








“This is not the first time the advertising industry is coming together to discuss 
opportunities driven by the evolution of the internet. It’s not our first rodeo. As 
we begin to create and invest in the next environment where people spend their 
time, and their money, we need to be clear on what we are building and what 
we need to prevent - amongst all the hype - to make sure people don’t have an 
experience that is riddled with scams.” 

Conny Braams, Chief Digital & Commercial Officer, Unilever







Karen Nelson-Field 
The measurement of human attention is a game changer for an industry 

(audience measurement) that is suffering increasing inequity, 
opaqueness, wastage and fraud. 

A no brainer really.



Most stupidest marketing 
theory?

Personalisation

Or

Purpose



And the winner is….Purpose! 

….Identified the issue with personalisation as the fact it layers assumptions on top of 
assumptions, which become less and less accurate.

Gartner research predicted 80% of marketers will have abandoned their personalisation 
efforts by 2050

Blanket criticisms of brand purpose advertising are unjustified, according to 
effectiveness expert Peter Field 



Headline

“why the ------- will reshape digital marketing for 
years to come



Headline

“why the Metaverse will reshape digital 
marketing for years to come



True/False

A leading holding agency group has trademarked 
the term “programametaverse” in the event that 

becomes a thing. 







Biggest Fibbers?

1. Media Owners
2. Media Agencies
3. Ad-Tech firms


