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THE INTERNET OF THINGS:
REVEALING CONSUMERS’ HIDDEN DESIRES

A. D. Krivko, D. Y. Loban

The Internet of Things is a phenomenon, which has gained significant in-
terest over the past few years among all possible activity areas globally. The
reasons behind this are the wide capabilities the technology can offer to busi-
nesses. Potentially, it can be very useful for companies as a means of getting
to know customers' hidden desires and making the business much more effec-
tive. The aim of this work is to assure the reader that it is worth implementing
the Internet of Things when doing business, and to come up with suggestions
for businesses regarding the Internet of Things.

DEFINITION AND POSSIBILITIES OF THE INTERNET OF THINGS

The Internet of Things (the IoT) is a network that combines internet con-
nection, electronics, software, and sensors to gather and exchange data with
different gadgets and producer [9]. Currently, there are about 14 billion IoT
units installed globally, and by 2020 this number will double [6]. The IoT af-
fects every aspect of our lives from home appliances to smart manufacturing
[3]. Even though the IoT market is in an embryonic stage now, companies
have many open doors. The IoT can possibly change the society. With the
growth of the IoT your future day might be like this: in the morning your
smart home switches lights, brews coffee. Your refrigerator adds «milk» to
your shopping list. During your trip to work, the car drives itself and goes di-
rectly to the free parking spot. The possibilities of the [oT are boundless. Such
notions as identification, localization, tracking and profiling are used to col-
lect data. The computer system can always know your location, plans, the
amount of money you have, etc. If any unauthorized access occurs, this in-
formation can be used against you. A new threat can appear — smart terrorism
or privacy/security threat. In addition, full automation can lead to the disunity
of society. With the 10T, the meaning of connections can change: objects are
no longer just machines, but also our consultants and even friends [7]. The
more we rely on objects, the less we need people. Also, the IoT is the next
stage of the Artificial Intelligence, and it can lead to unexpected outcomes.
Nevertheless, the IoT creates enormous possibilities to improve individual’s
life. The IoT technology can track body changes and inform a doctor if
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needed. New tracking options of awareness systems increase parents’ control
over little kids. Beacons can make it easier to orient in a city, and city space
will become friendlier. More facilities for the older or the disabled can be
available. Plenty of housework is to be automated. Smart vehicles, helmets
and monitoring systems can significantly enhance safety of transportation [8].

THE IMPACT OF THE IOT ON COMMUNICATIONS AND MARKETING

The [oT will not only influence how organizations do business, but also
how they communicate with the client. With the IoT, the company can moni-
tor everything [2]. Not only can you tell that a female customer went into a
store to buy an expensive bag, but how long she was there, where she walked,
what items caught her attention. Then, you can compare all visits of this cus-
tomer to the store during weekdays and weekends plus online behaviour and
find out what that customer really desires. Through various sensors, you can
get data on how much a person has rested, what temperature and pulse he has,
which part of the car seat he leans on more. The IoT will let you know that a
person sleeps little, drives to work during rush hours, and red items in the
store catch his attention more often. At that point, the data get analysed and
used for a better decision on what your company should produce. It is an ur-
ban car with red signs of the computer system, with climate control maintain-
ing «tonus» conditions, and an enhanced system of traffic adjustment. This
full perspective of daily experiences is rapidly changing the way businesses
deal with customer relationships. A company turns into an every-day eyewit-
ness of customer’s life and should now communicate with him not as a seller,
but rather as a companion [1]. For example, companies can provide personal-
1zed assistance with product selection. When you want to try a new drink, di-
rectly at the store the company uses [oT means and helps you pick the one,
that perfectly suits your preferences and health specifications. On the other
hand, companies should know the borderline where to stop not to become too
irritating and not to make buyers anxious about the amount and depth of per-
sonal data collected. One American digital agency conducted a survey of
more than 2,000 consumers on their behaviour regarding the IoT. They found
out that in spite of worries about security and privacy, consumers incentivized
with coupons and bonuses are open to share data with third parties [5]. Here
lies a perfect opportunity for companies to collaborate with clients by offering
value as an incentive every time they collect data — either through unique of-
fers or life improving advice and recommendations.
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THE RESEARCH AND ITS RESULTS

During a representative group (100 people) research, it was found out that
41 % of respondents had never heard of the 10T, and only 18 % knew exactly
what the IoT means. If a business decides to implement the 10T, there is al-
ready fertile soil to be sowed: 61 % of respondents have positive attitude to-
wards the technology itself. However, an exactly opposite situation can be ob-
served from respondents’ attitude towards the possibility of their data being
collected via the 10T: 56 % of responses are negative. That is the result of lack
of informational intelligence and hygiene. The IoT is a technology of safety
and security too, there is a need to educate people on that, possibly through
showing positive examples of the [oT use. In addition, the use of the [oT as of
an instrument of getting to know consumers’ data should be conducted re-
sponsibly and wisely. 65 % of the respondents answered they use more than 6
(up to «more than 21») electronic devices a day, and estimated more than a
half of such to have communication software or means to them. Globally, an
average number of gadgets per person is 4, which is to double by 2020 [9].
What is interesting, people themselves tend to think of their direct gadgets,
not taking into consideration how many public ones they get connected with.
Potentially, a half of all devices collect data ranged from very simple to so-
phisticated. The biggest concentration of social accounts, which are possible
channels of transferring data, is associated with the people of the age between
17 and 32 years — youngsters and young adults, who are the most active users
of media and technology. They are, firstly, innovators, who can get engaged
in the IoT themselves easily and bring the technology to publics, secondly,
they are future adults, who will be already familiar with the concept. The IoT
is very much likely to become a widespread technology soon [9], and 60 % of
the respondents think it will happen shortly, because the IoT has many practi-
cal implications in various spheres. Even though today the technology is only
being developed, 61 % of respondents already feel influenced by it, and 92 %
admit the ability of the IoT to possibly affect their consumer behaviour. In
other words, being used wisely the IoT can deliver plenty of data about not
only people’s hidden characteristics, but their behavioural patterns and inter-
connections too, thus firms can use the IoT as a tool of discovering its con-
sumers.

CONCLUSION AND RECOMMENDATIONS TO BUSINESSES

As a result of the theoretical and practical investigation of the IoT, it be-
comes possible to figure out certain suggestions, which can help businesses to
take the maximum advantage from the use of such a technology.
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e The IoT is good. Think of the IoT as of an opportunity. The sooner you
start accepting such an idea, the quicker you find its possible implications.

e The IoT means customization through optimization. I.e. businesses
collect customer data through optimized IoT procedures and change their
product according to specific consumers’ desires.

e The IoT helps to make business decisions and form objectives.
Through the collection of data businesses get information for precise
customer-oriented decisions and strategic planning.

e The IoT is one of the ways of getting competitive advantage.
Promising prospects of the IoT development, expansion and monetarization
could be regarded as a sound reason for trying the technology. Also, there is
still a chance to gain the first-mover advantage in your region.

e Show people, that their data is being treated properly and used for
good. Bring them incentives and motivate to share their information. Show
how beneficial the collection of data is.

e Target the IoT on youngsters and young adults. They are those who
may significantly help in bringing the [oT into other people’s lives.

e The IoT is not cheap. However, it brings significant benefits that cover
all expenses.

e Teach and study the IoT hygiene. Doing so you can decrease the level
of resistance towards the IoT and improve safety standards of your business.

The IoT is a new technology that is still developing, but its implementation
can bring a lot of good to businesses [4]. The IoT can reveal what your cus-
tomers truly want and need. In Belarus, the [oT is not widespread yet, there
are many things and technical means to be introduced. Despite that, the coun-
try has a great foundation for its development and use. A key idea is that the
future success of the [oT will originate from providing effective simple-to-use
customer experience with indispensable benefits, regardless the industry.

Literature

1. https://hbr.org/2015/06/the-internet-of-things-changes-the-company-customer-
relationship.

2. https://hbr.org/2015/06/the-internet-of-things-is-changing-how-we-manage-customer-
relationships?referral=03759&cm_vc=rr _item page.bottom.

3. https://iot-analytics.com/top-10-iot-project-application-areas-q3-2016.

4. https://www.accenture.com/ acnmedia/PDF-3/Accenture-Igniting-Growth-in-
Consumer-Technology.pdf.

5. https://www.accenture.com/t20150624T211456  w__ /us-en/
_acnmedia/Accenture/Conversion-
Assets/DotCom/Documents/Global/PDF/Technology 9/Accenture-Internet-Things.pdf.

6. https://www.ericsson.com/res/docs/2015/every-thing-connected.pdf.

7. https://www.i-scoop.eu/internet-of-things-guide.

430



8. https://www.reports.nl/wp-content/uploads/2017/01/internet-of-things-for-
marketers.pdf.

9. Rayes A., Samer S. Internet of Things — From Hype to Reality. The Road to Digitiza-
tion // Vancouver, 2017. P. 2—-17.

IHEHA IIOBE/IbI B KOH®JIUKTHOM CUTYAIINMHU
A. A. JIbicenko, A. C. lllerioBa

KondpnukT, kak 0OIIECTBEHHO SIBJICHUE, SBISETCS MPEAMETOM HCCIIE0Ba-
HUSl YUCHBIX pa3HbIX cep HayuyHOU aedrenbHocTH. [loa koHpIMKTOM MO OI-
peaenenno Axnynosa u llIunuiiosa, aBTOPOB, BEINOJHUBIIUX OTPOMHYIO MC-
CJIEIOBATENbCKYI0 padOTy MO YTOYHEHHMIO CXEMbl KOH(IMKTA, MOHUMAETCS
«Hanbomee OCTpBI CIOCOO pa3perieHus] 3HAYUMbIX MPOTUBOPEUNi, BO3HU-
KAIOLIMX B IPOLIECCE B3aUMOJACHUCTBUSA, 3aKJIIOYAKOIIUICS B IPOTUBOIECUCTBUU
CyOBEKTOB M OOBIYHO CONPOBOXKIAIOUIUIICS HETaTUBHBIMH SMOIUSMU» |1,
c. 90]. JIroboMy KOH(IMKTY MPEAIIeCTBYEeT KOH(DJIUKTHAs CUTyalus, — 9TO
HAKOIMBILKECS MPOTUBOPEUMS, CBSI3aHHBIE C B3aUMOJCHCTBHEM CYOBEKTOB
COLIMAJIBHOTO COTPYIHUYECTBA U OOBEKTUBHO CO3/IAIOIIHNE OCHOBY ISl Pealib-
HOTO ITPOTUBOAECUCTBUS MEXAY ITUMU CyOBEKTaMHU.

B opranuzanun Hen30eXHO BO3HMKAIOT CCOpPbl M pasHoriacusa. Tema mo-
Oellbl U MOpaXeHUs MPUCYTCTBYET BO BCEX cepax >KU3HU U TPATULMOHHO
CUMTAETCs aKTyaJdbHOW. B pesynbrare crnopoB Mexay Ou3HEc-apTHEpamu
IIPOTUBOCTOSIHUE MOYKET MPUBECTHU K BBIMIPBIIY OJHOM M3 CTOPOH. OJIHAKO
MOJly4YE€HHBIE B pe3ysibTaTe JOCTUTHYTOM MOOenbl MpeuMyllecTBa HE BCeraa
ABJIIFOTCS. OYEBUJIHBIMU. TaK, BOSHUKIIEE HETONOHUMAHUE C aIMUHUCTpALH-
€l IPEANPUIATUS MOXKET MOCTABUTH 110 YIPO3y JaJbHEUIIYIO0 Kapwepy. [lpu-
TOM MPEAMETOM KOH(IUKTA MOXKET OBITh HECOTJIacHe MO MPO(ecCHOHATBHBIM
BOIPOCaM, a TakKe, B HEKOTOPOU CTETEeHU, CyObEKTHUBHBIC MPUINHBI JIJIsI aH-
TUIATUU, — JUYHbIE OTHOILUEHUS, OMKUOKH KOMMYHHUKAuu. COTpyJHUK MO-
KET MPOCTO BHIOPATh HEBEPHBIM TOH, HE BOBPEMS UTO-TO CKa3aTh WJIK HA00O0-
pPOT POMOJTYATb.

Menemxep, oCKOpONEHHBI U YHIDKEHHBIA BO BpeMsi KOH(MJIUKTA B TMPH-
CYTCTBUU MOJYUHEHHBIX, B UTOTE YBOJIBHSET CBOETO OOMIUMKA, HE JIOILYCKasl
MBICJIA O TOM, YTO OH OCTaHeTcsd padoTaTh ¢ HUM Aaiblue. Tor — mpourpsI
«mobenuTens». B ciyyae BO3HUKHOBEHUS KOH(PIUKTHON CUTyalluu B KOJUIEK-
TUBE MEHEKEepPY HEOOXO0IMMO HAWTH MpaBWIbHBIN M pa3yMHbIi Bbixod. Ho,
MOCKOJIbKY B JICMCTBUTENBHOCTU HE TAaK MPOCTO BBIABUTH MPUUMHY KOH(DIUK-
Ta, CIPOTHO3UPOBATH IPOLECC €r0 Pa3BUTHUA, TO LEIECOOOPA3HO OMHUPATHCA
Ha pa3paOOTaHHbBIE YUYEHBIMH METOJUKHU, B YACTHOCTH, CTPATETHUIO TOBEICHHUS
B KoH(ukTHOU cutyanuu K.Y. Tomaca u P.X. Kunmenna [2, c. 115-117].

Tak, BO3MOXEH BapuaHT, KOIJa OJWH W3 YYACTHUKOB MPOCTO MOKHAAET
«1ose 005y, CChUTAasICh Ha TO, YTO y HETO HET BpeMEeHH 00CyXIaTh 4yTO-1H00,
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