University of Massachusetts Amherst
ScholarWorks@UMass Amherst

Travel and Tourism Research Association:

Advancing Tourism Research Globally 2015 Marketing Outlook Forum - Outlook for 2016

Vanishing Point: How Less Means More for
Tomorrow's Marketplace

JWalker Smith
The Futures Company

Follow this and additional works at: https://scholarworks.umass.edu/ttra

Smith, JWalker, "Vanishing Point: How Less Means More for Tomorrow's Marketplace" (2016). Travel and Tourism Research
Association: Advancing Tourism Research Globally. 3.
https://scholarworks.umass.edu/ttra/201Smarketing/Proceedings/3

This Event is brought to you for free and open access by ScholarWorks@UMass Amherst. It has been accepted for inclusion in Travel and Tourism
Research Association: Advancing Tourism Research Globally by an authorized administrator of ScholarWorks@UMass Amherst. For more
information, please contact scholarworks@library.umass.edu.


https://scholarworks.umass.edu?utm_source=scholarworks.umass.edu%2Fttra%2F2015marketing%2FProceedings%2F3&utm_medium=PDF&utm_campaign=PDFCoverPages
https://scholarworks.umass.edu/ttra?utm_source=scholarworks.umass.edu%2Fttra%2F2015marketing%2FProceedings%2F3&utm_medium=PDF&utm_campaign=PDFCoverPages
https://scholarworks.umass.edu/ttra?utm_source=scholarworks.umass.edu%2Fttra%2F2015marketing%2FProceedings%2F3&utm_medium=PDF&utm_campaign=PDFCoverPages
https://scholarworks.umass.edu/ttra/2015marketing?utm_source=scholarworks.umass.edu%2Fttra%2F2015marketing%2FProceedings%2F3&utm_medium=PDF&utm_campaign=PDFCoverPages
https://scholarworks.umass.edu/ttra?utm_source=scholarworks.umass.edu%2Fttra%2F2015marketing%2FProceedings%2F3&utm_medium=PDF&utm_campaign=PDFCoverPages
https://scholarworks.umass.edu/ttra/2015marketing/Proceedings/3?utm_source=scholarworks.umass.edu%2Fttra%2F2015marketing%2FProceedings%2F3&utm_medium=PDF&utm_campaign=PDFCoverPages
mailto:scholarworks@library.umass.edu

the
futures
company

Vanishing Point

How Less Today Means More Tomorrow

J. Walker Smith

Executive Chairman

© The Futures Company 2015 @ futuresco # VanishingPoint @ jwalkersmith



u Looking for Weak

Next Big Thing

approach

th
future
cormpan

© The Futures Company 2015

@ futuresco

# VanishingPoint

@ jwalkersmith



u th
.. [ u future

u‘ Looking for Weakening ol

Vanishing Point
approach

Opportunity
Spaces

—

© The Futures Company 2015 @ futuresco # VanishingPoint @ jwalkersmith



EXPRESS

..o The Future of Travel

P -
=....-

-w---u-—-u—

bF

48% 10% 59%

(= "I

85%
us

m-—nmumwmmm

ﬂﬁ‘h m 83%

i " o
L lll L

LUTSLIE THRYE Il.i-m.!-ﬂﬂ

id%h  B1% [id%

0] Wit Geste

B5% 53%

Foaemr: LECL]

JMANY OF MY TRAVEL HASSLES COULD BE MADE

(5P FOR WIFH EXCEFTIONAL CUSTOMER SERVICE

83%
UK

DESPHE DIGITAL ADWARCES, THE MALUE OF PERSORAL

1mmmnmmnmum SERVICE CAMNOT S8E REFLACET:
SERVICE DORNG TAVEL q n

L 454 = \, 93/ '

- W A = 7 0 -

— = e - OF EMFRACERY ARHTF

PERSONALIZATION IS THE NEXT FRONTIER TECHNOLOGY WILL PLAY A LARGER ROLE,
:.::::.m__—-;—mﬁ- BUT IT WONT REPLACE THE HUMAN TOUCH
m---—w’-:.‘::‘:-- waﬂ‘" —w:—-—-—— —?.H"~ ":n:""_'-:_‘ “‘::':

4

th
future
com

© The Futures Company 2015

@ futuresco

# VanishingPoint

@ jwalkersmith



th
future
compa

~cnenl  The Future of Travel

Sensors

/ Hi-Tech

High-Low economizing

LEISURE TRAVIL 15 STEN AS AN INVESTMENT CONSUMLRS PLAN 10 TRAVEL INE SAME OR MORE
e e Ll L B

Ty Sy - N = e (o ey, = gt 1 gy ey o Mpnasiegt, U i——

W R b Sl A WL B G I et e e e L L L R
g e e L s B i e of e T —-m’l—”h_ﬂ--—ﬂ —

o s e e e gy e Ey s ﬂll.rul.m

RCRE] TN WYV (1 mnmmmwmm

Be% B5% BY% 93%  B3%
A2 W & U W
L] L] L Ll L
LUTSLIE THRYE nlﬂ:ﬂllﬂ‘llll\'&
4%  61% %
[e— ] i) . ]

L mE | "IF';";- “::;“:

WVLAT FL AR FRACIMALLY MEWARDRSETY

Ll Foarmr: Mahar
S— TV Personalization as luxury

CS;’%‘ B5% B.’J“#’u
(131
,. 48% i'l}“x’n 9%

Comls  Mwoew O

Despite digital

| WOURD TAUNTL NORE IF | TCETVED MO FTRSINALITID g
DNIRING TILAVEL =

O/  advances, the value s h
SV : Z
o e e i 9 3 %o of personal service H |‘Touc
@a W 4 = cannot be replaced

- s ey -wnu—s'o-.n 3 st aed st
s e b fenre. Pople e Sty o gt Pectse 1 rnlbanafes rar utng mshvasogy Qg iravel it
-~ 3 - asparmtra i gorg T De D0MN hgh o and

A:: b e fermtes o hee | st o s L Lt e s v
-l-l-qln-tl-l 1T e ) D D 4600

.

Singles

© The Futures Company 2015 @ futuresco # VanishingPoint @ jwalkersmith



2005







. th
.. ] u future

u The New Sun i

# Smartphone connections globally

5.895 billion

767% global popn.

o, 9lobal adults,
102* 15+ yrs. old

© The Futures Company 2015 @ futuresco # VanishingPoint @ jwalkersmith



th

future
Cormpan
11
HEADS UP!
4 "CROSS THE P
K. STREET. Ca
Berkeley
e THEN %
. UPDATE ;;ﬂ
e o FACEBQOK
Oakland o
San Francisco it
smeda
Daly City 3
Hayward "
an Bru
Fa ':-:_‘
an Mateo o ol Ler y -» .
- State Game Refuge g5 : § Fremont o o
l ( | . Sy 0 C -

© The Futures Company 2015 @ futuresco # VanishingPoint @ jwalkersmith



~th
future
compan

74%

Can’t go more
than 1 day without
their mobile devices

45%

Can’t go without
for any longer than
several hours
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+31.3%
+28.3%
+28.2%

Health care

Percent change in average
household spending
from 2006 to 2013

(selected types)

Education
Telephone Services +1 6.9%
+16.4%

Food at-home

TOTAL

Food away-from-home -2.6%
Vehicle purchases -4.4%
Entertainment tickets -6.1%
Household furnishings -9.7%
Apparel -14.4%

Mortgage -18.0%
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The Pivot
to Passive

http://thefuturescompany.com/free-thinking/the-pivot-to-passive/
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u Algorithms in Control

Marketers Algorithms
in control in control

Passive

consumer involvement

Active

consumer involvement

Attentive

consumer involvement

o Notifications
Consumers

in control - Nudges

- Decisions
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Marketers Programmatic Programmatic Consumers
Marketing Consumption
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callet AL

better decisions. more happiness.
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kb With a user’s permission, wallet.Al will
gather many kinds of information from
the handset'’s built-in sensors, and the
social networks and financial transactions
a user lets it access. Wallet.Al would
analyze this data remotely, and distill it
into tips it can serve up at specific times
and places. yy
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“ Spire could actually make you healthier,

happier, and more productive. Just clip the
stone-looking device to belt or bra, and it
measures and visualizes your breathing in real-
time on its companion app ... Most fitness
trackers just pump out near-meaningless
numbers ... Spire data is displayed on-screen
with exhales fogging up the glass [to] make you
more mindful to breathe deeply. Stay focused,
and the screen’s background goes from blue to
purple, but will turn red if you're stressed ... If
you've been breathing shallow ... or haven't
taken a deep breath in too long, it sends a push
asking if you want to do a breathing exercise. ¥}
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€& pplkpr quantifies the value of your relation-
ships based on a few data streams. A heart
rate wrist band measures subtle changes in
heart rate, alerting you to spikes in stress or
excitement. This is correlated with infor-
mation you input about people you're with.
Based on patterns, algorithms will deter-
mine whether you should be spending more
time with a person or if you should cut
them out altogether ... Turning over our
emotional decision-making to a computer,
the app will compose texts, schedule time or
delete contacts from your phone. %7
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k& Camera Restricta allows the user to take

only original photos ... It houses a
smartphone that uses GPS metadata from
Flickr and Panoramio to determine how
popular a location is. If it identifies more
than 35 photos taken in a given location—
about 115 feet in any direction from where
you're standing—the camera’s shutter
retracts and blocks the viewfinder so you
can't take a photo. A display on the camera
indicates how many photos have been taken
in that location, and an audible cue reminds
you to move along. 9%
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Chart 1
“Second, while ATMs automated some tasks, Dispensing jobs
the remaining tasks that were not automated As more ATMs were installed in the United States, the number
became more valuable. As banks pushed to of tellers employed did not drop.
increase their market shares, tellers became ‘T‘[')‘o"“”"d”
an important part of the “relationship )
banking team.” Many bank customers’ needs B U
. . fDO [ ] -
cannot be handled by machines—particularly “ » I
: , 400
small business customers’. Tellers who form a
. . . 200 . Tetlerslemplcryed
personal relationship with these customer : = ATMs installed
can help sell them on high-margin financial &8
services and products. The skills of the teller S
. . o 0‘ 1 | | I
changed: cash handling became less important 2970 30 pos 2000 10
and human Interaalon more Important' Sources: Ruggies and others, Inegrated Public Use Microdata Seres: Version 5.0; Bureau of
Labor Statistics, Occupational Employment Survey; and Bank for Intemational Settiements,
Committee on Payment and Settlement Systems, various publications.
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A marketplace of
delayed milestones
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Single person 1 3,4%

Single with children

Other family T 26.7% Single person

Married with Single with children

no children
Other family

- 74.8%

Married with
no children

Married 48.4% —

with children
Married
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1 960 Living Arrangements 201 O
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2050 projections

o Single person

29.1%

o Married

43.2%
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1970

2010

2030

The Marriage Milestone

% women married or in union by age — Global

15-19

20-24

25-29

85.9%

73.1%

30-34

89.7%
82.8%

76.6%

35-39

89.3%
86.1%
82.4%
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i Households: Coming together

Togetherness

© The Futures Company 2015 @ futuresco # VanishingPoint @ jwalkersmith



1 m{_ﬁ%ﬁ%
1]

i Households: Coming together

For example, South Korea

£hg ke A)E . 3.!r. 5
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Zipbob Mokbang
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The Kinship Economy
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Must now also be ...

Relationship-Central

mmnn  Households: The Kinship Economy
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J. Walker Smith

Executive Chairman
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