
Sites to Add to Your Toolbox 

www.bannerblog.com.au
Annoying, uncreative banners? Not here. 
Instead, you’ll find a definitive collection  
of cutting-edge banner advertising.

www.newstoday.com
A curated and community-driven collection  
of contemporary, pioneering online art  
and design.

www.stashmedia.tv
Your recommended daily allowance of 
inspirational animation, video FX and
broadcast design.

del.icio.us
A robust social bookmarking tool for design, 
research and inspiration.

www.secondlife.com
The official home of Second Life, an online 
society within a 3-D world.

www.nabaztag.com
The home of the smart, Wi-Fi “bunny robot.”  
The epitome of cute, interactive industrial design.

www.designobserver.com
Writings on design and culture by celebrated 
designers, including Michael Bierut, Rick 
Poynor and Adrian Shaughnessy. 

www.thedailyreel.com
Too many YouTube links? The Daily Reel is a 
highly curated approach to showcasing the best 
in online video.

2 0 0 7trends
Technology changes everything �  

including the creative profession. To 
help you navigate the evolving media 
landscape, The Creative Group is 
pleased to provide you with this 
exclusive preview of Internet trends 
from our friends at The Webby 
Awards. The information in this report 

is developed by David-Michel Davies, 
executive director of The Webby Awards 

and the International Academy of Digital 
Arts & Sciences, a 550-member organization 

dedicated to creative, technical and professional progress of 
the Internet and evolving forms of interactive media. We hope 
you �nd it useful and invite you to contact The Creative Group 
at www.creativegroup.com or 1.888.846.1668 for help with 
any of your staf�ng or employment needs.

 TV FigHts BacK
With nearly 69 percent of Internet users now watching some form 
of video online1 and YouTube capturing a share of your viewing 
time with a cacophony of video snippets, your TV has probably 
felt a little lonely. Even advertisers � long TV�s raison d�etre 
� are rushing into online video: eMarketer reports spending on 
online video advertising will total $775 million in 2007 alone.2 

But your TV is �nally �ghting back. In addition to the computer-
like services such as digital video recording and on-demand 
programming that cable operators have rolled out in recent 
years, two new products are leading your TV�s Internet-enabled 
march back to the mainstream: A new service from TiVo and 
Apple TV. Both are expected to seamlessly integrate media from 
the Internet and from traditional network and cable channels into 
one viewing experience. It won�t be long before you can expect 
Internet features such as sharing links and user reviews to become 
an integral part of the TV experience, too.

What it Means for Creative and Marketing Professionals
With your TV �nally going interactive, user participation is going 
to be an increasingly important element of the work you make. 
And it won�t just be TV. Pretty soon all media will contain some 
form of interactivity. This means that designers will need to think 
and design with user participation in mind.

1�From Early Adoption to Common Practice: A Primer on Online Video Viewing,� Online Publishers Association, March 2006. 
2 �eMarketer�s 10 Key Predictions for 2007,� eMarketer.com, January 2, 2007.
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THE Big Ad TaKEOvER

Online advertising is booming. Many studies expect online marketing budgets to climb more than 25 percent in 
2007,3 surpassing outdoor spending, and soon after, radio. To adapt, advertising will evolve from a 30-second 
interruption to an ongoing experience. Look no further than Second Life, the virtual community of �avatars� that  
has grown rapidly; more than 2.6 million have checked it out, a figure that in mid-January was growing by about 
20,000 per day.4 Marketers have jumped on board to cultivate this new audience within the virtual world with major 
brands investing real U.S. dollars to buy land, stage events and even screen movies � all in the quest to deliver their 
message within an experience. And Second Life isn�t the only venue for this new innovative style of narrative advertising. 
Major companies have started using a hybrid of machinima (�lmmaking within a real-time, 3-D virtual environment, often 
using 3-D video-game technologies) and traditional animation techniques to create spots that take place within video  
games � such as Grand Theft Auto � but are distributed over the Internet and TV alike.

What it Means for Creative and Marketing Professionals
To keep up, marketers will need to keep their eyes on the fringes of technology. Today, a specialized Second Life 
designer is invaluable to big brands that lack experience in this new form of media. Many companies are hiring special 
Second Life designers and experts to help them establish a presence within the Second Life virtual world. Creative 
and marketing professionals who can quickly master these new skills may virtually guarantee themselves both a 
lucrative and intellectually rewarding career in the future.

tEcHNOLOgy GEts SmaRtER

With the rapid rise of the smart-phone and smart-objects market � smart-phone sales are expected to have a 
compounded annual growth rate of 35.5 percent until 20115 � consumers are armed with increasingly more 
sophisticated devices containing sensors, scanners and new technologies that make information and context-aware 
computing readily available.

Is that beauty product eco-friendly? What farm was that package of mushrooms grown on? Just scan the bar code 
with a Treo to find out. In fact, in one German supermarket, consumers already can download a shopping list to 
their carts. Shelves with smart technology then interact with their shopping lists and guide them to products, allowing 
customers not only to discover what they are looking for but also revealing supplemental information, including how 
many miles they�ll need to run to burn off that ice-cream splurge.

Smart technology may even result in help around the house: A European company recently released an Internet-enabled 
robot called Nabaztag that resembles a bunny. Nabaztag will read its owner�s e-mail, alert him or her to breaking 
news stories and track the person�s stocks.6

What it Means for Creative and Marketing Professionals
This new sensor/scanner/smart-enabled world is a burgeoning opportunity for creative and marketing professionals 
because it�s indicative of an even bigger trend reported by the U.S. Census Bureau: People are consuming more 
information than ever before. In fact, Internet use is up more than 1,000 percent since 1997.7 This means that while 
the type of interactive work developed by creative and marketing professionals will continue to evolve and change 
rapidly, the demand for this kind of work will only grow greater.

3 �Online Advertising Continues Phenomenal Climb,� BtoB, December 11, 2006. 
4 �Tech Leaders Think Second Life Could Be a Gold Mine,� CNNMoney.com, January 23, 2007.
5 �Smartphone Sales to Jump 40 Percent This Year,� Cellular-News.com, October 17, 2006.
6 �Demo�s Most Surreal Demo: The Nabaztag,� CNETNews.com, September 26, 2006.
7 �And the �Global Village� Became a Reality,� InternetWorldStats.com, October 2006.
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The Creative Group is a specialized staffing service placing creative, advertising, marketing and  
Web professionals on a project basis with a variety of firms. For more information, please visit 
www.creativegroup.com or call 1.888.846.1668 for the office nearest you.

INcHiNg CLOsER tO WEb 3.0

The explosion of blogs, social networks and user-generated media commonly referred to as Web 2.0 has had as much 
to do with new publishing tools as it has with the sheer volume of people now contributing to the online world. The 
result? Now more than 1 billion people are online.9 

So what�s next? Web 3.0, or the notion of the semantic Web, where the Internet evolves from a catalog of information to a 
smart network combining arti�cial intelligence, pro�ling and search capabilities. Researchers see a Web that will act as a 
true �guide,� anticipating needs and making decisions on your behalf � from planning a vacation to choosing a college. 

What it Means for Creative and Marketing Professionals
For the industry, this means creating interfaces that have more human-like attributes. Web 3.0 will allow users to 
ask questions and give instructions in natural language, rather than the computer key-word speak we�ve been using 
for decades. As a result, consumers will have an even more life-like experience on the Web, providing creative and 
marketing professionals the opportunity to build truly exciting one-on-one relationships.

GOiNg EvEN GREENER

With the market for �green products� now bigger than the market for beer and cigarettes in some European countries,8 
recent �green� innovations are set to have a significant impact in 2007. On the horizon are solar-powered pocketbooks 
that can recharge cell phones, appliances that can sense the health of the power grid and shut down temporarily during 
periods of peak use, and the utilization of liquid chimneys by food manufacturers such as POM that will significantly reduce 
the carbon-related gasses thought to be at the core of climate change. 

What it Means for Creative and Marketing Professionals
With consumers becoming increasingly interested in sustainability issues, creative and marketing professionals need 
to remain �exible and adjust to this evolution in consumer attitudes. Whether it�s convincing manufacturers that eco-friendly 
production will sell more products, or showcasing the environmental values your company already represents, creatives 
need to stay tuned to this emerging tendency.

8 �UK Enjoys Green Consumer Boom,� IT Week, November 29, 2006. 
9 �And the �Global Village� Became a Reality,� InternetWorldStats.com, October 2006.
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