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11 Timeframe: Aug 2019 – July 2020
For comprehensibility values for volume and growth are standardized and normalized (values from 0-100).
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AI & ML for Marketing 

Brand Authenticity

Brand Purpose

Content Marketing

User Generated Content 

Content Optimization 
& Testing 

DAM & MRM 

Immersive 
Marketing

Influencer & Advocacy Marketing 

Long-form Content 

Blockchain for Marketing 

Neuromarketing 

Marketing 
Automation

Programmatic Advertising 

Real-Time Marketing 

Third-party Data 

Cookie-based Marketing 

Search Advertising

Ad Verification 

Supply Side Platforms 

Demand Side Platforms 

Digital Brand Equity 

Ad Blocking 

Multi- & Omni-Channel Marketing 

Mobile & App Marketing 

Social Media Marketing 
Email 

Marketing 

Emerging Social 
Media Channels 

Video & Live-Streaming Ads 

Visual Search for Marketing 

Shoppable Media 

E-Sports Marketing 

Brand Awareness & Perception Measurement

In-Game Advertising 

Performance Marketing 

Data-driven Marketing 

Marketing 
Analytics

Mobile & Web Analytics 

Marketing Modeling

Predictive Analytics & 
Marketing

Customer Intelligence Platforms 

Personalized Marketing

Proximity Marketing

Social Media Monitoring 

Location-intelligent Marketing 

Gamified Marketing 

Loyalty & Retention Marketing 

Customer Satisfaction Tracking 

Customer Data Platforms & Profiling 

Data Privacy & 
Privacy-driven 

Design 

Customer Journey Analytics 

Voice & Conversational 
Advertising

Contextual Marketing 

Brand Experience & CX

Participation Marketing 

Marketing Data 
Visualization 

Data Management Platforms

Multitouch Attribution 

Account-based Marketing 

Data-driven Content 
Marketing 

Chief Growth Officer 

Outcome-based Marketing

Marketing Technologists

Ad Fraud & Fake Engagement 

Marketing data literacy & culture

Low Code & No 
Code Marketing

Micro-Targeting & -Segmentation

Always-On Marketing

Digital Native & DTC Brands 

Humanized Brands 

Voice Search & Digital Assistants 

Speech Analytics 

Conversational Commerce

Identity Resolution 

Brand Transparency

First Party Data 
Alternative Ad Networks 

Podcast & Audio Advertising 

Data Ethics & Governance 

Data Ownership & 
Zero Party Data 

Addressable & Programmatic TV Behavioral Targeting 

Customer Segmentation 

End-to-end Marketing 

Predictive Customer Analytics

Ethical Marketing 

Marketing Efficiency 

Marketing Effectiveness 

Walled Gardens 

Growth Hacking 
& Growth 
Marketing 

Artificial Creativity 

IoT for Marketing 

Biometric Marketing 

Emotion AI in Marketing 

Visual & Image 
Recognition in 

Marketing 

Old School Media Advertising 
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Across the hype cycle we see new social media platforms and brand measuring growing in importance, whilst 
main stay topics like search and influencer use dominating the industries headspace.

• Search Advertising

• Influencer & Advocacy Marketing 

• Emerging Social Media Channels 

• Brand Experience & CX

• Old School Media Advertising 

• Content Marketing

• Customer Satisfaction Tracking 

• Social Media Marketing 

• Voice & Conversational Advertising

• Email Marketing 

• Data Ethics & Governance 

• Marketing Automation

• Data-driven Marketing 

• Mobile & Web Analytics 

• DAM & MRM 

What has the biggest share of interest. What is growing the fastest.

• Emerging Social Media Channels 

• Digital Brand Equity 

• Customer Data Platforms & Profiling

• Low Code & No Code Marketing

• Ad Blocking 

• Micro-Targeting & -Segmentation

• Customer Journey Analytics 

• Customer Segmentation 

• Emotion AI in Marketing 

• Loyalty & Retention Marketing 

• Data Ownership & Zero Party Data 

• Chief Growth Officer 

• Predictive Customer Analytics

• Outcome-based Marketing

• Marketing Analytics
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(Altimeter Digital Marketing Survey 2019)

https://www.gartner.com/en/marketing/insights/articles/8-top-findings-in-gartner-cmo-spend-survey-2018-19?zd_source=mta&zd_campaign=13146&zd_term=daletraxler
https://insights.newscred.com/top-martech-trends-2021/
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https://techcrunch.com/2020/05/12/playplay/?guccounter=1
https://www.engadget.com/2019-05-22-the-big-picture-virtual-model-imma.html
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Customer and consumer experiences is in the midst of a transformative 

change, enabled by technology, as tech has created more conversion 

moments and turned every touchpoint into an impulse buying opportunity. 

Tech-led possibilities will push the Industry further: AI can already predict 

consumer personality profiles by tracking eyes. It is becoming “self-aware” 

and increasingly ready to take a more prominent role in traditional creative 

tasks (while not replacing human instinct and ingenuity). 

Emerging technologies like AI, VR, AR, biometrics are providing a glimpse of 

the future, but with mixed results today – with few yet to establish real 

innovation across markets. 
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EVOLUTION OF DIGITAL MEDIA COMMERCIALIZATION 

https://techcrunch.com/2020/06/01/pinterest-adds-a-shop-tab-to-its-lens-camera-search-results-to-showcase-matching-in-stock-products/
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746


40



Vice President Brand Experience BMW
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Brands wanting to engage will need to learn new ways to authentically relate 

to their consumers via multiple touch points. Whether that is through 

providing entertainment, reprise, hope, purpose, or anything else, brands are 

being forced to reevaluate their value-add across various fractured contexts. 
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of consumers state 

companies putting profit 

ahead of people will erode 

their trust forever. 

(Edelman’s Trust 

Barometer 2020 ) 
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Market Research agencies

Creative Agencies

Media Agencies

PR agencies.

https://www.bdo.co.uk/en-gb/insights/industries/technology-media-and-life-sciences/martech-2020-and-beyond
https://www.bdo.co.uk/en-gb/insights/industries/technology-media-and-life-sciences/martech-2020-and-beyond
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https://www.thedrum.com/opinion/2020/06/04/why-ugc-exploding-popularity-among-brands-during-covid-19
https://www.thedrum.com/opinion/2020/06/04/why-ugc-exploding-popularity-among-brands-during-covid-19
https://www.thedrum.com/opinion/2020/06/04/why-ugc-exploding-popularity-among-brands-during-covid-19
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- Global CMO, Agricultural Machinery Industry
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https://www.digitaltrends.com/news/facebook-data-leak-267-million-users-affected/
https://www.digitaltrends.com/news/facebook-data-leak-267-million-users-affected/
https://www.digitaltrends.com/news/facebook-data-leak-267-million-users-affected/
https://www.digitaltrends.com/news/facebook-data-leak-267-million-users-affected/
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https://www.raconteur.net/business-innovation/google-facebook-duopoly
https://www.raconteur.net/business-innovation/google-facebook-duopoly
https://www.raconteur.net/business-innovation/google-facebook-duopoly
https://www.raconteur.net/business-innovation/google-facebook-duopoly
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https://www.thedrum.com/news/2019/06/06/cost-global-ad-fraud-could-top-30bn
http://digitaladvertising.blog/?p=4750
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Ad spends are down

https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
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https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
https://martechtoday.com/the-major-deals-and-integrations-that-shaped-technology-for-markters-in-2019-237746
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Self actualization 
Desire to become the most one can be

Esteem
Respect, self-esteem, status, recognition, strength, freedom

Belonging
Friendship, intimacy, family, sense of connection

Physiological needs
Air, water, food, shelter, sleep, clothing

Safety needs
Personal security, employment, resources, health, property

Maslow’s hierarchy of needs pyramid 

Measuring creating effectiveness.

Vodafone

March 2020

Nivea

April 2020

OTB

May 2020

TikTok

May 2020
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Brands

Tech

Consumers

Brands Consumers
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www.trend-sonar.com 

http://www.trend-sonar.com/



