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What is it?

The basics

• Apple Watch is an iOS8-friendly 
watch that connects to your iPhone 
to provide a range of new digital 
experiences to your wrist

• It will be released on April 24, 2015, so 
we have just over a month to get ready

• Apple Watch Sport retails for $349, 
Apple Watch starts at $549 and 
Apple Watch Edition – the 18K gold 
version – rings in at $10,000. Battery 
life for average use is 18 hours

An integrated ecosystem

• Watch is a device that operates 
seamlessly with the iPhone and 
Apple’s cloud services such as 
iTunes, iCloud, Messages etc

• Much of Watch’s functionality will 
be based on the apps you have on 
your phone. Uber, CityMapper, Flight 
Tracker, Shazam and many more will 
be available in the app store at launch

Apple Watch is Apple’s first foray into the Wearable Technology marketplace. It will launch in April 
2015 and is in our view the first real test for how consumers will adopt the Internet of Things

A unique combination of hardware

• It’s indisputable that Apple has 
crammed more advanced hardware 
into the Watch than any other 
wearable the market has yet seen

• Watch will introduce a slew of 
new experiences to users via its 
hardware. Innovations include a 
screen you can both touch and 
press, subtle vibration, a digital 
‘crown’ control, heart rate sensors, 
inductive charging and much more

An emphasis on Health and Fitness

• Watch is an essential part of Apple’s 
Health app system. It gathers a host 
of data about users’ movements 
through the day, from full workouts 
to every time you stand or sit 
and delivers weekly summary 
reports about your health.

• A combination of accelerometer, 
GPS, heart rate sensor and WiFi help 
users track their movements precisely, 
and is likely to deliver an upswing 
in understanding the “quantified 
self” and may make significant 
contributions to medical research

• A new workout app also gives 
you the option of selecting 
what kind of workout you’re 
doing for more detailed metrics 
on your performance
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Will it be big?

The numbers
• Analysts including Morgan 

Stanley have predicted 
a ‘conservative’ 1-year 
sales or 30-40M devices, 
eclipsing the 20M iPads 
sold in its first year.

• We estimate that there 
will be 2M Watches on the 
street in the first month, 
assuming Apple can 
deliver a product made 
up of many entirely new 
components through a 
new distribution system.

It’s not just one watch,  
it’s thousands of them

• Watch comes in two basic sizes, 
and three collections: the basic 
Apple Watch, Watch Sport, and 
the gold Watch Edition.

• Both hardware (case and strap) and 
software (screen display) can be 
customized with a range of colors, 
materials and time displays.

• Watch is the first wearable that 
offers anything approaching real 
capability for self-expression. 
Smartwatches, fitness bands etc 
have thus far required you to fit 
their style, or offered a minimalist 
view intended to alienate the fewest 
number of potential users.

• This will help Watch up-end the 
perception that Wearables are 
simply a geek fetish. Watch is 
as strong a fashion statement 
as it is a digital device.

Watch is Apple’s first game-changer since the iPad was launched in 2010.  
A combination of factors leads us to believe Watch will be a huge success, and 
transformative to our digital behaviors as the iPod, iPhone and iPad were before it

With so many features, Watch 
has something for everybody

• Like the smartphone, we’ll all 
find a way to use Watch that suits 
our interests. Obviously fitness 
fanatics and sports lovers are well 
catered for, but social junkies, home 
automation geeks, music lovers and 
many more will all find something 
that feels just right for them.

Even without the ‘smart’, it’s 
still a first-rate watch

• Many experts and commentators 
on traditional watches have 
marveled at the success of Watch’s 
vision, design and quality.

• In the words of one expert, it’s in the 
straps and bracelets that you see how 
much attention Apple was paying to 
the way people wear watches, and 
how bad the existing options were.

• We believe that Apple’s pursuit 
of quality will ring the tills at retail 
for Watch the same way it has for 
mobile phones and music players.
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How will the competition  
measure up?
Google’s Android Wear platform has not generated huge sales, while Pebble’s new Time model,  
though raising $10M on Kickstarter, may not have the scale to mount a credible mainstream challenge
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What will watch do better 
than smartphones?

Watch will measure stuff 
that phones can’t

• The demands of the dynamic health 
and fitness arena, as well as countless 
other sectors will benefit from the 
array of sensors in the device

• The Apple Health app, for instance, 
can’t paint a 24/7 picture of your 
movement as you are only likely to 
be carrying your device half the time

• Sensors attached directly to your 
wrist offer the potential to provide 
an accurate picture of you as an 
individual for the first time

Automated mHealth becomes a reality

• The data from Watch and Apple 
Health can be used to provide 
real-time health monitoring for 
the first time for many conditions, 
like Parkinson’s and Asthma

• With the US suffering a tsunami 
of chronic diseases that consume 
80% of every US healthcare dollar, 
Watch can be a focal point for 
developing frictionless care solutions 
at scale as part of ResearchKit

Watch will naturally solve a number of areas of frustration in our digital routines, 
and a number of these are inherent problems with mobile phones

Manage your notifications intuitively

• We’re all familiar with the experience 
of seeing a message flash up on 
the homescreen, then trying to 
figure out if it came from an SMS, 
Whatsapp, Facebook Message, etc. 
And that’s if we see it at all. Much 
of the time our phones are out of 
view, in pockets or handbags

• By using Watch as a simple 
and immediate way to respond 
to all kinds of messages, 
‘notification fatigue’ will ease 

• For example, if someone messages 
you asking how long before you 
arrive, one press can tell them 
that you are ten minutes late

• And likewise for voice calls. You can 
imagine future updates to Watch’s 
OS allowing simple flicks of the 
wrist to alert callers (identifiable 
through haptic feedback) that 
you’ll call them back, without 
even having to look down

It even tells the time…

• It sounds like stating the obvious, 
but Apple has designed a host of 
different time display concepts to 
personalize your ‘time experience’

• Watch will do for time what 
apps like Dark Sky and Clear 
Day have done for weather
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Six ways that Apple Watch  
will change human behavior  

in 2015
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Apps become ever more important 
Watch amplifies Apple’s unwavering faith in 
apps as the vessel for the most meaningful 
digital experience.

Connect, not inhibit 
Smartphones draw us into our own heads-
down private and exclusionary world. Watch’s 
ambition is to connect us together again... and it 
might work.

Messaging becomes sensory 
We are going to be more agile at interpreting 
and managing different forms of stimulus.

Everything will get (even more) immediate 
Watch users will respond - or may feel 
pressured to respond - to everything, right away.

Our attention and understanding turn inward 
The array of sensors, GPS and even more 
always-on digital turn our focus on ourselves.

Emergence of the next variant of the  
digital native 
If sci-fi visions of the future are in any way 
accurate, Watch represents a bridge point 
towards our digital future.
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Apps become ever 
more important
Watch amplifies Apple’s unwavering faith in apps as the 
vessel for the most meaningful digital experiences

In its first incarnation, Watch apps must be tied to 
smartphone apps, where the majority of the processing and 
connectivity is performed. Future versions are likely to cut the 
cord between devices. However, apps will remain the core of 
the Watch experience, with the idea of ‘browsing’ completely 
absent.

If there was ever a valid argument between ‘apps and mobile 
web’ for the future of how we relate to technology and 
brands, Watch is another significant arrow in Apple’s app 
quiver.

We already spend over 80% of our mobile time with our 
favorite apps, and Watch will extend that engagement out 
to non-screen time, and make interactions more seamless, 
natural and intuitive. 

With IoT and the Physical Web becoming an increasingly 
important part of how we interact with the world around us, 
Watch makes a big play for the app ecosystem to continue to 
dominate how consumers interact with brands and services 
within these additional dimensions.
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Digital connects,  
not inhibits
Smartphones draw us into our own heads-down private and exclusionary world. 
Watch’s ambition is to connect us, and it just might work

An acceptance of wearables could make 
us a more heads-up society.

It’s not just the parents of teenagers who 
are fed up with their progeny staring 
down at screens during meal times. Any 
mobile message has us scrabbling for 
our smartphones, where checking one 
app inevitably leads to another, and any 
real life activity, such as talking to our 
loved ones etc, is interrupted.

Jony Ive’s stated ambition for Watch 
is to offer subtle and intimate ways 
to communicate, that technology has 
previously inhibited, rather than enabled.

Watch’s instant replies, using voice, 
gesture and suggested text, will mean 
that messages that interrupt your daily 
life will be less intrusive to respond to.

New features such as sharing hand-
drawn sketches, and even sharing 
your heartbeat may seem gimmicky, 
but it points the way towards digital 
communications where the medium 
enhances the message, rather than 
neutering it. Meaningful, emotional 
micro-interactions will become the 
norm.

If Ive is right, one of the greatest impacts 
of these capabilities, piloted by Watch, 
will foster a world where we can spend 
more time on the real world around us, 
and less time withdrawn from it into our 
digital alternatives.
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Messaging  
becomes  
sensory
Watch will make us 
more willing and 
capable to interpret 
and manage 
different forms of 
stimulus

Watch will continue our journey away from text-based 
communications, and reset our expectations around more 
intuitive and natural forms.

Our daily language has been evolving rapidly since digital 
became our primary channel for communication: emails 
bypassed the formalities of the letter, SMS removed the vowels 
to become txtspk, then emojis emerged to replace young 
people’s creativity in using brackets and punctuation.

Watch advances the march of non-verbal communication in 
many ways...

Siri might finally take off beyond the early adopter set. While 
speaking into a watch might initially have overtones of Spock’s 
Tricorder to it, Watch may provide both context and utility to 
voice that the smartphone hasn’t. Simply, Siri may for the first 
time perform tasks more conveniently than the iPhone.

Touch is the most personal of sensations, and Watch will be the 
first device to allow developers to fully explore how it can be 
used. The Taptic engine built into Watch is the first touch-based 
connected device, and how we take it will be one of the most 
interesting question Watch will answer.

The tiny screen by itself presents three new challenges for users 
as well as app designers.

The size by itself challenges us to absorb complex messages 
instantly through graphics, emojis or other signals.

We will learn to view screens as three-dimensional, with a 
Press now being a different gesture from a Tap.

If you’ve been opposed to predictive texting, you’re going to 
have to get onside with it now, as Watch will try to determine 
your answers for you before you’ve even started typing.
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Everything will get  
(even more) immediate

Notifications have become a bigger 
and bigger part of the app ecosystem, 
culminating in the (still little used) 
interactive notifications in iOS8.

But notifications have a bad rap – they can 
be perceived as cluttering up the device, 
and are frequently used badly by greedy 
game developers; and this has caused 
many users to turn off notifications by 
default.

But notifications (messages pushed to the 
Watch of any description) represent at least 
half of the product functionality. Apple 
are banking on Watch’s design to become 
the uber-manager of notifications, so you 
always know what you’re doing, where 
you’re going, and who you’re connecting to.

This radical emphasis on a functionality 
that many people currently switch of by 
default could go one of two ways:

We become awesome at 
responding and handling 
messages. We grow so adept at 
the new interface features – wrist-
shaking, screen-pressing, use of 
predictive text, emojis, Siri etc) that 
communications become quick and 
seamless (as intended by Apple).

We are overwhelmed in our private 
space. The velocity of notifications 
combined with the proximity of 
the device creates an even worse 
problem than notifications cause on 
the iPhone.

Apple’s success at designing the 
algorithms that govern the delivery of 
messages and a user-facing system 
to manage them (and not simply turn 
them off) could be a key determinant 
in the success of the product and of the 
broader wearables market.

Watch users will 
respond, or will feel 
pressured to respond, 
to everything right away

1

2
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Our attention  
and understanding  
turn inward

Watch will enable digital to go where smartphones won’t, and 
measure things that smartphones can’t.

The common factor in all these measurements is the user. 
We’re unlikely to have seen before a tool that can so constantly 
monitor such an array of vital signs and combine them to 
provide such an accurate portrait of ourselves. As such, with 
greater knowledge about ourselves – we are likely going to 
think in more detail about ourselves too.

This could have positive repercussions for physical health, but 
this one-way stream of data might not always be beneficial. 
A doctor can certainly flag or identify undetected health 
problems based on Watch’s output, but how would any of 
us like the same data to be made available to an insurance 
company?

Watch is sure to make its users very aware of different 
elements of themselves, and adapt their behavior accordingly.

The array of sensors, GPS and even more always-
on digital will turn our focus on ourselves
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Emergence  
of the next  
variant of  
the digital  
native

If Watch is successful, it will consolidate and standardize our 
expectations of wearable technology, in the same way that the 
iPhone did for the mobile market in 2007. This will provide a 
huge boost in numbers of people using wearable devices.

It will also engender new behaviors in measurement, human-
computer interface, data sharing, and seamless integration of 
digital into many new aspects of life.

This broad acceptance of the digitally-enhanced self will pave 
the way for other technologies that are still emerging at the 
fringes of the consumer domain.

Future versions of the watch will doubtless enhance their array 
of sensors with blood sugar sensors, EKG and more to provide 
more profound pictures of the user’s physical and psychological 
health.

With this data, and an intelligent algorithm that analyzes and 
actions the data, users can move beyond mere measurement, 
into a realm where the system effectively manages the user’s 
life for them: in moments of stress it can remove certain types of 
email, for example, and when the user is busy it can switch the 
user onto ‘emergency messages only’.

While this might portray Apple’s combination of sensors and 
data as the start of some kind of robot takeover, it would 
ideally represent the emergence of a technology that learns to 
understand and influence human nature, and a generation that 
is fluent in using that intelligence to supplement our own.

If sci-fi visions of the future are 
in any way accurate, Watch 
represents a bridge point 
towards our digital future  
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How does a business 
respond to Watch?
Engaging with your audience through Watch is rich in 
potential and fraught with risk

1

2

3

4

5

Decide if Watch is for you

Design small, useful and delightful experiences

Build a seamless ecosystem with Watch as its most personal touchpoint

Personalize interactions to prevent any chance of Watch-spam

Accelerate your IoT strategy
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1. Decide if Watch is for you
Brands have some fundamental questions to ask about their status with 
consumers before starting Watch development

• Many marketers labor under the delusion that their brands are much more 
important to people than they actually are. Testament to this is the huge 
number of failed brand apps that clog up the lower reaches of the app store, 
or reside somewhere on page six of your iPhone home screen

• Watch is a space that is even more personal and potentially intrusive than the 
mobile. Brands have to ask themselves if their connection with users is strong 
enough to earn a place in this rarified digital heartland. To do so, your brand 
must be either extremely useful or positively loved – ideally both…

• And, of course, align Watch to your current app programs. Watch opens up an 
array of new contexts for use of your service, so don’t feel too limited by what 
it does today

+

=
?
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2. Design small, useful  
and delightful experiences
There’s a lot we don’t know about how we will use Watch. 
Take a safety-first approach in the early days

• As Watch users figure out this new experience, it will pay to 
keep a close eye on how our interactions with the device 
develop, and design accordingly

• Aspects such as duration of session, acceptance and 
success of interaction with the new controls, response rates 
and frequency of notifications will all affect the experience 
design for Watch

• With so many of these unknowns throughout the user 
experience, it will pay to start small. Simple, one-stage 
interactions such as information alerts or Yes/No questions: 
for ecommerce think – “Your product has been shipped”, 
and for TV networks “Do you want to record the game?”

• Starting small and building out, gauging customer reaction 
along the way, is the right approach to such as new set of 
interactions
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3. Build a connected ecosystem with  
Watch as its most personal touchpoint
Watch interactions will be dependent on context 
provided by deeper interactions on other devices

• To have any hope of providing relevant and useful 
Watch tools and experiences, a brand needs to be able 
to understand the context of the user – how they have 
moved through different brand touchpoints over time, and 
what their current needs and desires are

• With this data coming from sources as diverse as the web, 
physical stores, social media, contact centers and email, 
brands need to buy into a business-wide ecosystem 
marketing approach

• In this approach, every aspect of how the brand develops 
its relationships with its audience are defined by a single 
vision of the Customer Experience, with all arms of the 
business delivering together against that vision

• This requires not just the integration of technology and 
data systems, but also the realignment of marketing and 
operations units around the same vision, de-siloing the 
business in the best interests of the customer, which can 
be an even greater challenge
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4. Personalize interactions 
to prevent Watch-spam

Only messaging that is 
based on data you 
individually hold on 
a user is worthy of 
sending to Watch

Delivering wrist notifications is likely 
to be the sharpest and most potent 
tool in any marketer’s toolkit. Errant 
Watch notifications are likely to 
prove even more unpopular than 
mobile phone ones.

Tailoring communications is an art 
that few brands have mastered, 
with fire-and-forget still all too 
common in eCRM. A rigorous 
and business-wide approach 
to personalization should be 
prioritized, including:

• Multi-channel data 
collection – product 
browsing history, prior 
purchases, social data 
and previous interactions, 
location, store visits, search 
behavior should all combine 
to create a wealth of 
targeting options to be used

• Individualized messaging 
– a marketing automation 
program that takes account 
of a wide variety of triggers 
and throttles to ensure 
users only receive the most 
accurate and immediately 
relevant messaging, and that 
Watch is regarded as a very 
separate device from email 
and mobile
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5. Accelerate your IoT strategy
Watch will likely be the catalyst for an increase of uptake across the IoT and wearables space

• If Watch transforms our rela-
tionship with technology as   we 
foresee, the entire connected 
device industry will receive 
a similar boost in consumer 
enthusiasm. Controlling your 
Apple TV from your Watch will 
be a reality

• The principle beneficiary of this 
will be retail, where Watch-
driven Apple Pay will finally 
start to free us from physical 
credit cards. Retailers will also 
presumably be able to use 
Watch to deliver smarter in-
store messaging to individuals

• In the Home Automation space, 
the combination of Watch and 
HomeKit will make it not just 
possible, but also cool, to im-
plement lighting, sound and 
temperature control through 
Siri. Imagine simply saying “Kids’ 
movie night” to make the lights 
dim, curtains close, and TV flip 
over to the Netflix kids’ channel

• Watch will also, particularly if 
some cynics’ views are borne 
out, boost the wireless charging 
business – with only 18 hours 
of battery life in the first version, 
smart charging devices, be they 
table tops, handbags or coat 
pockets, will be more and more 
useful
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Useful brand deployments  
of Watch
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Cosmetics
One-touch replenishment 
removes the need  
to go to the store

Photo credit: All iPhone

1

2

Ecommerce is growing fast in the luxury cosmetics 
space, and younger women are increasingly 
keen on skipping the department store

Here, a brand is using previous purchase data, 
combined with a seasonal marketing approach, 
to offer a seamless one-touch transaction

• The consumer has previously purchased 
an array of winter skincare products which 
she has defined as her survival kit

• Based on either her individual purchasing 
behavior or typical consumption behavior, a 
notification is pushed to replenish her supplies

• A simple option to accept the purchase is offered, 
or she can pass on it if it’s not required 
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Retail banking 
Reinforce positive 
saving patterns when 
you need it most

Retail banks can use Watch to help customers make connections 
between their everyday purchases and their savings and to bring an 
immediacy to their banking by showing their purchases in real time

Watch will also reduce friction around account management, 
leading to a more aware and conscientious consumer. With a 
touch of the wrist, you can move real dollars into savings:

• In this instance, a forward-looking bank is helping 
a customer with their savings plan

• At the end of the day, if the user has money left over, she has 
the option to transfer these funds into her savings account

• This kind of contextual and frictionless 
interaction is a natural fit for Watch

• Watch streamlines this interaction to just the press of a 
button, encouraging positive behaviors in saving

1

2
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Sports apparel  
Watch provides an exclusive 
passport to get hot new sneakers 
and content first... which teens are 
fanatical about 

Notifications and images, or tweets, featuring the latest 
product news become valuable high school currency

Product can be reserved at local stores (even if phones 
are not allowed in school)

The phone becomes the collection token, with a reser-
vation number displayed automatcially when the user 
enters the store

1

2

3
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Movie theaters 
Use Watch to find out just 
how exciting movies are

1

2

3

Ticketing is just the beginning of what Watch can do in 
entertainment

Movie houses could use their loyalty members’ Watch 
apps to monitor heartbeat while in the theater

Excitement and fear can then be definitively tracked to 
prove which are the most exciting movies and individual 
scenes in all movies that year
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