
Today technology touches more aspects of our lives than ever before. This made the trends on display 

at CES 2020 more relevant than ever and we’re betting big on their continued impact on technology in 

the evolution of commerce.  As the whirlwind of CES subsides, the best thing we can do coming out of 

the week in Las Vegas is to ask the right questions. Geometry is here to sift through the noise and take 

a deeper look into what’s relevant and game-changing versus what’s merely buzzworthy. Our goal is to 

reframe all the ‘cool’ tech we saw and help marketers understand how it will impact consumer behavior, 

experiences and the moment of conversion, and how this will change the future of commerce. Below is 

more than just another trend summary from CES, but rather our insights into why you should care about 

what just happened at CES 2020.  
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Winning in this evolving space means those interested in commerce will need to understand how mobility 
is augmenting solutions in ordering, pick-up, and delivery and how to create new value for consumers 
and opportunities for brands. With smaller, faster and more personal forms of transportation, opportunities 
abound for new and creative commerce experiences for our on-the-go audiences. Think mobile pop-ups 
during commuting hours rather than driving consumers to brick-and-mortar visits. As the role of the store 
is changing – now we have some insight into how people will be getting to stores, if they still choose to go 
for the items they must see in person.  The options for connecting commerce to mobility are endless if we 
begin to think about the truly and newly mobile consumers of 2023 and beyond. 

Why This Matters

The Connected  
World Of Mobility

With the advancements expected in mobility 
through autonomous vehicles and connected 
vehicles, such as cars, scooters, delivery 
drones, and personal pods, our canvas for 
commerce is rapidly expanding in the world 
of mobility. While CES has always included 
mobility to drive society and economies of 
scale, this year exhibitors such as Panasonic, 
Honda, Segway and many others focused 
primarily on getting people around fast and 
safely. Asia is surely leading the way on moving 
people around with ease and efficiency, but the 
rest of the world will catch up quickly. 



We’re moving toward a real-life ‘Edge of Tomorrow’ body suit strength scenarios and these 
augmentations are going to become the new class-divide in our society. What will this begin to mean 
for the ‘haves’ and the ‘have nots’? And what role can marketers play in speaking to those who quite 
literally are gaining predictive insight into their own needs before one can even think up the product? 
Tapping into these new moments, offers permission for commerce to play a deeper, more emotional 
role in driving health and well-being for the future of self-improvement.  

Why This Matters

The Augmented Self

Technology has become much more than new 
screens, new devices or how we communicate 
– it’s become a bolt-on necessity to our lives. In 
some cases, a physical integration, but in many 
ways, enhancing our mental and informational 
gathering abilities. We have entered a phase 
where consumers expect technology to often 
act on our behalf: 1) leading the decision-
making process 2) elevating our perception 
and senses 3) overcoming our body’s physical 
limitations.  So, it’s no surprise that this year, 
we saw digital assistants from Samsung and 
Sony that help make your life better through 
predictive insights into your needs, such as 
ordering medicine when you’re running low. 
And on the physical side, exoskeletons that 
enable us to lift several times our own body 
weight. 



As connectivity and data throughput grow smarter or at least can do more for us, people will become 
more accepting and open to its involvement in their day to day lives. This evolution gives more mass 
access to technology, and in turn, more data marketers can use. One common theme through many of 
the panel discussions at CES this year was how to use the mountains of data available today to elevate 
the commerce experience – making it both immersive and frictionless across touch points.  

Why This Matters

Connected Intelligence

Even at CES, we have yet to see examples 
of humans fully resigning all our decisions 
to devices and systems. While CES proved 
consumers are open to accepting behavior 
nudges in lots of unexpected places (i.e. in  
the bathroom, while commuting, while cooking), 
the real focus has been how to ‘on-board AI’ 
in the most meaningful and operational way.  
As 5G faded into the background – for good 
reasons we might add– what’s become a 
business imperative is how to harness a more 
hyper-connected, cloud-based society in a 
secure way.   



The next phase of consumer desire will be for how information is framed in a way that promises
something “better” that they really care about. For example, Colgate’s Plaqueless Pro toothbrush using 
camera sensors to illuminate plaque and helping you improve your oral health for your next dental
exam. Or Asics new “Smart Shoes” with embedded sensors that help runners of all levels run better,
faster, more comfortably, and more efficiently by understanding data from stride and fit. Consumers
will get closer to brands and buy more from them as they improve health goals and outcomes.

Why This Matters

Invisible Health

It seems that an un-quantified life just 
isn’t worth living.  We don’t want to know 
everything about our lives/bodies/health at 
all times, but there is a fast-growing and 
persistent desire to know more about the 
thing that matters most to us, such as how 
to sleep better or exercise more efficiently.  
For now, we’re in a constant cycle of trial and 
error to find the system that makes us feel 
better. A decade or two from now we’re likely 
to look back and be baffled by the ways that 
we used to make so many decisions about 
our health without having data to understand 
what was actually happening. This has the 
potential to become a democratizing force in 
health care. 



We’ve moved away from the creepy factor to a ‘help me augment my daily routines’ desire. Consumers 
are seeing everyday products add more value by measuring, reporting and integrating into their lives 
with a data point or suggestion based upon how we’re using these products. It seems to us that 
technology has arrived at the footsteps of CPG and commerce – it’s up to us now to connect this new 
ability with real consumer needs. 

Why This Matters

Invasion of the Sensors

A consistent undercurrent at CES was the 
massive pervasiveness of sensors in every 
device. As Erik Brynjolfsson from MIT describes 
in The Second Machine Age, we are seeing 
the exponential growth of sensors in everything 
with the diminishing cost of sensors.  And 
invasion of the connected sensors is reshaping 
the global economy. The next frontier of tech, 
particularly within the commerce-heavy CPG 
category, will be the clever application of 
sensors in unexpected places -  like diapers 
and underwear! This will help healthcare 
professionals assess the needs of their patients 
in more seamless ways.
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From integrations in diapers and underwear, medicine and food, and even our own bodies, what this 
means for enhancements to product design and delivery is vast. The impact of this trend is immense as 
we saw that miniaturization and durability means the potential for smarter and quantified living from head 
to toe. Who knows what’s next but all indications this year seem to suggest that anything we’re curious 
about measuring will likely have a low-cost sensor option in a few short years. 


