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What happens in Vegas no longer stays in Las 
Vegas. Instead, it gets broadcast online as CES 
2021 followed the crowd and delivered a virtual 
version of the annual consumer electronics 
showcase for the first time in its 51-year history. 

New products keen to capture the limelight 
included the LG rollable smartphone, Sony’s 
Airpeak drone for professional cinematographers, 
Intel’s 11th generation Tiger Lake-H35 processors, 
likely to spark the arrival of ultra-thin gaming 
laptops, plus Moflin – an AI pet guinea pig that 
interacts with people differently depending on 
how they treat it. 

Inside the virtual conference programme,  
much of the discussion was around how different 
tech sectors have coped with the unprecedented 
disruption caused by the COVID-19 coronavirus 
pandemic. 

LG’s Dr I.P. Park was on-hand to remind us that in 
a post-pandemic world, we’ll need technology to 
‘drive enabling solutions to ensure lasting change 
and prevent a return to the old way of doing things.’ 

For LG, that means stepping up investment in 
delivery ‘servebots’, wearable air purifiers and smart 
thermal cameras, able to detect facial recognition, 
even if the person is wearing a face mask.

As if we needed reminding, the world has changed  
forever and with it, so too have consumer behaviours. 

In this year’s CES Snapshots booklet, discover 
new insights into topics including remote working, 
the future of mobility, privacy and trust and an 
e-commerce sector that has evolved 10 years in 
the past 10 months with a path to purchase that 
has grown ever more complex. 

Read on…
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5G SUPERSTADIUM

5G SuperStadium, which launched this month, 
gives football fans access to real-time stats, 
multiple camera angles on the field  
and augmented reality (AR) 
features that can be accessed 
at home or on the go. It also 
lets viewers create video 
overlays called “holomojis” 
of their favorite players with 
current statistics and data 
gleaned from the NFL’s Next 
Gen Stats tracking service.

Best of Tech: Building Internal Worlds

The trick to consuming any CES tech reports is to 
not concentrate too hard on the actual technology 
manifestations themselves, but to zoom out to see 
the broader trend it represents. Thus, this year’s 
CES acted like a barometer, reflecting the pressures 
of our current predicament. Whilst there were a few 
ambitious and outlandish technologies on display, 
they largely coalesced around answering deeper 
human need states brought into sharp focus during 
the pandemic. 

Broadly, then, we saw two categories surface:

First, technologies for building internal worlds. 
Many of us have spent most of the year firmly 
installed in our homes, escaping into worlds 
delivered through screens. Consequently, we saw 
Netflix, Apple TV and Disney gain double digit 
year-on-year subscriber growth. No surprise, then, 
that this year’s CES saw the revealing of super-
high-definition TVs and transparent screens from 
Samsung and LG, and high-quality audio systems 
from Dolby. In short: if you are going to dive deep 
into an experience, why not make it the best 
quality experience? 

In addition, we were also witness to waves of 
new gaming paraphernalia, from high spec PCs 
from Asus, to console-less streaming services 
from Lenovo, reflecting the phenomenal growth 
in gaming over lockdown. Intriguingly, there was 
also a real glimpse of a huge growth area for the 

BHAPTICS TACTSUIT X40

BHaptics introduced the latest iteration of 
their haptic vest at CES 2021. The TactSuit X40 
is a wireless haptic vest with 40 controllable, 
vibrotactile motors. It allows the wearer to feel 
various sensations while immersed in their VR and 
gaming experiences. It can be connected to almost 
all devices through Bluetooth or audio cable.

RAZER PROJECT BROOKLYN

Razer’s new concept gaming chair, Project 
Brooklyn, redefines the meaning of immersion. 
This cutting-edge chair boasts a 60” OLED rollout 
display screen and a transformable table for both 
PC and console gaming. Modular armrests with 
a collapsible table let users easily switch from a 
mouse and keyboard to a console. Hypersense 
technology transmits tactile feedback to feel in-
game moments. The station’s panoramic visuals 
provide gamers with 
an instant escape, 
allowing them 
to fully immerse 
themselves in 
gameplay.

LG TRANSPARENT OLED SMART BED

LG’s Smart Bed concept is 55-inch rollable, 
transparent OLED screen at the foot of a bed. 
Smart Bed’s screen can be used at multiple aspect 
ratios and sizes, depending on how much the user 
extends it from the base unit. Users can see the 
date and time or music playback options when 
the display is fully enclosed (thanks to a cutout in 
the unit), get a quick weather update by extending 
a small portion of 
the display or extend 
it completely while 
watching a movie.

next decade: EdTech. Pre-COVID, online education 
meant awkward live webinars and pre-recorded 
video lectures, but the pandemic has shown 
the education industry is ripe for disruption and 
solutions, and CES technologies are already 
pointing the way to a new kind of learning. 

Second, not only were we looking to make our 
home life more entertaining and escapist, but also 
safer. There were many examples of connected 
appliances and robotic assistance at CES this year. 
Whilst this was not new, their presence took on a 
new context in 2021. Thus, Samsung’s new Jetbot 
cleaning robot attracted the attention of the press, 
as did LG’s UV-light disinfection robot. We also 
saw a latent hypochondria fuel our desire to track 
our body’s vitals more closely, with platforms like 
Airthings, for monitoring the air quality of your 
home, leap to the fore.

 Ultimately, the key learning is that brands should 
not immediately start worrying about how to 
include a robotic hoover in their campaigns, but 
rather think seriously about what the broader shift 
in consumer mindset will mean for their business. 
Ask this: if the is home is becoming more central 
to daily life, even after the pandemic, how will your 
product or service adapt? What conveniences 
have customers discovered during lockdown that 
they will stick with once this is all over? How can 
your brand provide high quality escapism? How 
can your brands supply safety and reassurance?

These should always be the takeouts from CES. 
Look at the technologies that point the way to a 
change in the future consumer mindset, because  
it is these changes that need a response.

Phil Rowley
Head of Futures
OMG
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AIRTHINGS HOUSE KIT

Airthings is a global technology company and 
producer of indoor air quality monitors. The 
Airthings House Kit combines Airthings’ top 
products, providing 24/7 home monitoring. 
The combined power of the devices includes 
measuring of overall air quality, radon, TVOCs, 
humidity and temperature. Live data allows for  
full integration into your smart home including  
the ability to set alerts, receive measurements  
and give voice commands.

ENGAGELI DIGITAL LEARNING PLATFORM 

Engageli is a digital learning platform that 
provides an inclusive and engaging learning 
experience for students and instructors to 
optimise student success. For students’ ease of 
use, the Engageli platform features an intuitive 
interface that is entirely web-based and requires 
no installation. The platform offers an interactive, 
real-time classroom environment that tracks 
student activity both individually and as a group, 
providing teachers with actionable insights.

BOT HANDY 

The Samsung Bot™ Handy will be able to 
recognize and pick up objects of different sizes, 
shapes and weights, effectively becoming an 
extension of the user through advanced AI. The 
not-yet-available model can do the dishes, clean 
up rooms and even pour wine.

WISER ENERGY HOME POWER MONITOR

The Wiser Energy Home Power Monitor aims to 
make net zero, self-sufficient homes a reality. 
The next-gen, AI-driven electrical panel enables 
homeowners and residents to have full control 
over their green solar energy management and 
storage, driving improved  
ROI on their Photovoltaic  
(PV) Installations.

CLOI ROBOT

The five foot-tall CLOi robot from LG consists of 
three ultraviolet (UV-C) lights that disinfect areas 
as it drives itself throughout the room. Its light 
detection and ranging (LiDAR) sensors follow the 
room’s dimensions and can 
disinfect a room in 10 to  
12 minutes. With shipments 
slated to begin in April, 
LG is working with the 
FDA and other agencies 
to certify the bot’s virus-
killing abilities.

SENTINARE 2 SMART ACTIVITY SENSOR 

The Sentinare 2 Smart Activity Sensor monitors 
an individual’s activities and collects various 
user metrics to help identify changes to health 
conditions. When changes or emergencies, such 
as falls, are detected, caregivers are notified 
immediately. Launching in Q2 2021, the AI-based 
product is suitable for senior care, security  
and telehealth. The sensor only transmits stick 
figure animations to ensure privacy regulations  
are followed.

For access to Omnicom Media Group’s 
full ‘CES 2021 Recap Presentation’, please 
contact PHD Worldwide Marketing & Comms 
at phdwwmarketing@phdmedia.com.
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Confronting the 2021 Data Dilemma

Disney and US consumer credit reporting agency 
TransUnion discuss the changing face of data 
for the year ahead. 

“Every part of the consumer journey has been 
radically altered by COVID-19,” says Disney’s 
EVP, Client and Brand Solutions, Lisa Valentino. 
“The access points for content have all been 
accelerated and this won’t ever return to  
pre-COVID levels. Businesses are desperately 
trying to catch up with the implications around 
data and privacy and how they prepare for 
this changed landscape long term.”

One of the key changes coming down the track 
is the death of the third-party cookie, planned 
for later this year.

When Matt Spiegel, EVP Marketing Solutions 
and Head of Media for TransUnion was asked 
if he thinks brands are ready, he replied ‘no’. 

“Companies who rely on a significant amount 
of web and mobile display advertising aren’t 
prepared because the market hasn’t offered an 
alternative to the cookie. They’re in pilot mode, 
making multiple bets in the hope that something  
sticks,” he expanded. 

“But there’s also companies who haven’t cared 
about the cookie crumbling because for them, it’s 
never been about the cookie. Streaming and IoT 
companies, for example, aren’t ready for change 
because it has never held relevancy for them, so 
they haven’t invested in getting ahead of this 
next digital curve.”

Discussing what marketers should do in the 
next 18 months to prepare themselves for new 
data laws, Spiegel added: “We’ll see a flight to 
quality over data, just as we’ve seen a flight to 
quality over media during the past few years. 

“There’s an historic script that says first-party  
data is good and third-party data is bad and 
that’s simply not true. There’s good data and 
bad data. Often the difference comes down to 
the sourcing methodology. Was it sourced with 
consent? Has it maintained its freshness? Is it 
still correct? 

The importance of having a data footprint that’s 
securely sourced, reliable and has that traditional 
off-line mentality to it, is vital for the future.”

Finally, Valentino was asked how Disney’s 
acquisition of Hulu in 2019 has impacted its ability 
to connect datasets and what its approach 
to the measurement of data will be in 2021.

She answered: “From a data perspective, the best 
thing that happened to us was the acquisition  
of Hulu. If you think about our audience graph, 
what we were missing was that connected 
universe that brings together consumption and 
rich behavioural data. Disney+ is an exciting 
platform for the future, but right now it’s Hulu 
that allows us to connect reach and frequency  
so that clients can gain deeper audience insights.

“For 2021 and beyond, there’s a lot of work 
to do to operationalise consumer behaviours 
that have been accelerated by COVID over 
the past year and prepare for the near-future 
of measuring data across multiple screens. 

“Our ambition is to be able to provide cross-
platform measurement and targeting, full 
stop. We’re not going to be satisfied until 
it’s done but it won’t happen overnight. 
Our 2021 roadmap is about unification. 
We will unify all of our linear systems with 
all of our digital systems so that we’re in 
a much better place to evolve to a fully 
functioning, cross-measured world.”

3. Applying the 3Cs of good data – It’s 2021, 
so third-party data bad, first-party data good. 
Right? Not necessarily. As marketers we need 
to redraw the definition of good data. Good 
data has a source methodology and follows 
the 3Cs – clear, correct and, most importantly, 
consensual. Highly ethical data sourcing has 
to become the norm for marketers to regain 
consumer trust.

4. The future is the connected household – 
Identity resolution is at the heart of targeting, 
but the future is household shaped. The likes of 
GDPR mean it’s not a device graph-powered 
1:1 world anymore and microsegments of 
connected households will become the targets 
of tomorrow.

5. It’s still about reach and frequency – The 
big aim of the major publishers is getting 
closer: unified, cross-platform, deduplicated 
reach. Connected screens need connected 
measurement. Progress is hampered by 
working in silos and best practise needs to be 
shared – by brands, agencies and publishers – 
to move this forward for all.

1. A transformed customer journey –  
We operate in a shifted universe since the 
COVID-19 pandemic started, but this shift is not 
category consistent. For some categories, every 
part of the consumer journey has radically 
shifted, but some are static. Brands should use 
their first-party data to determine the relevant 
transformation impact on their category.

2. The crumbling cookie – Terrible biscuit 
related puns aside, 2021 will be the year that 
the ad industry will need to make giant inroads 
into solving the identity resolution issue posed 
by the loss of the third-party cookie. Brands 
heavily dependent on web and mobile display 
will be hardest hit and should be the first to look 
to supplement targeting with first-party data.

Key takeaways for brands

Paul Cuckoo 
Worldwide Head of 
Analytics, PHD Worldwide
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The Commerce Conundrum:  
A New Journey

By 2025, analysts at Edge by Ascential forecast 
that online sales will account for 40% of total 
CPG (Consumer Packaged Goods) sales. 

E-commerce was already experiencing a 
boom period, even before the COVID-19 global 
pandemic, but the COVID crisis has hugely 
accelerated changes in consumer shopping 
behaviours as everyone accepts digital retail  
as the new normal. 

The ongoing dominance of just a handful of 
digital marketplaces will create big opportunities 
for brands if they focus investment on these 
marketplaces which are worth operating in and 
learn how to leverage the network effect of these 
platforms, using their data to personalise offers  
to consumers at scale. 

Edge by Ascential’s CEO Deren Baker joined The 
Commerce Conundrum: A New Journey panel of 
speakers at CES 2021 to highlight his company’s 
‘How to Win in Retail 5.0’ white paper. 

The report advises that brands should develop  
a marketplace prioritisation framework based on 
factors such as priority markets, consumer and 
brand fit; learn the marketplaces’ ecosystems 
and how to win on each; and shift spend away 
from more traditional paid search and social 
marketing and allocate it to on-platform 
marketplace marketing.

Baker told CES viewers: “Online marketplaces 
have a core data advantage over every other 

retailer so to compete for consumer spend, 
manufacturers and brand must learn to master 
mass personalisation at scale by understanding 
the tools on offer.”

Brian Norris, Senior Vice President, Direct to Scale 
& Commerce Partnerships at NBCUniversal, 
spoke about how the media and entertainment 
conglomerate embraced the accelerated 
digitisation of retail over the past year by 
combining content and commerce with the 
launch of shoppable television, and by bringing 
forward plans to launch a NBCUniversal virtual 
store for brand advertisers.

Reddit’s COO, Jen Wong then spoke about the 
importance of community during the pandemic 
and how brands should tap into communities like 
Reddit to understand dynamic changes in the 
consumer journey and sentiment. 

She said: “In the early phase of the COVID-19 
crisis there was no room for humour. Literally, 
nothing was funny and brands needed to 
understand that so they could reign in their 
creative and stay relevant. What did resonate 
during that time, however, was being helpful 
and caring – that’s what generated a positive 
consumer response. 

“As people couldn’t get to a physical store, 
product recommendations also accelerated 
in importance and again, people turned to 
communities for help,” Wong continued. 

“For retailers, you’re trying to get people 
through the purchase funnel when they can’t 
physically see and touch product, you’re 
trying to instil loyalty and you’re trying to 
overcome the challenges of a higher returns 
cycle due to e-commerce postal ordering. 
So having real people with real brand 
experiences advocate for your product is 
incredible powerful.”

Finally, Celiena Adcock, Head of GTM & 
Global Business Marketing for Honey, a PayPal 
company told CES viewers that she’s seen 
a dramatic uplift in consumer engagement 
and conversion over the past year when 
retailers are able to reach shoppers in the 
consideration phase.

“When people are shown an offer versus  
when they’re not, we’ve seen that they are 
three times more likely to convert. Plus,  
when people redeem that offer, they are  
83% more likely to return to that online store 
within a seven-day period,” Adcock said.  
“The pandemic meant that more people 
started looking for deals and deals helped 
people to make more indulgent purchases 
they otherwise wouldn’t have made during 
this time of great uncertainty.”

 
1. The collapse of the commerce funnel is real and 
happening, accelerated by the pandemic and new 
shopping behaviours. This has quickly spurred forward 
commerce ad product innovation outside of retailer 
media partners and that expansion is going to help 
brands and customers connect in less traditional, more 
innovative ways in the near future. 

2. Consumer savviness is accelerating extremely 
quickly and their expectations for brands has never 
been higher on reducing friction to purchase. Not  
only are they looking for seamless shopping 
experiences that have grown out of platforms like 
Amazon and other retail sites, but also now expect 
brands to use nimble data and a true understanding 
of their product preferences.

3. Community and consideration have taken on 
new meaning in the purchase cycle of customers. 
With the shift to more online commerce, there are 
new and quickly developing paths to purchase and 
consideration content, like video consumer product 
reviews, that have grown in importance as consumers 
look to gain validation in a variety of ways on their 
purchase journey.

4. There is a growing brand loyalty opportunity that 
is springing out of this new world of commerce, as 
consumers are going back to the same brands once 
they’ve validated them vs. other brands. Once they’ve 
gone through these new paths to purchase, we are 
seeing an increase in consumer loyalty and brand 
advocacy on social media and in other channels, like 
Reddit and YouTube. And even more important, brands 
that lean into sharing back value with consumers for 
their loyalty, through offers and deals, are much more 
likely to create brand loyalists.

Key takeaways for brands

Mike Solomon 
Chief Operating Officer, 
PHD US
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FIVE MINUTES WITH... 

Sandeep Gupta, VP & GM, Fire TV  
at Amazon: Streaming’s New Era

How do you persuade customers to access 
content from services such as STARZ and HBO 
through Fire TV, when they could just as easily 
get that content from elsewhere?

“It comes down to content discovery and ease of 
use. Increased choice means that content is often 
harder to find and different age groups prefer 
the usability of one platform over another. When 
we started Fire TV almost seven years ago, our 
mission was to make streaming access as easy as 
possible in a more personalised way. Beyond that, 
we work very closely with partners like STARZ and 
HBO on content integration, so that their shows 
are highlighted, integrated into recommendation 
algorithms and easily found via voice search.”

Given the amount of discoverable content  
out there, how do you help people to find a 
specific show or a recommendation based  
on behavioural data?

“We look to the viewer to help us understand their 
preferences. Fire TV recently launched the ability 
to set up different viewer profiles within the same 
household so that spouses and their children can 
personalise their experience based on what apps 
they use, what content they wish to discover, and 
those shows they’re habitually watching. 

When the recommendations fit with what the 
viewer cares about, it completely changes the  
user experience and builds trust and loyalty in 
using our platform. We want the viewer to drive 
their own experience and help them to find  
what they’re looking for in an easy-to-use way.”

What is the future of voice in the streaming 
experience?

“COVID has reimagined how people interact with 
their TVs. They’re using them to access fitness 
apps, cooking videos, entertainment and their 
friends. It’s why we launched a Fire TV camera 
so that users could video conference call. Plus it’s 
why we’re focused on conversational TV so that 
viewers can talk to Alexa and get voice-activated 
assistance with more elements of their viewing 
experience. With richer and more personalised 
voice-driven experiences, the relationship with  
the TV will deepen. Voice will play a key role in  
the how we use our televisions in the future.” 

What are the challenges and opportunities of 
COVID for Fire TV?

“Having everyone work remotely has been 
challenging but there’s been a lot more 
opportunity to learn viewer behaviours when 
everyone is at home. 

Obviously, we’ve seen a lot more child-friendly 
shows selected but we’ve also seen increased 
demand for more educational shows and  
local news. 

The big opportunity is that during lockdown, 
people have turned to a single device like Fire TV 
for all their viewing habits in one place, across all 
categories such as sport, news, family etc. I believe 
this will stick going forward.”

1. Acceleration of OTT trends through COVID 
– COVID has accelerated technological 
innovation in the streaming space (virtual 
viewing parties, etc.) which has created a unique 
landscape in a short space of time, pushing 
OTT solutions further into the mainstream. 
There is a battle for consumers’ attention, which 
requires technology to provide solutions based 
around a key objective – discoverability.

2. Discoverability is key – With the volume of 
content available and competing for consumer 
attention, creating environments which foster 
discoverability is key. There are a variety of 
behaviours demonstrated by consumers. 
Whether they already know the content they 
want to watch and are returning, or are aiming 
to discover new content, streaming solutions 
need to cater to all of these need states. This 
is why it is important for hardware providers 
(Amazon, Apple, Roku ,etc.) to work closely  
with all content providers (Netflix, HBO, etc)  
to optimise consumer experiences and  
content curation. 

Resurgence of Co-Viewing – COVID has also 
led to an interesting uplift in co-viewing and  
a return to the more traditional viewing habits 
of families or households. Prior to COVID, 
engagement with smaller devices and shorter 
form content was on the rise (Quibi). However, 
the past 12 months has moved this in the 
opposite direction with content now being  
co-consumed – leading providers to programme 
content based on this viewing behaviour.

Key takeaways for brands

James Buckle 
Chief Digital Officer, 
PHD Global Business
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Keys to Success:  
How D&I Helped Us Survive 2020

At CES 2020, Tiffany Moore, Senior VP, Political 
and Industry Affairs at the Consumer Technology 
Association, helped to launch the ‘Innovation for 
All’ programme, which focused on the business 
case for diversity and inclusion (D&I) within the 
technology sector. 

At this year’s virtual event, Moore interviewed the 
Chief Diversity Officer at Lyft, Monica Poindexter 
and Dawn Jones, Chief Diversity and Inclusion 
Officer at Intel to find out how D&I has been 
impacted over the past year and what measures 
can be put in place for D&I success. 

At Intel over the past 12 months, Jones has  
been instrumental in producing a public report 
disclosing representation and pay data across  
the organisation.

She told CES viewers: “The report demonstrates 
our progress in advancing our women, particularly 
in experienced and senior positions but also among 
our Latin American and veteran populations. 
However, we also exposed a decline in our US 
female representation, especially among higher-
paid senior roles, which is aligned to more women 
leaving the workplace in America and making 
different life choices. So we have some work to do, 
but it’s important that we’re transparent and keep 
making this data available so that the industry 
and our employees can hold us to account.”

Lyft has also recently published a D&I report, 
which is more of a reflection on 2020 to show how 
the ride-sharing company has navigated the year 
and driven internal commitments. It also details 
those measures for racial equality that have 
been put in place externally through strategic 
partnerships and public policy. 

“It’s one thing to shine a light on progress 
internally but you also need to balance that light 
with maintaining and sustaining D&I initiatives in 
the wider world,” Poindexter said. 

As with Intel, Lyft places strong emphasis on 
being transparent with pay and representation 
data and Poindexter confesses that Lyft also sees 
under-representation of Black and Latin American 
women across all tech roles. 

Both Poindexter and Jones further talked about 
the importance of senior leadership and middle 
management buy-in and commitment for D&I 
and how true representation can only be achieved 
through hiring, retention and progression of talent, 
rather than recruiting on its own.

3. The events of Summer 2020 and the killing 
of George Floyd have forced companies to 
step up to their responsibilities regarding 
advancing racial equity. Many companies 
took this opportunity to turn a moment into a 
movement – this means committing to DE&I 
as a real engine for change. Many companies 
created all kinds of engagements with their 
workforces, which took the change process 
outside of HR and made it everyone’s job. This 
helped bubble up the concrete “asks”, which 
renewed willingness of the executives to listen. 
In the most positive cases, all this work had the 
effect of helping leadership reconnect with the 
talent that they already had, and halt attrition 
in underrepresented groups.

4. Retention is key and made harder by the 
pressures on the business bought about 
by the pandemic. Training is part of that, 
but more important is progression, which in 
turn is tied deeply into accountability of the 
organisations. Sponsorship programmes mean 
that people from underrepresented groups can 
get access to fast-track opportunities.

5. Remote working has had some plusses 
for inclusion. The way that the pandemic 
brought us all into each other’s homes was a 
leveller and a way of connecting and including 
communities which wouldn’t necessarily have 
connected in the workplace and at a more 
human level. Many companies recognised 
the mental load of caring and teaching while 
working was greater – and this was recognised 
by Mental Health programmes to give people 
the resources to support them through what 
was an enormously difficult time.

1. Diversity & Inclusion reporting and public 
disclosure is an engine for change. This year’s 
data showed a decline in US female senior 
representation across the many industries. 
The conclusion is that the highest strata 
of companies needs the most work. Public 
disclosure acts to promote accountability,  
and gathering data helps surface stories 
that don’t necessarily show up in employee 
engagement scores. 

2. Executive commitment and settings goals 
is important to success in the DE&I space. 
Executive support is crucial to move the needle 
significantly and at speed, and this then has to 
roll out to middle management.

Key takeaways for brands

Miranda Bird 
Head of Development, 
PHD Global Business
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Vehicle Tech Innovation Consumers Want

The transportation experience is likely to see 
rapid digital transformation over the coming 
years as traveller and commuter demands evolve, 
especially around contactless, tap-and-go-type 
technologies, facilitated by mobile interfaces. 

However, according to Carla Bailo, President and 
CEO at the Center for Automotive Research, the 
global COVID-19 pandemic has also brought about 
distrust in public transport and ride-sharing services, 
which in turn has created opportunities for the 
automotive industry to design safer environments 
and integrate contactless solutions into the future  
of mobility. 

Audi AG is responding to this challenge with touch-
less new vehicle handovers and test drives, whereas 
Panasonic Automotive has seen an increased 
demand for ionisation and air purification embedded 
into vehicle design. 

Christine Zorn, Senior Product Marketing at Audi 
AG and Panasonic Automotive CTO, Andrew Poliak 
joined Bailo on a panel to discuss what consumers 
really want from vehicle technology in a post-
pandemic era. 

Poliak said: “Whereas before, we were designing 
autonomous ride-sharing vehicles where each 
passenger has their own sound bubble within the car, 
we are now seeing a shift to more family-orientated 
design with infotainment and lots of in-car screens. 
It’s a subtle shift based on renewed priorities and 
behaviours.”

“Other future design features may include whisper 
navigation so that only the driver hears the Sat 
Nav and it doesn’t interrupt the music, or different 

passengers being able to interact with different 
voice-activated assistants, resulting in in-car 
personalisation for different seats.” 

Bailo believes that COVID will change commuter 
patterns permanently, with around 70% of people 
opting not to go back to the office as often as 
before, and only 20% of people saying they’ll return 
full-time. 

“This presents huge questions over what to do with 
unwanted building and parking space and may allow 
cities to utilise space differently, replacing car parks 
with green spaces for example, especially if driverless 
ride-sharing vehicles are roaming the streets 24/7 
without a need to park and commuters aren’t driving 
into the city as often,” Bailo said. 

Zorn agrees, stressing that the car will be used more 
for leisure in the future as the global adoption of 
video conference technology means that business 
travel may continue to dissipate. 

In order to reach an autonomous vehicle and smart 
city future, however, manufactures like Audi must 
navigate the changing demands of consumers, 
collaborate with suppliers and local governments 
and instil trust in areas such as data privacy and 
vehicle safety technology. 

“We must continue to educate customers on every 
step of the evolutionary journey towards driverless 
cars so that they understand what vehicles are 
capable of and what they’re currently incapable of. 
Calling a vehicle autonomous today, for example, 
is very dangerous. It’s vital that trust between the 
industry and the customer remains throughout,” 
concluded Zorn.

1. The pandemic has accelerated demand for 
health and wellness vehicle tech innovations 
– Existing trends towards health and wellness 
technologies have accelerated, e.g. air purification 
systems and new fabrics with hygienic coatings. 
Contactless interactions and keyless cars originally 
designed to provide a simplified seamless 
experience for consumers take on new benefits  
in the pandemic. 

2. How consumers use cars may shift from a 
commuting vehicle to a “social instrument” – 
Consumers are commuting less and this shift is 
likely to be long term. Cars are now more likely  
to be used as a shared social space for families. 
One of the effects of this is even greater 
demand for premium entertainment technology 
and connectivity in cars, with automotive and 
entertainment companies working to deliver 
premium branded content in cars.

3. Self-driving vehicles can be a key enabler 
within Smart cities – Smart cities are aimed 
at using technology to reduce congestion and 
emissions, making cities more livable and walkable 
for citizens. Self-driving vehicles play a key role 
in this but it is a hugely complex field to cover 
all potential use cases. A pilot involving Ford 
developed driverless parking facilities, where 
consumers could drop off cars to park themselves. 
This reduces congestion overall given that up to 
20% of congestion in a city can be drivers looking 
for spaces. It also enables a higher utilisation 
rate of infrastructure itself, where car parks can 
diverted back to public spaces. 

4. Consumer education will be vital to the 
development of self-driving cars – It is important 
to be clear what cars can and cannot do in order 
to build the trust of consumers. Too little trust will 
block progress, but too much trust may mean 
consumers expect to relinquish responsibilities 
with dangerous consequences. Currently there 
is no vehicle that is actually self-driving – they 
need a human input. Consumers will need to be 
educated on this topic and language should be 
used carefully to avoid confusion. 

5. Barriers to vehicle innovation include complexity, 
local legislation and consumer expectations

Complexity: New vehicle innovation demands 
millions of lines of software code – sometimes 
more than 4 x that of a plane. Automotive 
companies need to recreate e-architecture in  
a way that can manage that data and ideally  
re-rengineer existing inputs to new uses rather 
than creating further complexity.

Legislation: A complex and fragmented  
legislation approach around the world can 
restrict some innovations, e.g. camera restrictions 
in some US states can restrict usage for AR or 
entertainment features. 

Consumer Expectation – Consumers’ expectations 
and their willingness to trust and accept new 
technology differs around the world. Companies 
need to earn the trust of consumers and 
demonstrate that innovations can make their  
lives easier and safer. 

Key takeaways for brands

Hannah Walsh
Global Business Lead –
Porsche, PHD Global Business
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Privacy and Trust with Amazon,  
Google and Twitter

Keith Enright, Chief Privacy Officer, Google LLC; Damien 
Kieran, Chief Privacy Officer, Twitter; and Anne Toth, 
Director Alexa Trust at Amazon answer three questions 
on privacy and trust. 

What are your key areas of privacy and trust  
for 2021?

Anne Toth: “The pandemic has meant that 
technology has become an ever more important 
part of our lives. The fun-to-haves have become 
essential in many use cases. Alexa in particular has 
moved from being a device that will tell jokes and 
play games to a means for independent living for  
a growing number of people. This has raised the  
bar on both privacy and trust of the Alexa product 
as it becomes more and more integrated into 
people’s lives.”

Damien Kieran: “Our big focus at Twitter is 
transparency, especially around AI and Machine 
Learning. How we collect user data and what 
we use it for will become ever more pertinent in 
the prevalence of AI. As AI technologies become 
more and more ubiquitous, transparency will be so 
important as an empowering tool for the end-user 
to vote with their feet if they don’t like how their 
data is being used. In the case of Machine Learning, 
it’s about explainability and finding new ways to 
describe how the technology works.”

Keith Enright: “Users are more reliant on technology 
than they have ever been and therefore their 
anxiety around privacy and trust has grown 
exponentially. For us, as privacy professionals 
at Google, in 2021 we quite simply want to do 
everything we can to keep users safe online. That 
includes working across industries to find new areas 
where we can meaningfully help to improve user 
privacy and security.”

Has GDPR had a negative, neutral or positive 
impact on users of technology?

Toth: “It has only been two and a half years since 
GDPR was introduced across Europe and in that 
short time, consumer awareness of privacy issues 
has dramatically increased globally. 

Features that didn’t exist before now exist in many 
services, such as the ability to request and access 
all of your data, plus the ability to see and delete 
all of the information an organisation holds on you. 
Start-ups are in the enviable position of not having 
to retro-fit privacy features into a product. They’re 
able to build with the expectation that data will be 
accessed and deleted and it is the customers who 
have that control. So from that perspective, GDPR 
has had a positive impact.”

Will a US Federal privacy law pass within the 
next two years? 

Kieran: “Yes, because it is long overdue. The stars 
have been aligned for a long time but with the new 
administration in the White House, I believe we will 
see that change.”

Enright: “Privacy is such a bipartisan issue and 
getting legislation passed has always proven 
challenging, but there’s now political will at a 
Federal level so I think it will happen. 

Without it, you have individual state laws which 
make it very hard for technology start-ups to 
operate across borders.”

1. The world is becoming more complex – 
Regulation is not going anywhere. However, 
with the volume of individual regulations 
or laws in place it is significantly harder for 
companies to navigate this landscape and 
ensure they are aligned to those regulations. 
In addition, with technology providers 
choosing to make meaningful changes to 
how consumer-focused technology works 
around privacy, this will continue to require 
further evaluation on the impact of media 
effectiveness. It is important to have focus  
on these areas in your business to be able  
to adapt to this ongoing complexity. 

2. Regulation is not going away, but needs 
simplification – Consumer focus on privacy is 
going to continue and in turn regulation will be  
a consistent theme that we will have to adapt  
to and work with. However, this does require 
collaboration which is being seen between 
companies and authorities to simplify these 
requirements. This will allow organisations 
to effectively adhere to this regulation whilst 
avoiding red tape, which could be a limiting 
factor. Thankfully, the ways that companies 
are collaborating in this space has improved 
greatly. 

3. Innovation and Privacy can work in 
partnership – There is a feeling that privacy 
is a limiting factor to innovation, which is not 
the case. Privacy needs to be embraced and 
used directly in the design of technology. This 
supports consumer trust and transparency and 
drives technological advancements, benefiting 
a number of stakeholders, whether those are 
consumers or organisations themselves.

Key takeaways for brands

James Buckle 
Chief Digital Officer, 
PHD Global Business
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Will This Stick? The Future of Remote Work

Joe Matthews, VP, Purchasing & Diversity Officer at 
Gentex Corporation interviews Darren Murph, Head  
of Remote at GitLab on committing to a future of  
remote working.

Matthews opened the conversation by asking 
Murph about his unique job title and whether or 
not other companies should employ dedicated 
Head of Remote roles. 

“The short answer is yes,” Murph replied. “A report 
came out recently that tracked the number 
of companies who have someone devoted to 
putting attentionality around remote work. It has 
surged from just 2% prior to the global pandemic 
to 12% today. That number is only going to rise.”

There’s no denying that we are living through 
a complete re-architecture of how we all work. 
It has altered everything from employee perks 
and benefits to the rules around taxation, the 
software that companies use and the culture 
they’re trying to build. 

“There’s a lot of nuance to it and the more you 
invest in it, the more likely you are to thrive as a 
business,” Murph told viewers. 

He went on to give the following advice to 
companies who have struggled with remote 
working: “The remote transition is a journey of 
iteration. It doesn’t happen overnight. 

The more sensible way to approach it is to lay 
out a two-year strategy on where you want to 
improve and the remote fluency you want to 
build. Invest in auditing processes. Take a look 
at your meetings, work flows and on-site activity 
and decide what can be transitioned over time.”

Murph also spoke about how remote working 
accelerates company diversity and inclusion.

“When we talk about diversity, we rarely talk 
about geographical diversity. But with remote 
working cultures, you can hire from anywhere and 
add unique perspectives into your products and 
culture,” Murph said. 

“It’s also inclusive because it democratises 
the workplace, allowing natural introverts to 
flourish alongside more outgoing personalities 
and providing more flexible opportunities for 
segments such as working mothers, older people, 
care givers and military spouses.”

Murph offered this advice for when companies 
are able to return to their offices: “Avoid having 
your senior leadership teams return first. If you 
say you support remote work but you have your 
entire executive team in an epicentre of power, 
the work-flows, communication and processes 
will all gravitate back to this one single point. It’s 
a lot easier to be thoughtful of remote working 
practices and inclusion when senior leaders are  
in the same boat.” 

Finally, to answer the session title, ‘Will this stick?’ 
Murph answered: “Unsurprisingly, if companies 
properly invest in the tools and strategies to 
encourage remote working, then yes it will 
stick. COVID has awoken companies to the 
opportunities of a more remote workforce and 
you can’t put this particular genie back in its 
bottle. Talent will expect and demand more 
flexibility. If you want to compete, you need to 
invest time and resource.”

1. Remote work is not a binary switch, it 
is a multi-year journey of iteration that 
requires intentionality. Organisations 
should set a 1-2-year plan and consider all 
aspects that will be impacted, including 
communications, meetings, workflow, 
processes, as well as culture. 

2. In addition to the increased flexibility 
and efficiency gains, remote work allows 
organisations to de-risk their operations  
by better distributing staff and tasks across 
geographical locations and time zones.

3. Remote work is a powerful accelerator  
for Diversity, Inclusion and Equity, as it 
allows greater access to diverse talent who 
were historically disadvantaged by a rigid 
work model. 

4. Remote work will look different in each 
business; whilst some roles can easily 
transition to remote work others will 
require that certain tasks be isolated and 
transitioned to a remote setting over time.

5. Remote working requires leadership 
to commit to greater transparency and 
communication. To be a success it also 
requires leaders to embrace a new way 
of working and resist flocking back to the 
office when it is safe for them to do so!

Key takeaways for brands

Manon Pietra 
Head of People, PHD APAC
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CMO Moves: Preparing for 2021 as the 
Short Becomes Long

The CMO Moves podcast, hosted by Nadine 
Dietz, Chief Community Officer for AdWeek, 
recorded an exclusive episode for CES 2021 
featuring special guests Lisa McKnight, SVP, 
Global Head of Barbie & Dolls Portfolio at  
Mattel and Vineet Mehra, Global Chief Marketing 
Officer and Chief Customer Officer at Walgreens 
Boots Alliance.

To kick-start the 30 minute conversation, Mehra 
explained that his job title has expanded with the 
addition of the Chief Customer Officer tag, as a 
reflection and acceptance of the enlarged role of 
the CMO in the C-suite. 

He said: “My extended role is performance story-
telling, where you can’t separate the disciplines of 
performance marketing and brand story-telling. 
We need to be able to connect the stack across 
the upper marketing funnel and right down 
through the funnel.”

“The new role of the CMO is all about growth. That 
growth comes in many shapes and sizes, from new 
products and experiences to alternative revenue 
streams,” Mehra continued. “We recently started 
leveraging our first-party data to effectively play 
the role of media network for CPG partners, we’ve 
just launched diagnostic testing and we’re about to 
move into the vaccine and immunisation sector.”

McKnight agreed: “For us it’s about going where 
the young female consumer goes and being ready 
to expand beyond toys and into digital, gaming, 
mobile apps and anywhere that will give Barbie 
a greater share-of-day in a young girl’s life. We 
need to consider how to monetise social content, 
syndicate editorial and look at all areas of growth 
to generate more revenue.”

Not only should the CMO of 2021 be a true agent 
for growth, they should also work hand-in-hand 
with the CIO to create product experiences fuelled 
by data and technology. 

As an example, Mehra talked about how 
Walgreens Boots Alliance is piloting eight-minute 
drone deliveries so that a mother at home with a 
sick child can receive ibuprofen direct to her door. 

Finally, the CMO of 2021 should be able to help its 
customers through challenging times. 

For Boots in the UK and Walgreens in the US, the 
past year was about repositioning the brands as 
community pharmacists. 

Part of this strategy involved launching a new app, 
which customers could use to book COVID tests, 
buy PPE and medicine products and source phone 
numbers for healthcare providers. The company 
also launched ‘buy online, pick-up in-store’ counters 
across all 9,000 Walgreens. 

McKnight concluded with how Mattel evolved its 
offer for the global pandemic. She said: “During 
COVID, we’ve had to re-think the tone of our 
marketing messages, how we could offer both 
entertainment and teachable learnings for kids 
not in school, but also how we could help parents. 

“We created a digital hub where parents could 
go and get tips on games to play with their girls, 
arts and crafts projects and content to watch. We 
felt it important that we are a voice of comfort to 
both parents and kids during this difficult time.”

1. The CMO in 2021 needs to be ‘a growth 
hacker’ and decide ‘how high is high’ – The 
future CMO needs to focus on new avenues  
for growth, new opportunities to create 
customer experiences and needs to shift 
marketing from cost centre to profit centre  
in the eyes of the CFO.

2. ‘Performance Storytelling’ will enter our 
vernacular and put to bed the (false) brand 
vs. performance debate – This approach 
considers the stories told across the full stack 
of marketing levers, from top to bottom of 
the funnel. The skilled CMO will connect 
these stories and unlock genuine full funnel 
performance.

3. Breakthrough innovation will require 
much tighter levels of integration between 
consumer experience, data & tech 
infrastructure and product management – 
CMO, CGO & CIO need to dream and build 
together to create a joined-up consumer 
experience which will be game changing.

4. COVID has shown that brands are at their 
best when connected to culture – The best 
brands in the business all shared a common 
approach – they put the role of community at 
the heart of their COVID response and were 
able to pivot rapidly and redirect their brands 
purpose and operations in the support of their 
customers. 

5. There will be a new dawn of leadership 
– Marketing leaders have been forced to 
become better listeners, more empathetic, 
more flexible, which has set out clearly the 
expectation that the CMO of 2021 and beyond 
needs to show up to work as a human being.

Key takeaways for brands

Sarah Nugent
Managing Partner, 
PHD UK
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LG Future Talk

Interviewed by an avatar for this first all-
digital CES, Dr I.P. Park, President & CTO of 
LG Electronics opened by discussing new LG 
products designed to combat the pandemic. 

These included the wearable LG PuriCare air 
purifier, which takes the technology of the LG 
purifier range and inserts it into a wearable  
face mask. 

The lightweight mask has dual fans and a 
respiratory sensor, which automatically adapts 
the fans to a person’s breathing for different 
environments. 

“It was a real feat for LG R&D, from breathing 
algorithm analysis to ergonomic design to 
batteries,” Dr Park told viewers.

The LG smart thermal camera, meanwhile, does 
autonomous thermal detection and features facial 
recognition so you don’t need someone sitting 
behind a camera all day. When the camera detects 
a person with a high temperature, it identifies that 
person and gives a temperature reading. 

“Thanks to our continued investment in Artificial 
Intelligence, we’re able to detect facial recognition, 
even if the person is wearing a face mask,” said  
Dr Park. 

For a post-pandemic world, Dr Park believes that 
we’ll need ‘enabling solutions to ensure lasting 
change and prevent a return to the old way of 
doing things’. 

As an example, Dr Park talked about LG’s 
ambition to provide a robotics solution for full 
door-to-door delivery. 

He said: “We’ve made real progress. Our Cloi 
‘servebots’ can now use elevators to get around 
high-rise buildings. It will be a real break-through 
solution as we’re talking about unpredictable 
environments and robots being able to navigate 
around a whole series of obstacles. The pandemic 
is providing the opportunities to drive forward this 
change but we have to have the right technology 
to enable change to happen.”

In the second half of Dr Park’s session, he talked 
to guests including Gary Shapiro, President & 
CEO of Consumer Technology Association; David 
Rabie, Founder & CEO of Tovala; Jean-Francois 
Gagne, Founder & CEO of Element AI; and Dmitry 
Loschinin, CEO of Luxoft. 

Topics covered included the importance of 
collaborative innovation; smart mobility; the open 
eco-system driven by LG’s ThinQ brand for AI and 
IoT-enabled connected products; the new ThinQ 
mobile app (which allows users to purchase LG 
products as well as goods and services offered by 
partner lifestyle brands such as Tovala, Nestle and 
Heinz); and the future human AI experience.

2. The power of partnerships across disciplines 
and industries to deliver what is right for 
consumers will continue to grow – The core of 
LG’s talk centred on open innovation, where Dr 
Park was joined by Gary Shapiro, President and 
CEO of the Consumer Technology Association. 
Technologies and disciplines are converging 
to facilitate a host of digital innovations – AI, 
5G connectivity, IoT, cloud, sensors, navigation, 
batteries – and they are transforming hugely 
important aspects of consumers’ lives, including 
mobility, transport, logistics, agriculture, 
healthcare and even food.

LG’s vision is to create a consistent and 
connected user experience that extends to 
all areas of consumers’ lives – An ecosystem 
by connecting all products and services 
across categories, providing consumers with 
a fulfilling user experience and unsurpassed 
convenience. Rather than a focus on individual 
appliances and devices that have AI capacity 
and connectivity, it’s more about building 
an ecosystem where LG and partners work 
together to expand, enhance and enrich what 
they offer to those consumers. As an example, 
LG are re-imagining the in-vehicle experience, 
leveraging LG’s “webOS Auto” platform to 
seamlessly connect the car to the home and 
the office.

1. Use technology to meet the changing needs 
of consumers worldwide – To illustrate this 
point, Dr Park highlighted ground-breaking 
products such as the LG PuriCare Wearable 
Air Purifier and the LG Smart Thermal Camera 
which we anticipate will effortlessly help 
consumers attend to their well-being and 
safety. He explained how LG is adapting its 
CLOi robots for various environments and tasks 
– from using UV-C light for disinfecting high-
traffic areas in public and commercial spaces, 
to making door-to-door deliveries and serving 
food in restaurants – all for improving hygiene 
and minimising health risks for both employees 
and customers.

Key takeaways for brands

Garth Farrar
Head of Growth, 
PHD APAC
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