years old), 

making them slightly less aware of their smartphones used to orient themselves, or just 

use them for other uses (consult social networks, surf on the internet and so on). 

Finally, the product seeks to change the way of interacting with the devices in terms of 

guidance and orientation, so that the current and future adult generation are a little freer 

and can have more time to do what they like, instead of worrying about how to go to the 

sites or how to focus the visit of a city. 

Business model  

As shown in Figure 42, the company Drivelets has a well-defined business model, which 

has been designed using the Canvas methodology. Thanks to this, it can be observed 

the strategy that has to be followed to boost to market the innovative results of the 

product. 

On the one hand, the key partners necessary for the proper functioning of the product 

are: Google Maps, which uses its API to obtain the optimum route between two points; 

TripAdvisor, that thanks to its API the most recommended sites of a city are known; a 

company of integrated circuits focused on mass producing of circuits integrated of the 

bracelet and its encapsulation; a company responsible for the strap that will hold the 

bracelet electronics; a company that supplies the beacons and, finally, a company or 

external person in charge of the development and maintenance of the web. 

In relation to the key activities, the company is basically dedicated on improving the 

mobile application that communicates with the bracelet, as well as focusing on 

improving the bracelet itself, while researching and developing new accessories that can 

continue improving and facilitating mobility in cities. 

For key resources, in order to cover all the aspects of the business, it is basically 

required the bracelet, the beacons needed and the application that manages these 
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bracelets, as well as the company website and a center where the product is 

investigated and developed. 

The detail of the actions to carry out all these aspects is discussed in section 5.3. 

Regarding the relationship with customers, this depends a lot on the segment to be dealt 

with: in terms of hotels and tourism offices, we seek a personalized relationship, offered 

by the sales department, in order to establish commercial agreements. In addition, these 

are also expected to receive feedback and possible improvement points, in order to 

provide a more satisfactory service for customers.  

In terms of customer users of the product, whether those focused on tourism or simply 

to move around their own city, it is intended to provide an automatic service, whenever 

possible -facilitating the tourist routes according to the criteria they have introduced, or 

guiding them from one place to another suggesting intermediate stops that may be to 

their liking if they request -, as well as having a collective relationship taking into account 

their suggestions and criticisms (via the web, application or social networks). In addition, 

an effort will be made to provide them a personal assistance in case they request help to 

the technical support, through the web or the application. 

Therefore, the channels on which a communication with the client is established are the 

social networks, the web, the application of the bracelet and the sales team. 

Section 5.2.2 discusses the actions that will be carried out to cause impact taking into 

account these two segments of customers, the relationships established and the 

channel through which they are established.  

Lastly, in relation to the cost and revenue structure, detailed in section 5.3.3, the main 

costs have been considered to be the domain of the website, together with the design 

and maintenance of it, the place where the product is developed, the cost of the 

development itself (basically salaries), the maintenance of the application, the salaries of 

the sales and marketing managers, as well as the production of the chips and the 

bracelet, and the purchase of the beacons that will take part in this innovative project. 
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Figure 41: CANVAS of Drivelets [90] 
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Alternatives in the market 

At present, there is no company or system related to the use of bracelets with the aim of 

guiding people. However, there are other types of objects that allow you to receive 

vibrations to reach a specific destination. The most similar alternative found to the 

Drivelets system are some vibratory shoes. 

Carrying out a study of the possible competition, it has been verified that it was almost 

non-existent to this day, since there was no device capable of indicating to people the 

correct way to arrive at a previously selected place. Even so, the articles found that 

show similar technologies date from 2016, approximately. 

The most similar product that is already on the market is a shoe that incorporates a GPS 

and guides the user through some vibrations. The launching company is named Hi-Tec, 

a leading Dutch company in footwear innovation. The technology is mainly aimed to 

sports clients who want to monitor their activity and improve their workouts to reach their 

goals. This device guides them in their journey. 

The company has launched the product with a price of approximately 135 pounds. It 

should be noted that during 2016, it has only been released in the United Kingdom. 

However, it still has to be improved since it has been proven that sometimes it loses its 

location. 

For technological development, Hi-Tec has partnered with Ducere Technologies, an 

Indian company. Ducere Technologies are the creators of a technology that helps 

visually impaired people and as a consequence, they need a different way of guiding 

themselves since they cannot orient themselves through the map of their mobile 

phones. 

To carry out the idea that both companies had in mind, they have created the application 

“Lechal”. This saves the maps in the smartphone, counts the steps, calculates the 

calories, measures the distance traveled and gives the option to modify the route in 

order to achieve the goals that the shoe holder fixes. In addition, it has a community of 

users who share their data and virtually compete with each other. 
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The battery of this device lasts about 15 days, so this factor is not considered as an 

inconvenience. The shoe chip is synchronized with the smartphone via Bluetooth. 

 

Figure 42: GPS shoes from Hi-Tech Company [91] 

On the other hand, EasyJet, a British low-cost airline, is exploring out its Core Business 

sneakers with GPS: the “Sneakairs”. At the present time, it is only in the project phase 

and has manufactured a prototype. 

This system uses a vibration module, a battery and a miniature low-power Bluetooth 

unit. This device fits perfectly in the sole of each of the shoes, since it is at most 3 

millimeters thick. In addition, it can synchronize with any smartphone, just like the 

product mentioned above. The vibrations give rise to the guidance of the person wearing 

the described shoes, where the indications come from a browser that uses the Google 

Maps API.  

In case the user wants to stop to eat or take a look at the gallery that is across the 

street, it is not a problem. The application automatically recalculates the route with the 

aim to reach the desired destination. 

In addition, being a product promoted by an airline, these shoes allow its wearer to be 

guided inside the airports. For example, shoes can guide the person who wants to take 

a cappuccino during that three-hour scale at JFK (airport in New York), and then to the 

boarding gate to make the connection. 
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Having just launched a prototype, EasyJet has realized that the life of the battery is a 

major problem: the battery lasts only 3 hours. That is why the company is still working 

on the design of this one. Beyond this fact, the technology designed would fit in any 

template of a different shoe to the one designed by the company. So, this fact opens a 

lot of opportunities in the market. 

 

Figure 43: GPS shoes offered by EasyJet [92] 

Thus, it can be observed that it is beginning to innovate in the field of guidance and, 

specifically, to eliminate the need to look at the screen of the mobile just to be guided. 

The fact that several companies are seeing a potential market in this technological area 

can have advantages and disadvantages. The main positive aspect of this is that not 

only do we believe that the user is prepared for this new technology, and the fact that 

companies like EasyJet think it is wise to invest in their research, further reaffirms this 

theory. 

However, this means that more and more companies will want to join the field of 

innovation related to this need and, therefore, the product developed by Drivelets must 

present a clear differentiation with respect to its competition. 

Nevertheless, all the above-mentioned competitions are developing their technology 

around the shoe. An article of daily use, but with infinite varieties (sports, sandal, heel 

and so on.) so people often change it with great frequency. Even if it were thought that 

instead of the shoe it was the template that incorporated the technology, this fact would 

imply different forms of this template. In addition, in the case of certain shoes like 

sandals would not be the most convenient. 
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By contrast, Drivelets deeply believes in the differentiating success of using another 

wearable as the bracelet is: more dynamic and comfortable to use in comparison with a 

shoe. 

Moreover, Drivelets considers both the user who would use it daily as well as the tourist, 

including in the app routes that incorporate emblematic sites with the corresponding 

information of the point of interest. It is also believed that the user can customize their 

routes according to their tastes, time..., placing the technology to the full service of the 

consumer, trying to cover most appropriately all their needs in this area. 

5.2.2. Scope of impact  

Limiting factors the expected impact 

Although the ideal case would be to achieve the expected impact discussed in the 

previous point, there are several factors that can reduce it in some points. 

On the one hand, there are many internal aspects that limit the impact of the project. 

These are basically the geographical definition of the project, since to verify if it is 

successful it will be put on sale, initially, in Spain; limiting the potential benefits in case it 

should be launched globally. This limitation is made considering the marketing 

campaign, because the advertising campaign should focus in a different way depending 

on the culture of the countries. 

Apart from this, it also becomes an internal limitation to focus our target as adults and 

young people of a defined age range, since, although other people can acquire it, 

advertising is not aimed at them. While this may be a limitation, it also allows better 

results with the potential customers in which the campaign is focused, since more 

personalized advertising allows them to feel more easily identified with the product and 

make it easier to acquire the product. 

On the other hand, there are also several external factors that can significantly influence 

the impact if they are not taken into account, causing the project to fail. These are the 

following ones: 

- Problems in obtaining the necessary finance. If funding cannot be found for the 

project, it will be difficult to launch the product described. Even if does not need 
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an exorbitant investment, an initial one will be necessary, especially to cover 

manufacturing costs. 

- An invasive technology that could harm the company, diminishing the expected 

impact in all the aspects considered. 

- That competitors appear with the same idea or similar, covering the same range 

of customers. 

- That the product does not have the acceptance expected by the customers. 

- That there is some aspect of the technology that does not allow a good operation 

of the product. 

- That the use of the bracelet is limited in countries with non-free roaming, for the 

extra cost that may have for users to connect to the Internet to recalculate routes. 

In section 5.3.1 is discussed more broadly. Moreover, countermeasures are added to 

minimize the effect they may have. 

Marketing strategy and dissemination of results 

This project is intended to improve the quality of life of the user who intends to reach a 

specific place following certain indications, and inform him/her of the different points of 

interest. Being an innovative idea in this area, it requires a good organization and 

business approach made by the team of Drivelets. It is very important that the promoters 

of this product know how to design a good marketing strategy to attract the attention of 

customers in the best possible way. 

The idea is to realize a progressive implantation of the product, that is to say, to start for 

some cities previously selected with some type of criterion. For this, it is decided to 

implement a specific number of products in order to: 

- Observe how the demand responds and know if it is a product that can be 

successful. As a result, the application database will be expanded to be able to 

use the device in more cities around the world. 

- To be able to receive feedback from the users to have the possibility to improve 

the product. 

It should be noted that, therefore, constant, effective and, if possible, two-way 

communication is required to receive all possible feedback and to know whether things 

are being done right or how they could be improved. 
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This feedback should be taken into account and, after that, start to work to improve the 

system taking note of the comments that users have made about it. 

Considering that the product is already on the market, its use is mainly aimed at two 

types of consumers, classified as "tourists" and "everyday customers", whose profiles 

can be described as: 

- Tourists: 

o Person between the ages of 16-40. 

o With interest to discover new places. 

o Occupied person, who does not have time to prepare a detailed route or to 

find information about the emblematic sites of the place to visit. 

o Feels comfortable with technology and has no refusal to use it. 

- Customers of daily use: 

o Person between the ages of 16-40. 

o He/She likes to discover new places in known areas. 

o Busy person, who does not have time to look at how to get from place to 

place. 

o Feels comfortable with technology and has no refusal to use it. 

Both encompass the main consumers, where the team of Drivelets must design a good 

marketing strategy to reach as many as possible clients. 

On the other hand, to make the product known to tourists, it is convenient to offer it to 

hotel chains and tourism centers. In this way, the tourist can rent it, and as a 

consequence, the hotel or tourism center offers a better experience to the traveler. 

In this case, the product is offered to the hotel or tourism office for free. Of course, a 

percentage must be agreed to distribute the income that comes from this rent. In other 

words, when the customer rents such a device, a percentage will be for the specific 

hotel or the tourism and another for Drivelets. This fact promotes to make the product 

known worldwide, since tourists can be from any city of the world. 

As the company is primarily focused on a young clientele, it is believed that the 

marketing strategy should be focused primarily on the Internet and social networks such 

as Twitter, Facebook and Instagram. In addition, these products can be promoted 

through blogs and influencers (people with large numbers of followers). It would also be 
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important to be known in fairs and innovative events related to new technologies, 

wearables and also to tourism. 

Another fact that promotes the commercialization of the product is word of mouth. Thus, 

it is considered that many people can know Drivelets bracelets via social networks, and 

later, tell it to friends, family, and so on. 

Additionally, a person who has tested them thanks to the rent in the hotel or tourism 

center can tell his/her acquaintances when he/she returns from the trip, so that other 

users have this option in their future trips. 

Related patents identified and knowledge management generated 

About the use of knowledge and protected designs of other companies, it has not been 

used any of them in the present project. In addition, it has proven that Drivelets has not 

used any of the patents of its competitors, which as mentioned above, these are 

companies like EasyJet and Hi-Tec, because they do not have any patent yet. 

About the management and protection of knowledge generated by this project, since it is 

desired that this technology will be established in the sectors of tourism and in our daily 

life, it has been considered that no patents will be made; trusting that Drivelets will be 

the first one to launch it to the market, taking advantage of competitors both in terms of 

quality and low cost of the product. 

5.3. IMPLEMENTATION 

5.3.1. Work plan 

To bring the present project to fruition, it is necessary to develop a realistic, specific, 

measurable and achievable work plan in a defined period.  

The purpose of Drivelets is to act as a guide for people carrying the device. For this 

reason, the primary tasks are: 

- Design the chip that is inserted into the bracelet. 

- Design the application of the mobile phone. 

- Definition of the connection between the smartphone application and the 

bracelets. 

- Design the network of Beacons. 
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This project assumes that, as these technologies already exist, these tasks should not 

be delayed for a long period of time. For this reason, it is estimated that the duration of 

the project is 12 months. In other words, the product is launched 12 months after the 

start of the project. 

The team that take part in the project is divided into 4 groups: 

- Founders: people who push the idea and who are the maximum interested in the 

success of the project. 

- Team of engineers: group specialized in the electronic, computer and mechanical 

field, selected by the founding team. As will be explained later, they are in charge 

of carrying out the design of the devices and applications necessary to satisfy the 

need explained in this project. 

- External service: previously selected by the people that are the creators of the 

product, this group is in charge of carrying out the outsourced tasks. 

- Community Manager: in the same way, as in the two previous cases, these 

people will be chosen by the founding team, or even it can be one of them. This 

person is the responsible for building and managing the online community of the 

product offered by Drivelets. Through social networks that have been specified in 

other sections, the Community Manager must create and maintain stable and 

lasting relationships with customers.  

Once it is selected the team that play a part in Drivelets, it appears the need to find a 

place to work. For this, it is ruled out the possibility of renting a premise or an office, 

since this fact entails a considerable investment. Thus, the option of finding a coworking 

area is chosen. This option allows you to reduce the costs that could be incurred by 

renting an exclusive location for the Drivelets team. 

In parallel with to these two facts, the founders of the project must get enough funding to 

get support for the future, either for negotiations with the manufacturers of the objects 

that are needed or to make known that there is a team of investors behind which support 

the idea. This last fact is a factor that can help notably when boosting the project, 

favoring its success. 

Another important task that must be carried out from the beginning of the project is the 

study of the market trends in which the Drivelets team wishes to be introduced. This 
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factor is important because in this way, it is perfectly known what the customer's needs 

are, and thus being able to cover them. 

Thanks to the study carried out at the beginning of the project, the team must be able to 

define the 10 cities that will contain the application of the mobile phone. This must be 

done at the end of the first month of development of this project because on the second 

one, the team of engineers should start the design of the bracelets, both the electronic 

part and the aesthetic one. In addition, another aspect in which they must work is the 

design and the programming of the application. The design process of the bracelet 

should last approximately 3 months in order to start to manufacture them. 

However, such manufacture cannot be started without having previously selected the 

suppliers who will provide the necessary items. For this reason, it is necessary to 

negotiate to obtain the best relation quality-price. 

Another relevant aspect is the design of the packaging of the product: how will it be 

delivered to the final customer. It should be noted that this design is scheduled for 

months after the design of the electronic system of the bracelet and the application, as 

these are more urgent. 

It should also be mentioned that the order is prepared at the establishments of Drivelets 

(in this case in the coworking place). Thus, it must be created an adequate distribution 

network in order to be able to send the final product to the consumer and deliver it on 

the date established in any place covered by the project. 

In parallel with the manufacturing process of each of the elements, the following 

activities can be carried out: 

Firstly, the Community Manager must initiate its strategic development plan to make a 

noticeable impact on social networks, as well as get the attention of potential customers. 

Another fact that should not be discarded is to drive the Drivelets product through 

influential people in today's society. 

Secondly, as discussed in previous sections, agreements should be made with the 

hotels and tourism centers. It is necessary to agree how to distribute the benefit 

obtained. This activity is carried out by the founders of the project, using the data 

extracted from the previous study. In this way, those hotels/tourism offices that are 
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considered suitable for the implementation of the system are selected, and then, 

necessary steps are taken to make a beneficial pact for both. 

Thirdly, the programming of the website is outsourced. It should be noted that the design 

of this must be accepted by the founders of the project. Thus, the information flow must 

be bidirectional: the external company and Drivelets must collaborate to make the page 

attractive and explain the functionality of the product clearly and accurately. In addition, 

they must take into account which are the main clients, since depending on which they 

are, the website should be designed in one-way or another. 

Once arrived at this point of the project, it is considered that the product Drivelets is 

already prepared to be launched to the market. That is why the objective of the project 

can be reached in 12 months. 

Finally, comment that legal advice is needed throughout the development. Therefore, 

frequent meetings will be held with the right people so that at no time might appear any 

irregularities that may affect the initially agreed schedule. 

Finally, it can be seen how through the planning done, the different key success factors 

of innovation, already identified in Section 5.1, have been taken into account. For 

example, through the trend study and the elaborated analysis, the Drivelets team can 

know their competition, what preferences of the users are at a specific time, and how the 

application can be improved for future updates.  

Gantt diagram  

The next page shows the project schedule represented in a Gantt diagram. 

If the project starts next July, it is estimated that the product can be launched on the 

market in July 2018. For this reason, all the activities commented on the previous 

section have been planned. 

As it can be seen, there are certain margins in some of these activities. That is why the 

colors of an activity can be of different tones. Thus, the light tone refers to the margin 

month that is considered for that specific activity. 

To better understand this concept, here are some clarifications: 
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- The design of the electronic system of the bracelets has a month of margin at the 

beginning: it can start in September or October. Depending on its start, the 

beginning of its manufacturing is conditioned. 

- In the same way, you cannot start the design of the packaging until you know 

what the size of the bracelets are (the packaging must be optimum and adapted 

to the defined shape of the bracelets). For this reason, the design dates of the 

bracelet will condition the beginning of the design of the packaging. 

- Another important aspect to comment is the start of negotiations with hotels and 

tourism offices. For this, it is considered as necessary to have a sketch of the 

design of the bracelet. In this way, the Drivelets team can show how the product 

and services will be. 
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Figure 44: Gantt diagram of Drivelets [93] 
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Pert diagram 

After a Gantt chart, a Pert chart is presented. 

This diagram shows the main activities - grouping those with the same duration - and, in 

orange, it is indicated the two critical paths presented in this project. 

On the other hand, a table is also included above each of the activities, whose meaning 

is explained in the following figure:  

 

Figure 45: Explanation of the information contained in the Pert diagram of the project [94] 
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Figure 46: Pert diagram of Drivelets [95] 



 147 

Risks  

It is true that in any innovative project there are always a series of risks, but this is 

inevitable if you really want to find a new way to succeed. The following are the main 

risks that Drivelets will face: 

- The most important risk faced by the company is not getting funding or get it in an 

insufficient way. This would mean not realizing or delaying the entire project. 

Unfortunately, there is no alternative without the economic support that the plan 

needs, assuming a renunciation of the idea. 

-  Another danger is the non-acceptance by the customers or final consumers. To 

avoid this risk, it is important that the Drivelets team conducts a deep initial study 

to know what are the appropriate methods to attract the people targeted. 

- Another contingency that can dismantle the project is that the company does not 

realize a new innovation of technology, inventing an alternative to satisfy the 

need raised by the idea presented. An example would be Google Glass, because 

using this object, the user's hands are not occupied by any type of device. Before 

this radical change of the situation, Drivelets would have to protect itself with a 

defense previously studied and premeditated.  

- If an outsourced activity does not meet the agreed dates, it means a delay in the 

launch of the product. To avoid this, the Drivelets team will act with 

professionalism getting contracts with competent promoters, and also 

establishing the relevant penalties in the contracts that must be signed. 

- Another risk to consider is the appearance of competitors with the same idea or 

similar that covers the same range of customers. This may make it difficult to 

obtain financing from certain investors. Faced with this situation, the team of 

Drivelets should stand out from the rest pushing and making known that the idea 

is so good that other users are betting on it. However, the company should look 

for some ways to distinguish from them. 

- Finally, it may be the case that the user does not have Internet on the mobile 

when he/she is ready to start a route. It is important to note that telephone 

companies are currently working on this aspect. For example, Vodafone already 

offers the option of having data by the United States and Europe without any 

extra cost outside of the contracted rate. In fact, the extra costs for roaming in the 
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European Union will be eliminated this year. It is for this reason that it is expected 

that when the product reaches the market, this risk will no longer be a problem or 

the impact it may have will be quite limited and reduced. 

5.3.2 Internal team, external collaborations 

To achieve a good operation of the company and that the product success in the 

market, it is necessary to have a clear structure in the company, defining who is 

responsible for the different tasks within the company. In turn, clarifying the necessary 

partnerships with other companies and organizations is a basic key. It should always be 

well defined who performs or intervenes in each part of the process that gives rise to the 

product. 

Internal team 

About those who work within the company, they can be divided into different categories, 

depending on the tasks they will have to carry out. Initially, only a small number of 

people are required, but with the expansion of the product and as the company grows, it 

will be necessary to increase the workforce.  

In addition, despite having defined separately the necessary activities for each type of 

work, it is possible that the same person is in more than one working group at the same 

time, facilitating the connection between departments or groups. 

On the one hand, it requires a team of engineers in charge of the most technical tasks: 

- The design of the printed circuit board that will incorporate the bracelet. 

- The application for smartphones, tablets, and so on. which defines the routes that 

are sent to the bracelet. 

- The design of the program that manages the information that reaches the PCB of 

the bracelet from the device (via the application) and the beacons. 

- The design of the bracelet that will contain and protect the electronics of the 

bracelet. 

- The packaging design that will contain the brazelet. 

However, as the project progresses and part of these activities will be finalized, this 

team will begin to carry out others that are more focused on the continuous 
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improvement of what they have already done, or they will be dedicated to others 

belonging to another department. 

Considering the type of work that needs to be done, it is considered as necessary to 

have a team of five engineers: an electronic or electronic industrial engineer, 

responsible for the electronic design part; a computer programmer, in charge of the 

programming of the application; and an engineer who helps in the definition of the 

aspects that will be related to manufacturing. The remaining two engineers, it will be 

preferred to be industrial engineers because they will work on the three tasks in an 

indistinct way, and tracking them. 

On the other hand, there must be a group of people responsible for strategic planning 

and product marketing approach. In more detail, they will oversee tasks such as market 

analysis, trend studies, as well as the design of the marketing plan. For this function, 

four people are considered as necessary. One of them is the Community Manager, who 

with the rest of colleagues of this department, will be in charge to elaborate an action 

plan for the social networks and influencers, and once launched the product, of the 

publicity and communication with the users through these channels. 

In addition, a sales department will be needed to find the hotels and tourism offices to 

offer the bracelet rental service, and to handle the negotiations to establish the 

agreements that benefit the company as much as possible. This department must go in 

line with the marketing one, with the aim of giving a coherent and solid image to the 

market. This team will be composed by two people. 

It is also required a group that seeks funding to launch the project, at the same time that 

it carries the accounting of the company. It is considered that a group of four people, 

who will develop both tasks. However, one more person can be added if it is considered 

necessary or there appear some problems in finding funding. 

A dedicated supplier search group is also need, to establish agreements with them to 

produce the chip, the bracelets, the beacons and the product packaging. This team is 

the purchasing department and will be composed of two people, responsible for carrying 

out the activities mentioned above. 

In addition, it is essential to have a logistics department that defines the strategy to 

follow once the different manufactured products (bracelet, chip, beacon and packaging) 
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are available: where they will be assembled and stored, if they will be sent to the 

customer from the factory or if Drivelets will have some stock in a city, and so on. This 

team should work collaboratively with the purchasing one, because the agreements 

established with the suppliers can affect the logistics plan. It is estimated that this 

activity will require two people. 

Finally, having a human resources department is very important. Initially, relatively small 

(two people would manage, probably the founders of the project) but as the company 

grows - and with it the volume of workers - this department should increase in size for 

the proper management of interpersonal relations within the company and ensure that 

the work of the teams is the most efficient one. 

Finally, the following table shows the total number of people involved from the initial 

moment of the project, a team that is expected to expand as the product opens the 

market. 

Table 11: Employees of Drivelets [96] 

Function Dedicated people 

Founders 2 

Administration 2 

Engineering 

- Electronics 

- Mechanics 

- Computing 

3 

1 

1 

1 

Collaboration with external organizations 

In relation to collaborations with external people and organizations, all tasks that are 

outsourced must be considered to define the necessary relationships with third parties. 

On the one hand, it is needed a team of legal advisors, who guide the company in terms 

of legality throughout the entire project. 

It also requires a person to be responsible for the design and maintenance of the 

company's website, keeping its content up to date and complying with the visual identity 

that the company will have previously decided (the marketing department). 
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On the other hand, it will be necessary a collaboration with the suppliers of the bracelet, 

the PCB that is responsible for the guidance, the beacons and packaging, to maintain a 

relationship that benefits both parts.  

At the same time, there must be a suitable collaboration of the company with the hotels 

and tourism offices, which, although they are customers because they are provided with 

bracelets, must negotiate that, as with suppliers, lead to win-win.  

Finally, it is essential to establish collaborations with investors and the state, since these 

are the ones that will provide the necessary financing to make the business successful. 

A good relationship with public institutions is important too, because some of the 

beacons will be installed in public areas. Due to this, it will be necessary to establish 

some agreements. 

5.3.3 Necessary resources 

The project budget 

The table below shows the breakdown of the project budget, including all costs identified 

from the development phase till the precise time of the launch of the product. 

Table 12: Budget of Drivelets [97] 

Concept Total (€) 

Constitution of the Limited Company 3,000 

Local rental 2,200 

Office supplies 4,000 

Working wages 142,800 

Implementation prototypes 3,000 

Costs associated with the application 150 

Web design and maintenance 1,400 

PCB Production 11,088 

Bracelet production 2,376 
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Packaging production 1,188 

Beacon platform 15,000 

Marketing campaign 3,000 

Legal advice 9,000 

Total (€) 198,202 

It should be noted that the production costs of the various components of the bracelet 

have been estimated as follows: 

On the one hand, it has been considered that during the first year 592 bracelets are 

produced to sell them to the final customer, and 200 for hotels and tourism offices 

(which as mentioned in other sections, the company benefits from 40% of the rental of 

the product). 

Considering this volume of production and the cost of the tools needed by suppliers to 

produce, a production price of €18.5 has been attributed to each unit. 

The following table breaks down this amount, as well as the total of each cost 

associated with production: 

Table 13: Cost of bracelets production [98] 

Cost of the bracelet 

Costs 
Unit cost 

(€) 

Total cost per 

concept (€) 

PCB Production 14 11,088 

Bracelet production 3 2,376 

Packaging production 1.5 1,188 

Total cost (€) 18.5 14,652 

Regarding the cost of the beacons, it is considered that each city requires approximately 

100 beacons. If you buy wholesale, the unit has a cost of €15. For the next years, it 
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must be considered that each year two cities are added and the maintenance per year 

of the beacons is, in total, €1,000.  

The cost of design and maintenance of the website has been estimated as €1,250 and a 

monthly maintenance cost (from the moment of opening) of €30. 

Regarding the concept of application costs, it includes the registration fees for the 

developer community and annual fees. The annual cost has been considered in this 

month, so that at one year, this concept should not be considered again, because this is 

the total. In relation to the marketing campaign, the Drivelets team has included in this 

section the cost of promotion via posts on Facebook, Instagram, and so on, as well as 

the payment to influencers with many followers. 

Finally, the period of return of the project has been calculated, obtaining that in the 4th 

year the investment is recovered. It is a positive and viable value. Due to this, it is 

considered that Drivelets is a project that may cause an important impact on people’s 

lives. 

Table 14: Drivelets movements (first 4 years) [99] 

 

  

YEAR 0 1 2 3 4 

Cost, € -198,202 -202,806 -257,769 -342,961 -342,961 

Income, € 
 

114,417 214,726 456,474 812,595 

Income - Cost, € 
 

-88,388 -43,043 113,512 469,633 

Corporation tax, € 
 

22,097 10,760 -28,378 -117,408 

Movement of funds, € -198,202 -88,388 -43,043 113,512 356,705 

Movement of accumulated funds, € -198,202 -286,590 -329.633 -216121 140,584 
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6. CONCLUSION 

The first conclusion that can be drawn from the extensive study is that the incessant 

search for alternative solutions to the different problems of companies, originated by the 

progressive march of the globalization process in the economies at worldwide level, is a 

forced goal for all organizations of the new century that has just begun.  

The effects of this phenomenon causes the increase of the difficulties of less powerful 

companies and those of non-industrialized countries, in order to maintain an adequate 

structure of their production costs of goods and services, in order to meet the growing 

needs of consumers.  

These shortcomings are most directly manifested in companies’ low response capacity, 

given the increase in raw material costs as a result of operating in highly inflationary 

economies. It is added to this fact the ingredient of having to look for new formulas that 

allow you to successfully face competition in an increasingly global market.   

Additionally, in a business environment as dynamic as the one we live in today, the 

strategies and policies implemented by companies must be aimed at increasing their 

capacity for innovation. In other words, the use of the ability to radiate to the interior of 

the enterprise, the development of the capacities of their employees in general terms, to 

improve efficiency, productivity and, therefore, competitiveness.  

Innovative ideas contribute to the appropriate directionality of the organization in the 

search for new activities, processes and also to the production of goods and services 

different from those traditionally offered. This can contribute to the progressive 

consolidation of one of the biggest challenges facing organizations: “creating a 

competitive industrial base” that will lead them to the goal of effectively meeting the 

needs of their customers and to keep operating for a long time in industry.  

In this sense, an appropriate and timely innovation policy should be considered as a 

strategy to face competition, win new markets and increase productivity rates. 

Therefore, a positive mental attitude toward innovation by marketing management as a 

vital market strategy, inexorably leads the organization to define and achieve market 

consolidation and exhibit greater levels of competitiveness.  
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Finally, referring to the future of Drivelets, we strongly believe there is a great potential 

market in the world of tourism. For this reason, after combining the most promising 

emerging technologies with creativity, we maintain that the design of this product has a 

promising future, so we do not rule out the fact of continuing working on this project 

once we return to Spain.   
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