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A snapshot of FOMG 2018

Festival of Media Global (FOMG) took place at 
the Rome Cavalieri from 13–15 May, 2018. 

Some 600 delegates attended two days of media 
insights, delivered by 70 speakers, including brand 
CMOs, media executives, technology companies 
and a human cyborg.

Artist and cyborg activist, Neil Harbisson is best 
known for having an antenna implanted in his 
skull. He is a living embodiment of humanity’s 
predicted merge with technology. 

On the first morning at FOMG, Harbisson 
explained to delegates how the antenna allows 
him to perceive visible and invisible colours via 
audible vibrations. 

He said: “I was born with a rare visual condition, 
which means I’ve never seen colour and I don’t 
know what colour looks like. I live in a greyscale 
world. But for the last 15 years, instead of seeing 
colour, I can hear colour thanks to my antenna 
eye. 

“It detects the frequency of the colour and sends 
it to a chip installed in the back of my head. In 
the beginning I had to memorise which notes 
represented which colours but after a while, it 
became a perception and then a feeling. When I 
started to dream in colour is when I felt that the 
software and my brain had united. The cybernetic 
device had become an extension of my senses.” 

Harbisson’s keynote provided fascinating real-
world context for FOMG’s overriding content 
theme of inclusivity, and being brave and bold in 
the development of new ideas. 

No-one was braver or bolder than FOMG’s first 
speaker to take to the catwalk stage though. 

Social entrepreneur, Caroline Casey talked from 
the heart about being visually impaired and 
hiding it from her employer. She then spoke 
passionately about her mission to ignite, amplify 
and mobilise inclusive business leadership.

“There’s one billion people living with a disability 
today and we’re worth eight trillion dollars to the 
global economy. If we get disability right, we’ll get 
workplace inclusion right so we need to change 
the narrative and start humanising disability for 
business,” she told delegates. 

After her impassioned address, Casey was 
interviewed on stage by Omnicom Media Group 
UK CMO, Sam Phillips. 

“By 2020, 20% of people in Europe will have 
developed a disability,” Casey told Phillips. “Only 
4% of the one billion need a wheelchair. The 
rest are living with mental, physical or learning 
disabilities. This impacts brand culture, talent 
acquisition, customer retention and access to new 
business. Wouldn’t it be great if we could adopt a 
universally inclusive culture by companies placing 
disability squarely on their boardroom agendas.”

The authentic bravery and openness of these first 
two FOMG sessions appeared to have a knock-on 
effect and filter through the whole of the two-day 
agenda. 

We saw brand leaders from companies such as 
LVMH, Deutsche Telekom, and Shell talk candidly 
about operating models, in-sourcing, and the role 
of the media network in this new landscape. 

Gemma Greaves, CEO of the Marketing Society 
conducted a frank and honest fireside chat with 
the Global Corporate Brand and Purpose Director 
of Mars, Michele Oliver. 

Plus, we strained to hear from Simon Peel, 
Global Media Director for Adidas as he braved 
the FOMG stage having already lost his voice, 
in order to share whispered insight on how the 
German sports brand has evolved its internal 
media and marketing ecosystem, in order to 
better prepare itself for the global review of its 
$300 million media-buying account. 

This is our snapshot of key trends and talking 
points from Rome. 
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FOMG’s keynote speaker, Caroline Casey reveals 
her mission to ignite, amplify and mobilise 
inclusive business leadership.

Caroline Casey didn’t know she had been born 
legally blind until she was 17 years old. She’d 
gone through her childhood and teenage years 
assuming that everyone was limited to around 
three feet of vision. She only found out the truth 
on her 17th birthday, after telling an optometrist 
that she was going to learn how to drive. 

The Irish social entrepreneur is now the founder 
of business inclusion company, Binc and actively 
campaigns to put disability firmly on the global 
business agenda. 

Her story, told to FOMG delegates in Rome, is one 
of defiance. As an adult, she kept her disability 
hidden for 11 years, jumping from careers in 
archaeology, to restaurants, to being a masseuse, 
to a landscape gardener. She went to business 
school and worked as a management consultant 
with Accenture, but eventually her eyesight 
declined to such a degree that, at the age of 28, 
she had to admit she needed help.

“I finally came out of the closet,” she declared. “I 
had to accept that I am me. It doesn’t matter how 
hard I work, these eyes aren’t going to get better.”

Casey has now launched a global business 
campaign on disability, entitled #Valuable. 

Caroline Casey on workplace inclusion:  
“The uncomfortable truth about disability  
is it’s uncomfortable.”

need a wheelchair. The rest are living with mental, 
physical or learning disabilities. This impacts 
brand culture, talent acquisition, customer 
retention and access to new business. Wouldn’t it 
be great if we could adopt a universally inclusive 
culture by companies placing disability squarely 
on their boardroom agendas?”

In the UK, the Disabled Living Foundation 
estimates that almost one in five of the 
population have a disability. In January 2016, 
the UK employment rate among working age 
disabled people was 46.5% (4.1 million), compared 
with 84% of non-disabled people. 

When asked by Phillips why she thought progress 
around workplace inclusion and getting disabled 
people into jobs has been slow in an era of 

“There’s one billion people living with a disability 
today and we’re worth eight trillion dollars to 
the global economy (according to the US-based 
Return on Disability Group). If we get disability 
right, we’ll get workplace inclusion right so we 
need to change the narrative and start humanising 
disability for business,” she told delegates.  

In order to promote her message, she has trekked 
through India on an elephant, embarked on a 
1,000km horse ride through Colombia, and taken 
part in Around the World in 80 Ways with double 
amputee Mike McKenzie and blind adventurer, 
Miles Hilton-Barber in 2002. 

After telling her story on stage in Rome, Casey 
was interviewed by Sam Phillips, Omnicom Media 
Group UK’s CMO and Chair of OPEN (Omnicom 
People Engagement Network) to discuss the future. 

Casey told Phillips that she is asking 500 
businesses to put disability on their boardroom 
agendas at least once before next year’s World 
Economic Forum in Davos. She’s also looking 
for the “Sheryl Sandberg, or Bono, or Al Gore of 
disability” - someone outside the community who 
will champion the cause. 

“We can find people to stand for water. And we 
can find people to stand for gender. And we can 
find people to stand for race. Why not us?” Casey 
asked. “By 2020, 20% of people in Europe will have 
developed a disability. Only 4% of the one billion 

initiatives to improve gender diversity and stamp 
out sexual harassment in the workplace, Casey 
said: “The uncomfortable truth about disability 
is it’s uncomfortable. Most of us are worried we’ll 
handle it wrong, say the wrong thing, do the 
wrong thing. 

“I still think there’s a lot of sympathy and a 
lot of charity,” she continued. “That’s not very 
empowering, although we do need the services 
charities provide. The other part of it – and it’s 
such a horrible thing to say – is the idea that the 
disability market is not seen as valuable. I think 
businesses don’t see they can do business with 
disability and that’s something I’m determined to 
change.”



98

Emi Gal, CEO of Teads Studio, reveals how 
Artificial Intelligence (AI) will permeate every 
aspect of our lives.

At Google’s I/O developer conference at the 
start of May, CEO Sundar Pichai unveiled a new 
capability for Google Assistant - one that allows 
it to make phone calls in real-time with actual 
humans. 

In a demo, also shown to the FOMG audience by 
Emi Gal, Google Assistant dials up a local hair 
salon to schedule an appointment. 

First, a user asks Google Assistant to make them a 
hair appointment, which prompts the VPA (Virtual 
Personal Assistant) to begin the phone call in the 
background. 

The salon employee who takes the call never 
guesses that she’s speaking to an AI-infused VPA. 

Google Assistant is able to arrange a time and 
date for a hair appointment, even when told that 
there’s no appointments at the time it originally 
suggested. Google Assistant even replied ‘Mhm’ 
in a natural, believable way when the salon 
employee asked her to wait a moment. 

The merger of AI and humanity

and communicate those food types to our fridge, 
which will then place a shopping order with 
Amazon. 

When AI develops beyond the capacity of the 
human brain, Gal believes that we won’t be 
allowed to drive our own cars because AI can 
already drive better and safer. 

“The scientist Ray Kurzweil says that the human 
brain is running an amazing algorithm on a very 
poor piece of hardware,” Gal continued. “His 
theory is that we’ll eventually create DNA-based 
nano-bots to augment the human brain. They’ll 
enter the blood stream and allow us to purchase 
more intelligence. If you think that sounds crazy, 
in March 2017, Elon Musk launched ‘Neuralink’ - 
a venture to do just that and merge the human 
brain with AI.”

Gal then showed FOMG delegates how AI will 
impact everything from the creation of art 
and music to delivering bespoke personalised 

The technology, called Duplex, uses a 
combination of natural language processing and 
machine learning. It is poised to bring big changes 
to how we interact with our voice-activated 
devices. 

Gal used this most recent Google development 
to show FOMG delegates in Rome the speed at 
which AI is evolving. 

“We are currently in the phase of ‘Narrow AI’ - it 
can recognise voice, it can recognise faces, it 
can buy advertising based on behaviour, and it 
can detect other vehicles on the road,” Gal told 
delegates. “Moore’s Law forecasts that by 2025, 
computers will be as smart as the human brain. 
At this point, we will move into ‘General AI’ - AI 
that can learn anything. By this time, we are likely 
to be interacting less with screens and more with 
platforms driven by voice, which is why Google’s 
latest announcement is so exciting.”

Gal went on to describe a future vision for how AI 
will merge with our everyday lives. 

He predicts that within the next decade we’ll 
be able to swallow a pill at breakfast that will 
analyse the different nutrients our body requires 

advertising for every individual on the planet. 

“Instead of having one video ad, brands will 
develop narrative frames and let the AI decide the 
order in which to deliver the content, based on an 
individual’s profile or behaviour,” he said. “Today, 
we can already create these ads and target them 
to hundreds or thousands of audience segments. 
In the future, we’ll be able to do it for every single 
impression – so millions of different versions – as 
well as creating ads you can talk to and interact 
with in mixed reality environments.”

In order to prepare for AI permeating every 
aspect of our lives, Gal recommends that firstly 
we should embrace it because, “it’s going to 
happen, whether we like it or not.”

Gal says advertising and communications 
companies should start by focusing on building 
teams of engineers and creatives working more 
effectively together, while investing heavily in a 
data strategy together with a DMP. 

“AI will only be as good as the data you use to 
train it. Without lots and lots of data, your AI 
won’t be very smart,” Gal concludes. 

Following his keynote, Gal spoke more about 
the impact GDPR and the Cambridge Analytica 
scandal may have on the collection and usage of 
data in advertising to drive the evolution of AI.

“I’m a big fan of GDPR because it gives consumers 
more visibility into how their data is being used. 
On the flip side however, it will make it harder 
for companies to train their AI algorithms if they 
aren’t able to maintain high levels of data,” he 
explained. “The technology will evolve regardless 
but for advertising, the experience won’t be as 
good if the consumer doesn’t give their consent 
for a more personalised AI experience. So there 
needs to be more education. 

“As an industry, we need to hand-back more 
control and visibility over data usage and educate 
both people and clients on why using that data 
will create a better advertising experience.”
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Could Augmented Reality (AR) be the catalyst 
for a banner advertising comeback? Mikela 
Eskenazi, Chief Commercial Officer at Blippar 
believes it will.

The opportunities for AR

turn, resulted in L’Oréal making its acquisition 
move. 

Mikela Eskenazi, Chief Commercial Officer at 
Blippar, cited the ModiFace acquisition during her 
talk on how ‘AR will enhance how we live, work, 
play, socialise and shop’, in order to show that the 
beauty industry is currently leading the way.

However, with other sectors taking note of 
analysis that suggests AR delivers 45% higher 
attention levels than television viewing or online 
browsing, plus a 90% higher engagement and 
135% more likely to purchase score, more and 
more brands from other sectors are turning to AR 
to bring products to life and even make digital 
banner ads great again. 

“AR is leading the way in immersive technologies,” 
Eskenazi told FOMG delegates. “As an industry it 
will be worth $90 billion by 2022.”

The opportunity for AR-driven advertising is to 
marry the high reach of display media with the 
interactivity, personalisation and realism of AR. 

Blippar rolled out its AR ad unit in May 2017, which 
Eskenazi said uses a smartphone or desktop 
camera to deliver interactive, contextually 
relevant AR experiences from banner ads. 

Since then, dwell time has increased by more 
than 11 times, Blipper campaigns now receive 
an average interaction rate of 13.3%, and the 
company has worked with a wide variety of 
brands including Jaguar Land Rover.

Eskenazi showcased the Jaguar 
Land Rover AR experience to FOMG 
delegates in Rome. 

With one click on the banner ad, users 
are transported into a 360-degree AR 
experience, which places them in the 
driver’s seat of a new Range Rover 
model. 

The click-through rate (CTR) for this AR-
driven banner ad was 38%, compared 
with an average CTR score of 0.05% 
for banner advertising in today’s digital 
world. 

“Brands are turning to AR for 
unparalleled engagement, higher 
purchase conversion, a greater 
awareness experience, and to build 
advocacy,” Eskenazi told delegates. 
“Enhancing a product with AR 
transforms it into the media, while 
translating a physical presence into a 
virtual content world will result in brands 
bidding on AR locations as well as 
keywords in the future. 

“The physical and digital worlds are 
merging and our smartphone cameras 
have become the primary lens interface. 
There’s a huge opportunity to overlay 
content and augment the brand 
experience.”

In March 2018, L’Oréal purchased ModiFace - an 
AR beauty company, based in Toronto - for an 
undisclosed sum. 

The acquisition was significant because ModiFace 
was already powering makeup filters on the 
Galaxy S9’s Bixby Vision, while its universal 
software could provide clinical skin analysis, skin 
visualisations, beauty product recommendations, 
plus live makeup simulations, when integrated into 
smart mirrors. 

When Bixby, the Galaxy S9’s VPA (Virtual Personal 
Assistant), began featuring the technology and 
allowing users to buy makeup after ‘trying it on’, 
it signalled a flurry of interest from across the 
cosmetics world in the potential of AR. This in 

“Augmented Reality is going 
to help us mix the digital 
and physical in all new ways, 
and that’s going to make our 
physical reality better.”
Mark Zuckerberg - CEO Facebook.
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FIVE MINUTES WITH…

Julia Goldin, Global Chief Marketing Officer, 
The LEGO Group

Unlike a majority of CMOs, you 
oversee both product development 
and marketing. This must give you an 
interesting view of the whole value chain. 

It does. I’m very aware that innovation 
must occur across the whole value chain 
and therefore anyone who works in 
innovation must understand our business 
as a whole. 

For LEGO to stay relevant, it’s not just 
about product development or experience 
marketing. It’s about understanding how 
to deliver the best possible experiences for 
kids, and where that sits within the whole 
process. Sometimes it’s in the product 
stage with innovations such as LEGO mini-
dolls for girls. Other times it’s by enhancing 
the product experience, such as our LEGO 
AR Studio app, which uses Apple’s ARKit 
to merge a digital and physical LEGO 
experience. 

How has your approach to working with 
agencies changed?

I’ve always believed that when working 
with agencies, you have to nurture a 
partnership, so that hasn’t changed. 
But the nature of that partnership has 
definitely shifted. 

I need my media agency to be very close to our 
global marketers, our content producers, and 
our global creatives. So, we now have a higher 
expectation of how much agencies should know 
about our global business. 

Also, we have higher expectations of trust and 
transparency around data and results. Our need 
to be able to iterate and change things quickly 
has really accelerated, so we need agencies to be 
responsive to that. 

Why has LEGO brought some aspects of its 
agency business in-house? 

It’s the more efficient agency model. I don’t have 
to ask about overheads or what resources they’re 
investing in. I know exactly who is working on my 
business and how they’re working. 

The creative freedom of our in-house teams is 
now seamlessly connected to what’s going on in 
the business. Creative is present in the product 
development process, they’re present at the 
inception of new marketing and experience ideas, 
and they’re able to act much faster. They can 
capture a trend and react immediately. 

How do you use storytelling to communicate 
with both parents and kids?

Storytelling is a massive part of the whole 
marketing inspiration model at LEGO. 

It’s now much bigger than it has ever been, driven 
by the digitalisation of the world around us. 

Some 7.5 million people engage with LEGO daily, 
just on our own digital platforms. When I speak 
to our partner at YouTube, they tell me that LEGO 
is the number one branded content, watched 
globally. 

We use stories in several ways. Firstly, there’s 
an enormous amount of content that is posted 
by users and fans. We focus on optimising that 
content for other people. 

LEGO’s CMO speaks with Wenda Harris Millard, Vice 
Chairman, MediaLink, to discuss some of the biggest 
transformers and disruptors that are driving LEGO’s 
approaches to how the company engages and 
inspires the builders of tomorrow. 

Then there’s the stories we create for the 7.5 
million daily users along with our films and 
television series. The third way is by making 
people feel an integral part of our brand story. 

We have a platform called LEGO Ideas, where 
adults can submit ideas for product creation. 
We’ve now started doing it with kids and last year 
we had 28,000 submissions for new LEGO Friends. 

It resulted in a ten-year-old girl having the chance 
to work with our designers to create the winning 
product, which is a very personal, inspiring story. 

It sounds like you view digital as a brand 
enhancer rather than a disruptor?

I choose to see digital as a huge opportunity for 
LEGO. We use digital to enhance a two-by-four 
brick that is used daily to create up to 950 million 
different combinations (according to Harvard 
University research). 

In the mind of a child, each one of those 
combinations means something. It’s a giraffe or a 
dog or a spaceship. When you add technology to 
that imagination process, the possibilities become 
limitless. 

Last year, we launched LEGO Boost. The sets 
contain a combination of sensors, motors and 
a unique companion app that teaches young 
children how to code so that they can bring their 
creations to life. Plus, we use AR to enhance the 
play environment.
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endeavour and wonder. One of my great passions 
is going into schools and telling children about 
our record breakers - teaching them that there’s 
always something that they can be good at and 
giving them a real sense of purpose. 

How else can brand purpose be defined?

There’s lots of ways brands can become more 
meaningful but it has to be authentic, it has to 
last and it has to have real business depth. It can 
be something as simple as Ryan Air though. Its 
brand purpose is to provide low cost flights. Ryan 
Air sets out to make travel more accessible. You 
know the experience may not be the best, but you 
buy into the brand purpose of finding cheaper 
travel. 

Which digital channels have been most 
successful in your content evolution?

Like all publishers, we started to invest more 
heavily in our website and ebooks. We also went 
into the world of augmented reality and apps to 
try and bridge the gap between a digital offering 

FIVE MINUTES WITH…

Guinness World Records, Senior Vice 
President Global Brand Strategy,  
Samantha Fay

While many of us will have fond memories of 
leafing through the Guinness Book of World 
Records each year as a child, marvelling at the 
world’s tallest man or the person with the longest 
fingernails, few of us could have predicted that 
this piece of content marketing would stand the 
test of time and evolve with renewed purpose for 
the digital age. 

and the physical book. Facebook and YouTube 
have given us new audiences, while digital has 
given us the agility to adapt, change and replace 
content that’s not engaging, in order to match 
audience expectations.

How has your content evolved for the  
digital age?

Humans are fascinated by facts, but think about 
how ever-changing that is. If people are using 
a new application, like Snapchat, we’re one of 
the first to hear about it because people want 
to know if there’s a record for it. For example, 
there were no selfie records three years ago. 
(Though the first selfie was actually taken in the 
19th century.) Now, the record for most selfies 
taken in three minutes has already been broken 
five times this year. We did a record in Singapore 
about face-swapping. We find ourselves ever-able 
to take popular culture and turn it into records, 
modern-day content, and share with different 
audiences.

Today, Guinness World Records is the global 
authority on anything that can be named ‘the 
world’s best.’ Though it’s grown from being an 
annual book to a multimedia company that spans 
digital, experiential events, and television, content 
is still at its core.

How important is brand purpose to Guinness 
World Records?

Publishing has gone through an enormous 
amount of change. For over 60 years, our brand 
purpose was to publish an enjoyable read for 
kids that would also solve pub arguments. It was 
only when publishing as a business went into 
decline that we knew that we needed an evolved 
brand purpose. We spoke to parents, staff and 
children and discovered that breaking records is 
something that inspires the potential in others. So 
that became our shift in focus - helping people 
fulfil their potential by breaking records. 

How do you maintain an authentic purpose? 

Fake brand purpose is worse that fake news in 
my view. We built authenticity by celebrating 
the small moments, the human super powers 
that fill the pages of our book. Just this year 
alone, for example, 88 people ran the London 
Marathon in order to try and break a record. We 
pride ourselves on telling these stories of human 
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How can brands leverage advancements in 
voice as a medium? Sneha Nagesh, Global 
Business Director, PHD Worldwide explains.

With global sales of VPAs (Virtual Personal 
Assistants) expected to reach $2.1 billion by 
2020 and an ever-declining error rate for speech 
recognition, more and more companies are asking 
the question, ‘what does my brand sound like?’.

PHD’s Global Business Director, Sneha Nagesh 
took to the stage in Rome to bring delegates up-
to-date with advancements in voice technology 
and to advise on brand strategy designed for an 
audio age. 

“Google has just released the most human-
sounding version of Google Assistant to date,” 
Nagesh told delegates. “As a result, it has added 
six new voices. Later this year, musician John 
Legend will be one of the voices added to the 
Google Assistant.”

Other advancements cited by Nagesh include 
screens which combine ‘show and tell’ such as 
Amazon Echo Show, voice assistants for specific 
tasks such as Hello Egg for the kitchen, and VPA-
agnostic devices such as the Sonos One speaker.

She said: “Many people use their VPA to discover 
entertainment, news, recipes and brand skills. But 
today, one in four smart speaker owners also shop 
via their device. Brands looking to tap into this 
market need to change the way they think about 
packaging, advertising and discoverable content. 

“In the context of voice, it’s now ‘what does my 

A game plan for the voice revolution

brand sound like? How do I partner with the likes 
of Amazon Echo and Google Home? And how do I 
optimise my brand content for voice search?”

Nagesh went on to show examples of brands that 
are pioneering in the medium of voice. 

Just three of the many brands who have partnered 
with Amazon Echo to create ‘skills’ include Just Eat, 
Capital One and Johnnie Walker. 

Just Eat’s partnership allows users to tell Alexa what 
they want to eat and it’ll find the restaurant with the 
best customer feedback to place the order. 

Johnnie Walker delivers content including cocktail 
recipes and brand heritage, while Capital One 
provides bank account and credit card updates. 

“Figuring out what your brand sounds like and 
creating an authentic user experience are possibly 
the most challenging parts to any voice strategy. 
Many brands are experimenting with podcasts to 
develop a brand voice that can then be translated 
into smart speakers,” Nagesh explained. 

“The key is to develop content that has a real benefit 
in the right context. Ben & Jerry’s partnership with 
Amazon Fire TV is a good example. By advertising 
alongside romantic comedy searches, users can 
order ice-cream via Alexa to accompany the movie.”

Nagesh concluded by discussing voice search 
and what marketers can do now to devise a voice 
strategy.

“The bad news is that there is still a lot of work that 
needs to be done to advance voice search,” she said. 

“But the good news for brands is that many of 
the rules that apply to traditional search, still 
apply for voice. You still need to consider how 
your brand can be found in the voice landscape, 
how people talk when using voice search, and 
how to optimise content for local search results.

“In order to prepare, brands need to innovate, 
identify the role of voice in your customer’s 
journey, understand how users search on 
different platforms, and find the right context 
and experiences where your brand’s voice can 
facilitate genuine interaction that will drive sales 
and engagement.”



But, as both hardware and software become smarter, we will start to 
move beyond screens. A new paradigm will emerge, which will see 
our relationship with technology change forever. Virtual assistants 
will autonomously organise our lives, bots will run businesses and our 
brains will become super-charged via a connection to the cloud.
We will, both virtually and biologically, Merge together.

Download Merge from Amazon or the PHD Media app now

Today, technology is an inseparable part 
of our lives. One in five Americans is never 
offline. Billions more keep their smartphones 
glued to their sides, 24 hours a day.

For more on future tech 
innovations, see PHD’s 
latest publication:

media app

@phdworldwide    #PHDmerge    phdmedia.com/merge

The closing gap

between technology and us
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