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Have a conversation with anyone about how the changing nature of technology is affecting 
our world, and artificial intelligence (AI) will invariably come up. It has the potential to change 
all industries in ways we’ve never experienced. The promise of AI is that it will make our lives 
better, with more lower-level tasks being automated, freeing us up to focus on higher-level 
endeavors. Automation promises to complete tasks with more efficiency than humans do, and 
can continually improve through machine learning.

This potential applies to the media and advertising tech world, where machine learning and 
artificial intelligence have already begun to improve targeting and segmentation, media 
buying and planning, as well as many other parts of the digital supply chain. It’s become a 
much-talked-about subject at conferences, in opinion pieces and in news stories in the trades. 

The revenue potential that improved personalization, segmentation and targeting that AI 
provides to marketers is huge. “Brands that integrate advanced digital technologies and 
proprietary data to create personalized experiences can increase revenue by 6% to 10%—two to 
three times the rate among brands that don’t,” according to consulting firm BCG. The company 
also estimates that in retail, health care and financial service alone, $800 billion in revenue will 
shift toward the top 15% of personalization companies in just the next few years.

But much of it has been relatively vague discussion, and when it is applied, it is still early 
stages and requires a significant amount of human input -- which isn’t necessarily a bad thing. 
Machine learning and AI have automated some of the more time-consuming data-centric tasks, 
opening up opportunites for agencies and DSPs to spend more time on analysis, targeting and 
segmentation, which ultimately delivers better return on investment in the media space.

Executive summary
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Location data’s importance 
in AI and segmentation

Less discussed but equally important is how location 
data and AI work in conjunction to bring better targeting 
and segmentation. DSPs, agencies and brands that 
are looking for ways to use these tools will get more 
intelligent outcomes than pure programmatic currently 
offers. They will also deliver better efficiencies, and 
ultimately, ROI.

At HERE, we are placing AI and machine learning at 
the center of our products and services. The future 
of the company’s innovation revolves around AI, and 
we see ourselves as rapidly transforming into an AI 
company providing intelligence through our offerings. 
AI algorithms can extract complex patterns from vast 
numbers of data points, and in so doing, are able to 
self-correct and learn patterns. This will help provide 
context and meaningful insights to a number of 
industries, including advertising. 

As part of our commitment to AI, we recently launched 
the Institute for Advanced Research in Artificial 
Intelligence (IARAI), the world’s first machine learning 
research institute to use industrial-scale geolocation 
data. By applying these algorithms to location data, the 
IARAI is poised to tackle the most pressing location-
based problems in industry and society.

We have a number of products, including our new 
HERE Advertising Data Services offering, which gives 
advertisers access to multiple data sets that help them 
achieve better segmentation. We are implementing AI 

with Places, our key product for media and advertising. 
The Reality Index, our digital map of the world, uses AI 
to identify patterns in data so that marketers can make 
better strategic decisions.

We are also seeing advancements in location data 
through AI in other ways, such as computer vision. For 
example, computer vision technology can localize and 
identify millions of features -- stoplights, fire hydrants, 
buildings --  on hundreds of millions of images, making 
mapping services and location data more accurate and 
robust than ever before. Layer such technology into a 
DSP, and targeting and segmentation will become more 
advanced than ever, thanks to added context that HERE 
location data can provide.  

We at HERE see the opportunity in automated machine 
learning that enriches outcome and targeting in real 
time. But the fundamental aspect of such practices is 
having quality location data from the outset. The AI 
won’t matter if it’s being used alongside questionable 
location data or audience data. HERE’s location data 
provides a strong thread that can be woven throughout 
every stage of the media buying process, providing more 
context and targeted segmentation for DSPs, along with 
better attribution for higher quality metrics. This will 
ultimately help draw the link between ad targeting and 
closed transactions at the point of sale. 
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Where AI and machine learning 
stand in media practices

The rise of the programmatic media practice has given 
new opportunities for machine learning and AI. Rather 
than page through volumes of research books for 
market data, planners are now able to take advantage of 
machine-learning algorithms that analyze vast amounts 
of data from different sources, helping lend more 
time to strategizing instead of plugging that data into 
spreadsheets. Although machine learning is the process 
by which the AI will eventually become more intelligent, 
humans are still needed to carry out much of the media 
and programmatic process.

In some cases, the machine learning algorithm may still 
be in need of correction. For example, a direction or 
insight an AI has given may not register because these 
programs may not have learned the necessary variable 
and therefore cannot be accurately predictive.

Want to talk? We do, too. Get in touch here.

Types of location data

There are two types of location data, and without 
using them both, marketers will have difficulty 
understanding the motivating factors consumers 
may have:

• Dynamic location data: These are the 
dynamic location coordinates (otherwise 
known as signals) that are created by moving 
objects such as mobile phones, connected 
cars and tracked packages. This is typically 
data our customers have.

• Location and geometry data: A digital 
representation of the world and the space 
we live in, move in, evolve in, interact in and 
shop in. This includes data from various 
sources, all creating a snapshot of our world. 
But that data needs to be contextualized. 
This is data for which HERE has built 
extensive maps.

No data is more critical to have in the mobile 
era than location data. Quality location data 
contributes special qualities to AI. HERE’s 
services are among the most robust in location 
data, and can help advance segmentation and 
targeting  in AI in a number of ways.
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Location data, AI and media 
Geolocation started as something that was planned 
against, but as tools got more sophisticated, location 
data became something that could be used to target in 
real time with the rise of programmatic. Then it became 
possible to use geolocation for attribution. It now 
underpins the entire media process, from planning to 
real-time buying to measurement. Location data will 
only become more of a keystone to proper audience 
segmentation and targeting as its prevalence grows.

Human intervention can help AI course correct 
through improved machine learning. Even with 
human intervention, AI still gives humans more 
time for strategic thinking and execution. Layering 
in rich location data with today’s tools will help 
planners gain better perspective and context on 
their targets, ultimately helping them segment and 
prioritize audiences. 

When it comes to location data and segmentation, 
effective application of AI is less about finding the best 
AI model than finding the most holistic model – one 
that takes into account the data in the market. Many 
AI applications take location data into account, but 
often ignore the context and relevance of the location 
and its data. This is a hugely important piece of the 
puzzle that ultimately delivers insights with robust 
context that takes into account additional factors 
surrounding the location.

Types of location data that 
can work with AI 
We see the future of location data providing a much 
more nuanced and detailed perspective for a variety of 
uses, from transportation planning to advertising. As our 
world gets increasingly connected through emerging 
technologies that become mainstream, location data 
will become much more prevalent as it stems from 
various new sources. 

The most common type of location data now is the 
mobile signal, but car sensor data and multiple types 
of Internet of Things-connected devices are also 
becoming more common. 

Home assistant devices alone -- Amazon’s Echo, 
Google’s Home and the Nest Thermostat, for example 
-- have recently exploded in popularity. According to 
McKinsey, the number of connected homes in the U.S. 
has gone from 15 million in 2015, to 22 million in 2016, to 
29 million in 2017. That’s 30% year-over-year growth. 

Growth among IoT and connected cars is only expected 
to continue in the coming years. Cisco’s 2018 Visual 
Networking Index notes “machine-to-machine (M2M) 
connections that support IoT applications will account 
for more than half of the world’s 28.5 billion connected 
devices by 2022,” according to ZDNet. “By 2022, the 
connected home vertical will account for the bulk 
of total M2M connections, while connected cars 
will show the fastest growth, with a 28% compound 
annual growth rate.”

There will be a surge of location data in the next 
five years, and analysts and those looking to target 
consumers will welcome the addition of machine 
learning and AI to help make sense of this trove 
of information.
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Use cases for location data 
and AI in segmentation

There are a number of future use cases for AI and how 
it can augment and improve a number of segmentation 
and personalization practices as it relates to location 
data, and how that can be applied or layered on 
with other ad tech partners. Use cases like the ones 
below, when paired with location data and AI, enable 
advertisers, DSPs and other players to measure 
campaign performance, operational efficiency, the 
ability to make decisions in real-time during campaigns, 
and ultimately improve ROI. 

Companies like Albert, which provides marketers with AI 
marketing software, can also be used in conjunction with 
quality location data and a number of DSPs, management 
platforms and other marketing stack players. Albert, for 
example, plugs into an existing tech stack and leverages 
the data and information that’s being used on marketer’s 
platforms to create operational and media efficiencies. 
The use of location data will let marketers further refine 
the efficiencies, helping them decipher when and where 
to reach consumers.

Location data also works well for companies like InMobi, 
a mobile ad network, as the combination helps pair 
advertisers with the right publishers, at the right time and 
at the right location. Robust and high-quality location 
data and AI can help advertisers get better ROI on mobile 
ad networks because the two help campaigns assess and 
prioritize the best segments and locations in real time.

HERE’s location data can be layered onto any of the 
below practices to enhance segmentation, targeting and 
measurement.

Media buying and planning: Agencies and brands 
have been using AI and machine learning to augment 
media buying and planning for a couple years now. 
Some players have been offering AI services to improve 
buying, targeting and data management, but AI often 
remains a niche area. For example, automated ad 
buying platforms apply advanced machine learning to 
programmatic media buying to find cheaper inventory 
and determine which bids they were unlikely to win.

Audience analysis and campaign performance: The 
market continues to make strides. A practice like 
layering location data over audience targets with the 
help of AI can help further refine segmentation, which 
can help advertisers more efficiently reach consumers at 
the right time and place. But advancements go beyond 
segmentation for the purpose of buying. Now machine 
learning and AI can be applied to points further along 
in the marketing process, such as as analyzing audience 
insights, at scale, when they are served ads.

After all, a person’s location when consuming any 
experience, including ads, is critical to understanding 
how it performs. For example, a video ad running on the 
Pandora app won’t do much good if the person is using 
Pandora while driving. No one will be viewing that ad. 
But contextual data and AI can help recognize when it’s 
appropriate to serve such an ad, and when it’s not.

Dynamic creative optimization:  Another form of 
programmatic advertising that can be augmented by 
the use of location data and AI is dynamic creative 
optimization. Location data and AI can help marketers 
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assess the success of campaigns in real time and 
allow them to use dynamic creative to segment and 
target based on many variables, all of which get more 
intelligent as the campaign progresses. Flashtalking, 
an ad server that has long been a specialist in dynamic 
creative optimization, has an open tech stack that 
allows for integration with other players in the larger 
ecosystem. This enables advertisers to combine 
audience insights, location data and AI to maximize 
return on investment and make dynamic decisions in 
real time.  

Marketing automation: Marketing automation has 
allowed marketers to streamline and automate a 
number of tasks, such as sending emails to customers, 
lead generation and segmentation in an effort to 
improve operational efficiency. Companies like 
Marketo -- which specializes in a number of marketing 
automation practices -- when paired with AI, help 
marketers create more relevant campaigns by predicting 
the right approach for the appropriate audience. 
Marketers can select their goals and let the combination 
of AI and automation guide them to the right audience, 
whether it’s a broad group or a small one. They can also 
tailor experiences with precision, and do it at scale. 

Other advertising applications: Marketers are thinking 
about other ways AI may enhance parts of the marketing 
and advertising world. Though it may seem far off now, 
perhaps one day AI could potentially write a robust 
creative brief. Imagine how a mix of location data and 
AI could help inform insights about a target audience’s 
behavior, which could help agencies develop better 
targeted creative executions, both in traditional and 
digital media. Some agencies are already on that path. 
McCann Erickson in Japan created an AI creative director, 
though it did have some limitations and was more of a 
data analysis program. Still, it showed that AI will become 
a part of nearly every aspect of advertising and marketing.

Other industry use cases for AI and location data: As 
Internet of Things devices and other connected products 
like cars become more prevalent, there are use cases 
for AI and location data with regard to segmentation 
outside of the media space. 

HERE empowers voice recognition, smart-home devices 
and assistants with location intelligence, training 
their backend algorithms to better understand and 
assess context. Algorithms can be trained to better 
answer questions about the nearest coffee shop or dry 
cleaner; they can enhance a home device’s capability 
to recognize and pronounce foreign street names, 
and to better understand the context of locations in 
general. Such training, for example, can help devices 
in understanding that ‘Gourmet Ghetto’ is an informal 
name for a business district in Berkeley, or that ‘Central 
Market’ is several different things, including a restaurant 
in Petaluma and a grocery chain in Texas. Examples 
like this illustrate just how important context is when it 
comes to location.

This enables devices to learn about people’s habits and 
location behavior, which can be used to build segments. 
For example, if a user asks a smart-home assistant 
four times a week to search for burger restaurants, this 
person can be segmented in a category like “burger 
lover.” In use cases such as these, a large online 
retailer may be able to use this data to improve user 
experience, to better understand customer behavior, 
and potentially to improve ads served elsewhere in the 
digital ecosystem. 

Similar segments can be applied to arts events, 
exhibitions, concerts and other food-related queries. 
Segmentation is equally important for companies in 
these industries and can benefit from having enhanced 
targeting and segmentation via better data and AI.
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How HERE is advancing its 
services through AI
Reality Index: HERE’s digital map of the world, the 
Reality Index, is the world’s first digital representation 
of the physical world that shows multiple attributes 
and data points that marketers need in today’s digital 
landscape. Points of interest (pin drops showing 
business locations), building shapes, elevation data and 
indoor maps are all part of the Reality Index, helping 
advertisers contextualize data in new and meaningful 
ways. The Reality Index now uses AI to identify patterns 
in the data, providing even more context so that 
real-time decisions can be made.

HERE deeply understands the value of intelligence. 
Our mission to be the innovator in location intelligence 
has enabled us to evolve beyond mapping services to 
offer the suite of products and services we have that 
offer a deeper understanding of location data, complete 
with context not previously available. HERE has taken 
our location intelligence into its next phase, with the 
future of our innovation revolving around AI.

HERE is rapidly transforming into an AI company, with AI 
acting as the backbone of our solutions in all sectors we 
serve, including city planning, driving, navigation, and 
particularly, media planning and buying. 

LiDAR: As part of our efforts to create robust and 
accurate location data, we have projects that focus 
on detecting 3D road features for automatically 
building our HD Map. These features identify various 
boundaries in the physical world (such as land and road 
boundaries), to create accurate representations of our 
world. By applying deep convolutional networks to our 
HERE True LiDAR, we capture 3D geometry and surface 
reflectivity to produce centimeter-accurate 3D features, 
which can then be applied in aggregate to AI that can 
then provide rich context for our mapping technologies.

HERE Places: HERE is implementing AI technology in our 
products and services, including using it to build Places, 
a key part of our media offering today. HERE Places 

contains data on more than 144 million places globally, 
in 400+ categories, covering major DMAs and more than 
16,000 retailers brands in the U.S. and more worldwide. 
With more than 260 attributes including hours of 
operations, payment methods, descriptions, reviews and 
ratings, HERE Places also supports rich decision making. 
With this, HERE provides rich context about a specific 
location in near real time, leveraging AI to achieve this.

HERE sources millions of records of place data 
daily, gathered from thousands of sources including 
business listings, social media, financial transaction 
indications, brand and niche sources, targeted search 
engine resources, communities and local field insights. 
Machine learning technology then processes, sorts and 
contextualizes that data to deliver a reliable dataset of 
places globally.

HERE Advertising Data Services: One of our newest 
services, HERE Advertising Data Services, enriches 
geo-coordinates with location context. It is a REST API 
that enables advertisers to access several location 
datasets. This information can be used to gain a 
contextual understanding of dynamic location data, and 
with it, enhance audience segmentation and campaign 
attribution. HERE will be using AI to aggregate data from 
different data sets, so advertisers can have one enriched 
response and translate mobile location signals into 
meaningful context.

HERE AI Institute: This year we launched the Institute 
for Advanced Research in Artificial Intelligence (IARAI), 
the first global machine-learning research institute to 
use industrial-scale geolocation data. The IARAI will 
conduct research in machine learning to expand and 
perfect the location intelligence needed to build an 
autonomous world. Research will focus on areas such 
as heightened location awareness for autonomous 
vehicles, more accurate, self-healing maps, better traffic 
prediction models and optimized fleet management and 
city infrastructure. HERE will cooperate closely with the 
institute by providing its unique datasets and expertise, 
and in turn will give HERE greater access to emerging 
technological capabilities in the company’s core field of 
interest, developed on its data.
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Ensuring privacy and the 
best-quality data

Data is one of the most sought-after commodities 
in today’s business world. The ubiquity of personal, 
connected devices -- from mobile phones to cars to 
refrigerators -- has resulted in more data than we’ve 
ever seen before, with the potential for unprecedented 
insight into consumer behavior. But quantity is not 
always quality. Along with proliferation comes the risk of 
questionable data, pulled from sources who unwittingly 
provided the data, or parsed in ways that obscures 
important context. 

At HERE, our foundation is based on the highest 
quality data. Our ambition has been to put the best 
location technology into the hands of developers 
everywhere. We have prioritized quality since the 
company’s founding, focusing on being leaders 
in high-definition mapping, global tracking and 
positioning, indoor mapping and the introduction of 
secure over-the-air updates. 

Want to talk? We do, too. Get in touch here.

GDPR is an opportunity to 
ensure legitimacy of data 
The European General Data Protection Regulation 
(GDPR) went into effect in May 2018, giving publishers 
the opportunity to strengthen the relationship with 
consumers, and allowing companies who rely on 
user data to rest assured that consent has been 
given. GDPR affects not just European companies, 
it impacts U.S.-based companies who target EU 
markets and consumers.

Success will come to those those who figure out how 
to properly use the range of data coming in from the 
exponentially increasing number of Internet of Things 
devices, mobile devices and connected cars. It will 
come to those who are also able to take advantage 
of AI advancements and better understand the 
context of location data, as well as deliver a better 
consumer experience, both of which will strengthen 
the relationship with consumers. These moves will 
ultimately help advertisers get better ROI on their 
media investments.

Up until now, much of the investment around 
data-driven advertising has mainly been in data 
collection, parsing, standardization, formatting and 
normalization of the workflow. This trend will surely 
continue as publishers, marketers and agencies 
have more access to data. But as the market evolves, 
consolidates and rationalizes, the global data pool 
will normalize. The focus will then shift on a large 
scale to better training the algorithms that review 
the data, which will then provide consumers with 
optimal experiences.
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Welcome to the intelligent world

We are just seeing only the beginning of how artificial 
intelligence will affect every aspect of our lives. 
And though HERE has made great strides in using AI in 
meaningful ways that adds context to location data, we, 
too, are only at the beginning of our AI plans. There is 
an exciting opportunity to better target and segment 
audiences in the media buying and planning process 
using AI, and we want to be a key enabler of AI through 
location data. 

That opportunity will only grow. More objects will be 
connected, which means that people, the phones they 
hold in their hands, the cars they drive, the cities they 
live in, the packages being sent to them, will all have 
a location story to tell. These locations stories will 
translate into insights that will help advertisers better 
segment their audiences and target their media, both 
in channels widely used now and in avenues we haven’t 
yet discovered.
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About HERE Technologies
HERE, the Open Location Platform company, enables people, enterprises and cities to harness the power of 
location. By making sense of the world through the lens of location we empower our customers to achieve better 
outcomes – from helping a city manage its infrastructure or an enterprise optimize its assets to guiding drivers 
to their destination safely. To learn more about HERE, including our new generation of cloud-based location 
platform services, visit 360.here.com and here.com
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