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ABOUT CES ASIA

Shanghai was selected as the host for the first Consumer
Electronic Show [CES) in Asia which premiered with 15,000
attendees, 250 exhibitors and the equivalent of 3%, soccer fields
filled with the latest in consumer-driven tech innovations.

Bringing CES to Shanghai speaks loudly about the future
importance of this region and city, and the event brought a
glimpse of what is to come and the devices, concepts and
technologies that will be part of shaping the near future.

The event focused around three key themes: connectivity,
innovation & the Internet of Things. What we experienced on the
floor ranged from the latest in 3D-printing, flying drones,
augmented reality and auto innovations from leading brands, to
tons of health and bio-data driven devices and a wide range of
smart homes.

It will be exciting to see what changes and growth CES Asia will
bring in 2016.




5 TRENDS
FROM CES ASIA 2015

AND WHY THEY MATTER T0 YOU



EMBRACE YOUR
QUANTIFIABLE SELF

In the near future we will all be self-tracking, whether we are aware of it or not.

With mobile devices and wearables leaving trails of diced up data in their wake,
technology companies are linking data sets to an individual's health and fitness
levels.

E.g. smart scales monitor a person’s physical state (through their bare feet] and
deliver data to a mobile app instantly, providing digestible metrics on:

- Blood pressure and sugar

- BMI and muscle fatigue

- Water and salt levels

- Mood and oxygen levels

An app then provides temporal insights into when a user should be drinking water,
cansuming certain food or vitamin types, while customizing an instant exercise
schedule, with week on week progress charts and goals, all comparable with
aggregated data from other users.




EMBRACE YOUR
QUANTIFIABLE SELF

WHY IT MATTERS T0 YOU

Tons of products and services gathering all kinds of habitual and self-generated bio-
data already exist. From the look of current consumer behavior and product
development this market of fitness, health and self-improvement will continue to
grow. Individual performance and scientific data interfaces offer clear models for
brands looking to develop relatable content, displayed in digestible bursts to
consumers hungry for self-data and personal development.

How can you tap into the seemingly never ending need for personal improvement by
connecting existing behavioral data with consumers’ bio-generated data? And what
could it mean to leverage that in your communication?




TRI.\I]ITIUNAL? GET MOBILE
AND SMART. FASTER

Will parents be happy to streamline children’s learning through smart
phones? Can car mechanics and salesmen make sense of all the data
to fix and sell cars? A panel of corporate leaders reflected on how their

traditional companies integrate mobile and smart technology - and can

industries keep up with this rapid mobile technological development?

"We are working to produce a car with 100% connectivity, but it's
difficult to produce cars that are 100% in line with consumer
preferences. The procurement of preference and usage data is key to
the development of smart cars. The automotive industry is increasingly
a software industry - the car just happens to have a driver. In the near
future any ‘device” including cars with enough sensory power will be
able to act intelligently. The car will act as a relay between owner and

brand and notify both about potential issues, enabling dual swift action”.

Mr. Shen, Automotive veteran of 30 years’ experience

"We provide testing and examination tools (high school students] to 15
million registered users, analyzing their academic achievement and
allowing them to use our library, free of charge. The company’s
employees are engineers and we have big data teams that evaluate the
performance of the students to decide the right level for the student. We
also collect further student and knowledge point information, skill-set
data from different regions. When we get a new user, we will find in the
database students with similar DNAs and how they are progressing”.

Mr. Li, Co-founder, Yuantiku.com



TRI.\I]ITIllNAl? GET MOBILE
AND SMART. FASTER

WHY IT MATTERS T0 YOU

We are rapidly approaching a daily life where we, as consumers, are living with
100% connectivity and mobility. Every industry and category is already software
dependent. We predict that soon every industry and category will also need to
be a software developing one - it's either that or slow [and more likely) sudden
death. The most obvious way for a business to look at how to benefit from
connectivity in the short-term, would be from an efficiency perspective; a more
long-term view would be to study it from a consumer’s perspective.

How can we improve the holistic experience of our products and services for
our consumers by being more connected, smarter and faster? In short, how
can we make consumers more happy through connectivity ?




Al[ THINGS CONNECTED

Soon we will see equipment and goods automatically installed in
houses, hospitals and offices that are, by default, connected to the
internet — what will be the impact of ‘The Internet of Things'?

"We serve home appliance companies globally and are working with the
companies to optimize their after sales services. Given connectivity we
have the ability to understand how people are using products and can
leverage the appliances’ data to understand how they're used in real
time. Our system records information from CRM programs or a call
center’s data system: we mine out precise insights to understand
customer segmentation in @ much more precise way.

Imagine you're a customer calling in to complain about your connected
product - the connected call center employee immediately understands
the problem and they're able to pinpoint what's going wrong and
provide a targeted solution. If you have a maintenance problem with
your washing machine or fridge, usually a repair man needs to bring all
his tools. If the repair man knows what tools to bring beforehand, we
can improve and streamline everything.”

David Sovie, High-Tech and Electronics Industry Lead, APAC, Accenture



AI.[ THINGS CONNECTED '

WHY IT MATTERS T0 YOU

‘Things" are already connecting and before long they will all be connected.
There can be many hypotheses made on the consequences of this, but one
thing is for sure: a lot of today’s consumers’ pain points will be removed. And
so will unnecessary communication relays - like call-centers and people. Take
a look at Uber and Netflix to get the point.

Two key considerations arise out of this:

1. What experienced benefit can we create if we connect more of our ‘things’
with more things (owned or not]?

2. And more simply, what existing pain points can we remove from our
consumers’ experience with us and our competitors? It would be surprising if
‘things connected’ couldn't be a significant part of removing those pain points.



With the media landscape opening up to the public, there is a
proliferation of new media joining the competition, creating two major
points of battle in China.

BATTLEFIELD #1: INCREASE IN
ONLINE VIDEO COMPANIES

Unlike other markets where YouTube is the major player to provide a
single platform for content creators, in China there is fierce
competition amongst multiple platforms and vendors

Online video companies are currently burning money by buying content
to win traffic and consumption, e.g. Tencent (WeChat) bought the
broadcasting rights for NBA

BATTLEFIELD #2: CHEAP
SMARTPHONES ARE THE
CATALYST FOR RAPID GROWTH IN
MOBILE CONTENT

to YouTube -



