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Web Summit 2020

As every 2020 event has done, Web Summit was celebrated in a digital
version from December 2th to 4th, a little later than we are used to.

The world's largest technology conference was held along eight hours a
day like a marathon of technology, innovation, and a showcase for the
startups that are changing the world.

It is said that one needs to watch back to the past to learn from
errors; but in these unprecedented times we are living, we need to
look towards the future to solve those errors and build a better
future for Humanity, a better society for all, a better media that
add value to our lives.

We bring you the best of Web Summit 2020 so you can start building
2021 for better. Enjoy!

Strategy & Innovation Director
OMD
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Defying the odds: 
2020 hasn't been terrible for everyone.

Capitalize on low hanging fruit 
to identify a ballpark 

Although 2020 won’t be remembered as the best year of our
lives, there are exceptions to that rule. We've come to rely
more heavily than ever on online products and platforms,
and tech companies have thrived over the past 12 months
and had their best year yet.

It's something that was readily apparent this week during
Web Summit where technology companies that've
flourished painted a vivid picture of growth within their
sectors.

Josh Silverman, chief executive of Etsy said sales have
roughly doubled this year, to $10 billion. Starling
Bank CEO Anne Boden said the pandemic has given the
transition to a cashless society a 10-year digitalization
jump.

"Cameo's rocketed to success," said Ben Jeffries, CEO of
influencer marketing platform Influencer.com.

He described how influencers have used the app to provide
paid-for shout-outs to fans as one of several channels
during the pandemic to diversify their income streams
beyond traditional brand partnerships.

eBay CEO Jamie Iannone, said that people were also
purchasing the kinds of things they suddenly needed at
home during the pandemic. From eBay this meant items
including desks and home gym equipment. For Etsy, it
meant masks, said Silverman.

Then there are those whose time being stuck at home has
required equipment for newly discovered passions or
rekindled hobbies. "My dentist told me he started fixing up
his 1988 truck, buying parts on eBay, because he had free
time all of a sudden," said Iannone.

PayPal delivered record-setting results for a second
consecutive quarter as the payment processor continued
to benefit from the e-commerce boom during the
coronavirus pandemic, and lockdown helped Deliveroo
turn profitable.

Some companies thrived during the pandemic.
Many tech platforms have experienced unprecedented
growth this year. But none as Zoom. This year Zoom has
gone from being a videoconferencing tool to being a
household name. "Zoom" was a word on everyone's lips
throughout Web Summit, and it seemed to crop up
regardless of the topic of conversation. Before this year,
Zoom boasted on average 10 million daily video call
participants, but by April that had shot up to 300 million.
The company projects that it will have hosted 3 trillion
meeting minutes for participants by the end of 2020.

What'll be key for companies now that've prospered
over the past year is to find ways to keep users
engaged, and to prove their businesses are relevant
even when freedom of movement fully returns.



I think that if you can create a financial system,
a new and modern technology that is faster,
that is less expensive, more efficient, that’s
good for bringing more people into the system,
for inclusion, to help drive down costs, to help
drive financial health for so many people… So,
over the long run, I’m very bullish on digital
currencies of all kinds,” he said.

On the volatility of bitcoin and whether people
will use it as a currency if it fluctuates the way it
has, Schulman said volatility had been his
primary concern and why he thought that it
was a “poor form of currency” with the
potential to wipe out small merchants’ profits.
But what PayPal has done that’s different is
to allow a consumer to know the exact
exchange rate of crypto when purchasing.
That way, neither the consumer nor the
merchant face volatility risk. “It bolsters the
utility of that underlying cryptocurrency, and
you can do more with it than just ride the ups
and downs of it. In effect, you’re taking that as
an instrument that can conduct commerce at
our 28 million merchants.”

Digital currencies are going to 
come into the mainstream… 
the time is now.

William Shu, CEO of Deliveroo, said this
“extraordinary and crazy period” had
accelerated the adoption of online food
delivery: only 2% of the food industry was
online in January 2020.

“What we see from COVID is the importance of
online food delivery has grown hugely,” he said.
“The world we operate in has changed
entirely,” Shu said. “What hasn’t changed?
Customers still want great food.”

“On-demand grocery is a new service but
it’s the fastest-growing part of our business.
It’s already 10% of our UK business within
months and we see huge potential for this
ahead as well.”

The company currently has 32 owned kitchens
they call Deliveroo Editions that he plans to
“aggressively expand” investment in
delivery-only kitchens, also known as dark
kitchens, in 2021. “What the pandemic has
done is to evolve delivery-only kitchens from
a nice to have expansion play for
restaurants to a really fundamental part of
restaurant strategy.”

COVID helps Deliveroo turn 
profitable.



James Burgess, the CEO of Alphabet's Wing unit, says
his drones are being used to deliver cups of coffee to
people's homes in Australia in 2-3 minutes.

Zipline CEO Keller Rinaudo explained how they
can revolutionize American healthcare, saving
billions of dollars through partnerships with
hospitals and Wallmart. Its drones currently
transport critical medical supplies to 21 hospitals
in Rwanda and Ghana and 75% of the blood
supply to those countries, making them the
largest vaccination and blood supply
network in the world.

Manna founder and CEO Bobby Healy managed to
thrill us with a live demo in ten minutes. Manna
Drone Delivery has been testing drone
deliveries in Oranmore, Galway. Customers in
the area can now receive products from a wide
range of stores such as Tesco, Thomas and Co,
Banditos, Giovanni's, Supermacs, Brazo Coffee
Academy and the Oranmore.

Drones say goodbye to science fiction and start 
making real deliveries.



How will in-person 
interactions evolve
in the wake of the 
pandemic?

The Chainsmokers rethink reality
In person vs online, live vs pre-recorded. Everything is now hybrid where we can have
a mixture of real and digital to create dynamic content and experiences.

The world began living in video and as a result lost a sense of performance. Using various
platforms, the Chainsmokers have been able to create an atmosphere and vibe in their
performances. This new way of reimaging how content can be developed they call it IRL+
(in real life plus) which means these experiences are now bigger and better than
they would have been in real life.

Sensorium Corporation announced that David 
Guetta, Carl Cox, and Armin van Buuren will 
create exclusive performances for Sensorium 
Galaxy — the world’s most advanced social 
Virtual Reality platform.

Bookful,  the world’s largest Augmented Reality 
library app, Welcomes Sesame Street Books.

Clubs of the future: Wikinight prepares a 
platform for clubs to open in post-Covid-19 
security.





Before the end of 2020, the European Commission will
present its Digital Services Act (DSA) and Digital Market
Act (DMA), a package of new legislative proposals
aimed at bringing order to the digital world and
limiting the enormous power of big technology.
"What is illegal outside the network should also be illegal
within the network."

First, the DSA is expected to regulate the responsibility
of platforms with their content. It is necessary, yes, but it
also has its risks: how to guarantee freedom of
expression?

Second, the DSA is expected to regulate the business
of personalized online advertising, so that the user
can regain control over their data. The DMA will
complement the DSA by fostering competition.

Balancing 
security, 
privacy and 
free speech in 
the digital age

Rewrite rulebook
The seek of true in fake-news and 
disinformation era

Pursuing the truth will be the Wikipedia’s goal for
the years to come. One of the things that are "broken"
right now, according to Jimmy Wales founder of
Wikipedia, is that social media has adopted a
business model that doesn't help in the search for
truth. As part of this path, he cited WT: Social, the
microblogging and social media service he founded in
October 2020 as an alternative to Facebook and Twitter
that contains no ads and flees clickbait.

In the words of Úrsula Von der 
Leyen, the pandemic has been a 
"catalyst for innovation", and 
even though the European 
Commission will support digital 
investment with 20% of its fund, 
the voices calling for an urgent 
regulation of the industry 
technological have been heard.



Web creator Tim Berners-Lee has a plan to decentralize the web

Sir Tim Berners-Lee, the creator of the World Wide
Web and CTO of Inrupt, thinks he's come up with
a way to decentralize the Web. But it doesn’t
have anything to do with a blockchain, Berners-
Lee and CEO John Bruce explained at Web
Summit, that Inrupt has released Solid, an
open-source privacy platform that lets users
store their own data, then grant access to
companies and organizations at will—rather
than letting social media and advertising
companies harvest their data and sell it for
hefty profits.

The benefit of this is that businesses and
organizations can focus on servicing
customers, said Bruce. “Most organizations don’t
want your data, but they’d like to have access to
it.” A healthcare organization such as Britain’s
National Health Service, which is building an app
on Solid, could focus on ensuring the British
public remains fit and healthy. “User-generated
data should be user-controlled data”.

Barbara Martin Coppola, chief digital
officer at IKEA talked at WebSummit
about how IKEA’s app upgrade offers
consumers a number of opt-in or-opt
out options and a panel to adjust how
their data is used, prompting their
users to “decide how your data
works.”

How companies 
respond

Companies of the future 
must focus on data 

privacy rather than data 
collection.

David Gilbert, Vice News



Capitalize on low hanging fruit 
to identify a ballpark 

1
1

Suddenly remote and 
why WFH will 
become the norm.

Hybrid and distributed working are the 
preference, and it will most likely be the 
approach going forward. Flexibility 
balanced with range of motion and need 
to connect.

The question remains how the hybrid 
model works with some being in the 
office and other remote. Is there a need 
for conference spaces and how do we 
make meeting efficient? Companies 
need to adapt their policies.

When asked Bret Taylor President and COO of Salesforce about
"suddenly remote" and about their mistakes about Covid he has no
doubts “We felt that at start of the pandemic many CEOs were
weathering the storm, like a snow day, where you could spend
few days at home, and then return to the office. But crisis is a
terrible thing to waste. CEO of L'Oréal have stated that they
have accomplished in 3 months what would have taken them 3
years.



Capitalize on low hanging fruit 
to identify a ballpark 

“If you had asked me if it would be possible for
the whole world to transform home office over
night, I would have said it’s impossible”. Cal
Henderson Co-founder and CTO of Slack joined
WebSummit 2020 to talk about work after crisis. “I
was as surprised as anyone that we were able to
be so productive during that shift,” he said.

But the challenge is how to adapt what we do
to a digital environment “Interactions and
relationship building happen when you’re
physically in the office. That kind of social
aspect we still haven’t found a way to
replace”.

The question of synchronous and asynchronous,
registration and documentation of processes will
become very relevant challenges at this stage. He
also pointed out some opportunities 'You spend a
lot of time on Zoom with your immediate team, but
not with others from the organization, and also
some shifts “A mindset shift is needed to look at
results rather than time people spend
working”.

Eric Yuan, founder and CEO of Zoom, described
Zoom's phenomenal growth in 2020, the firm is
forecast to have hosted three trillion minutes of
meetings by the end of the year, as something
he had never foreseen.

He also said he thought many workers would not
return full-time to the office after the pandemic and
that unsurprisingly video meetings were here to
stay, stating that the pandemic had demonstrated
that "it works". "The workplace will become
hybrid, and I think that's a world we have to
embrace," he said.

Eric Yuan said he believed artificial intelligence
would bring a physical aspect to virtual meetings
and predicted that video meetings in future will
be able to feel their hands being shaken and
smell coffee in their virtual space.

Jessi Hempel, senior editor-at-large of Linkedin
and Jason Fried Co-founder and CEO at
Basecamp adamant on making the distinction,
between 'remote working' and 'pandemic
working,' the difference being the lack of space
solely devoted to work at homes that were under-
prepared for the change in working conditions.

As such, remote working is far more viable and
common than it was even a few years ago,
however due to the pandemic people are receiving
a harsh baptism in remote working. This feeling of
burnout comes from attempting to translate
office practices in a remote working
environment which is not viable. While regular
scheduled meetings may work in an office, with
the distractions of a busy household in the
background among the plethora of differences to
the office a more asynchronous timetable
works better. By this, Jason Fried suggests,
people are able to work at the right pace, while
also allowing for the time required to properly
think of ideas before presenting them to the team
as a whole.



Covid-19 
proved there is 
nothing more 
valuable than 
health.

Can AI beat Biology? Know your neuro-rights.

The rapid advances in neurotechnology understood as
the techniques that make it possible to record the
activity of neurons in the brain and change it are, for the
Spanish neurobiologist Rafael Yuste, a cause for deep
concern, too. "The brain is not like any other organ.
It’s the organ that generates your mind: your
cognitive abilities, your perception, your memory,
your thoughts, your imagination, your behavior and
emotions. Everything is generated by neurons". In
that sense, what is at stake is human identity. "If you can
read and write neural activity, you can read and write
people's minds. And this is not science fiction. We are
already doing it in laboratory animals."
It is urgent to advance what he calls "neuro-rights." "This
is a human rights issue, because neurotechnology
can alter the mechanisms that make us human".

We can think our way to live longer. Mindset is critical to
longevity- having the will to live. We can stick to the
basics of sleep, diet and exercise but your hardware
and software work together for a healthier life.

Peter Diamandis Executive Founder & Director at
Singularity University stated "Our body has not been
made to live a long time...aging should be seen as a
disease that could be cure. We are at the beginning
of gene therapy"

Medical efforts are looking at how we eliminate things
that kill us early such as cancers and heart disease and
focus on gaining vitality. There efforts are in testing
phase and development will be realized sooner than we
think.

Data scientists and software 
engineers in conjunction with bio 
scientists are aligning to solve 
significant problems in 
healthcare.

AI provide much bigger data sets 
than before. Greater amounts of 
data can now allow you to 
approach science differently, 
with a data first approach to 
pharmaceutical development.





Can green tech 
save the planet?

“The luxury of sci-fi is that it’s fantasy. 
We are dealing with reality. We are 
being way, way too polite about how 
we talk about the state of our planet. 
We are at threshold of an abyss of 
disaster. It’s time to be much stronger. 
Technology must be given a 
transformative role that will put man 
and the planet in the foreground“

Sir Ridley Scott, Director and Producer



Dr. Jane Goodall, DBE “we are living in
extremely grim and dark times, and it’s hard
not to be scared of it all. But there are
amazing projects around the world that give
me hope and inspire me to keep going, and
Ecosia with their project to plant trees is one
of them”.

With Ecosia search engine, using the internet is an eco-friendly activity. It has
turned online research into a way to help the planet. Every time someone
clicks on an advertisement located next to search results, Ecosia makes a few
cents, as all search engines do. The difference is that 80% of that earning
gets donated to tree-planting projects around the world. To date, the sum of
their donations evens out to $3.1 million over the last seven years.

It takes about 45 searches to plant a tree and nearly 65 millions of them have
been planted to date.

Invest your money in things you 
believe in.

Director of photography and director Richard Curtis,
also one of the co-founders of Make My Money Matter
talked about how we are all responsible for the
sustainability of our planet and our species. Richard
explained that his movement wants people to think
about how their money is used; and make demands:
that money must be used to build a better future. "The
biggest way to change the world is by making sure
that our own private money is invested in things we
believe in."

AI can get their hands dirty.

Siemens explained how they are using AI for garbage
classification and sorting to use technology to drive
impact in a sustainable world.

Have your ever heard of Additive 
Manufacturing?

Karsten Heuser from Siemens explained how additive
manufacturing enables mass customization to
make individualized products for everybody,
reducing waste from 3D printing.

Siemens, together with EOS, supported the start-up
HEXR and its vision of individualized bicycle helmets.
Producing workpieces like bicycle helmets in batch size
one – affordable for nearly everyone – was unthinkable
a few years ago but today thanks to digitalization and
additive manufacturing it is reality.

Plant a tree while surfing the web.



Capitalize on low hanging fruit 
to identify a ballpark 

The future of 
sustainable 
food.
Thanks to technology, sustainability 
in agriculture has improved so that it 
is possible to meet our needs without 
harming animals and the planet.

For Patrick O. Brown, CEO of Impossible Foods,
there are 2 major threats to the environmental
crisis; the speed of climate change and the
collapse of biodiversity and emphasizes that
both are linked to a common factor:
livestock. "Even more harmful than fossil fuels”,
said.

Since it is a great industry, there are no
measures or awareness against the rearing of
animals that are increasing the world's biomass
by 10 times and releasing 44% of methane gas
into the atmosphere. Brown says that when we
remove meat from our lives, we can reduce
our dirt footprint by 80%, return biodiversity
to the 15-year-old level, and stop the collapse
by a third.

Impossible Foods' goal for 2035 is to completely
replace meat and for this they are based more
on science than on food. The Impossible Burger is
made by scientists in the lab discovering the
essential molecule that creates that burger
flavor: Heme.

Bowery Farming is a vertical farm that could be
the answer to a future without water in a massive
warehouse in New Jersey, Bowery Farming is
trying to change the future of agriculture (all
while using 90% less water).

Science to replace meat. Meet the vertical farmers.



Mission 1.5 
Changing the 
rules of the 
game

Gaming for a better planet Unexplored and promising territories

There’s a large audience concerned by climatic
change and sustainability, and many of them are
players, so the idea was turning gaming into a
gigantic platform for change. If it is such a platform
for many other territories, why not sustainability?

After all, this year we saw US Congressist Alexandra
Ocasio-Cortez playing live to the popular game Among
Us and garnering an audience of 439,000 viewers, all
watching her in real time with approximately 5.2 million
viewers watching the stream in aggregate, and memes
extending the conversation well into the week.

The objective of the game: to limit global
temperature rise to 1.5 degrees Celsius, as agreed by
world leaders meeting in Paris in 2015. The game gives
players the opportunity to take on the role of climate
policymakers who make decisions to meet the 1.5-degree
goal, in which is the world’s biggest survey of public
opinion on climate change, that aims to give 20 million
people a chance to have their say.

Afterwards, they will vote on key climate actions that
they would like to see adopted. The data will be
analyzed and delivered to Governments.

The hope is that the game will bridge the gap
between citizens and governments on climate
action.

Cassie Flynn, Strategic Advisor 
on Climate Change at UNDP chat 
with Jude Ower, CEO at 
Playmob, a player-engagement 
platform connecting purpose-
driven brands with gamers.

Together, they developed 
Mission 1.5, an internet and 
mobile video game that educates 
people about climate policy and 
allows them to vote on possible 
solutions. 



Capitalize on low hanging fruit 
to identify a ballpark 

Brian Gu, President of Xpeng Motors, talked about the
strategy that has turned the automotive brand into the
Eastern ‘Tesla killer’. According to Gu, the future
opportunity is not in electrification but in the
software. The reason are consumers evolving from
drivers to riders; in that future, experience on board will
be the differentiation point and the main driver to
choose a brand.

Xpeng strategy for success will be focused in
owning that experience end to end, from the car to
the software providing such experience.

Waze has evolved from outsmarting traffic to
shaping traffic and become a collaborator to the
service of citizens and councils. In the center, the
community of users. A community that allows Waze
to collect valuable data to detect, for example, the
change in driving patterns after COVID19, from
commuting to shopping and travelling.

Data also allows the brand to build data-based
strategies to reduce CO2 emissions in every
car, and to identify potential opportunities such
as the delivery one. Waze is partnering with
retailers to optimize the cycle between
consumers’ home and retailers.

According to Rika Christiano, COO & co-founder of
Ontruck, there are 6 million trucks crossing our
roads every day globally, to transport the goods
that we all use and consume. 40% of them run half-
empty, which not only is cost inefficient but highly
polluting.

Ontruck’s mission is to eradicate waste associated CO2
emissions produced by trucks, and they do it by
automatizing processes, optimizing the value chain
(partners) and using a fleet of self driving trucks. They
can allocate the most efficient available truck in real
time and optimize its route. This way they saved 1.4
million of CO2, reduced 37 million of waste and
passed from 44% to 20% of half-empty trucks
monthly.

From macro to micro mobility, and how to become 
greener in the way.



Capitalize on low hanging fruit 
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Does sustainability 
have a branding 
problem?
‘It all starts with consumers and the fact that they realize the 
consequences of their way of consuming. We design for 
convenience, we design for desirability, but now it’s about 
designing for a change of mindset around the way the 
consume’. 

Lush chief sustainability officer Ruth Andrade, designer and founder
Brian Collins, and Pia Heidenmark Cook, the chief sustainability officer
of Ikea, debated whether sustainability needs a makeover. One can do
things at an individual level as a consumer, but if we want to change
consumer behavior around sustainability, we need a brand strategy
like any other brand.

‘We need to think how to embed this mindset not only in the 
products, but in the business models. It is time for the brands 
to evolve from just meeting the government regulations, to 
be the starters of a factual contribution to sustainability and 
climate change’. 

‘Stories and words matter and influence people. We need to 
frame it as an optimistic problem: this was done when US 
Government wanted to put everyone in favor of taking the 
man to the moon. It's about getting people excited about the 
project’.





What should brands and businesses 
expect in 2021?

Capitalize on low hanging fruit 
to identify a ballpark 

The pandemic has changed many parts of our lives, but it
has also spurred businesses on to experiment, rapidly
innovate pivoting to digital.

Today, it’s safe to assume everyone is online. Consumers
have proven to be ready and willing to shop, work, chat and
even find love online. In fact, 40% of Americans met their
partners online in 2017, according to a Stanford study.

Benedict Evans, explored what digital acceleration means
for brands, where the opportunity lies in 2021, and some of
the bigger questions that will need answering moving
forward.

Think ‘Smart Phone’ .
Of the 5.7 billion adults on earth, five billion have a phone 
and four billion have a smartphone. And that was in 2019. 
Smart phones have become an essential part of our 
daily lives and they’re not going away any time soon. 
83% of US teenagers use a smartphone.

“This is the best of times and the worst of 
times.”
The pandemic has propelled companies to confront their 
digital future sooner than expected. According to ONS, UK 
ecommerce spiked from 20% (pre-Covid level) to well above 
30% of retail revenue in lockdown. Now it is stabilizing just 
under 30%.

In many ways, the pandemic has redefined e-commerce, 
making brands reconsider their route to business. 
Should they maintain a high street presence? Should 
‘returns’ be an essential part of their marketing strategy? 
Do you spend more on ads or faster delivery? As Evans 
added, “it’s all become the same question.” No longer can 
retail be viewed through the binary lens of ‘online’ and 
‘offline’.

“We’re standing on the 
shoulders of giants” – that’s 
the message from 
independent tech analyst, 
Benedict Evans, to businesses 
preparing for the year ahead.

The time to innovate is now.
Old consumer habits have been challenged and new ones
have been formed. The digital acceleration has been
ruthless for many but a great opportunity for others. The
forward-thinking brands are starting to see all costs to
reach and acquire customers through the same lens.

The power of Artificial Intelligence.
The unfolding AI revolution is allowing brands to ask new 
types of questions and identify new patterns and trends. AI, 
or as Evans said , machine learning, has allowed brands 
to analyse consumer behaviour by asking new types of 
questions and identify new patterns and trends.

“The best way to describe machine learning is it gives you
infinite interns,” Evans said. “It’s not going to answer any
question that none of us can answer. It just can do it at
a massively greater scale.”



One of the sessions of the Web Summit that
addressed this transformation was the session
“Digital brand experience in 2020”. In the session
attended by Sairah Ashman, CEO of Wolff Olins,
and Ellie Runcie, BBC Design Director General,
the year we left behind was evaluated in terms of
branding and ideas about the year ahead were
shared.

According to Rucie, the collaboration-
oriented approach will continue in the near
future. All brands will have to look for
ways to enrich people's lives instead of
just reaching out to them. Large-scale
collaborations will be generated between
government, scientific and business
institutions, which will come together and
work to solve our common problem.

Internal collaborations will transform.
More will be said about how remote work
models affect creativity and innovation
and models will be created that foster
creativity.

Ashman says that every period of crisis is
first a period of reduction and
simplification. After adaptation, it's time
to innovate and accelerate. Therefore, the
forecast for 2021 is that this digital
transformation will accelerate. Ashman
believes that we will see exciting steps and
bold ideas in digital environments.

For fashion, the game world is like a newly discovered
continent. Last year, after the collaboration between Louis
Vuitton and League of Legends, custom collections were
designed. What is the motivation that drives people to dress
their virtual characters in fashion? According to Virgil Abloh,
the fact that people want to reflect as in real life drives them
to give importance to appearance. Some borders are
disappearing in the virtual world. Users can access more
things than real life, players can have a Mercedes-Benz or a
Rolex. Technologies such as blockchain allow us to preserve a
value and show ownership over virtual objects.

How does 
technology
transform 
brands?



2020 was a year of disruption also for social media. 
Falcon.io director of community & events Dino Kuckovic
provides his insights on social media trends for 2021.
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01

”Lockdowns helped to create 
a “perfect storm for social 
commerce to flourish,” that 
has been accelerated by five 
years, with some 300m social 
buyers contributing to 11.6% 
of retail ecommerce sales in 
2020. 

And the figure is only 
expected to grow, . The global 
value of social commerce this 
year is estimated at $89.4bn 
but has been projected to 
reach $604bn by 2027.

Kuckovic praises Instagram 
as the “undefeated winner” in 
this realm, although 
Snapchat and TikTok have 
creatively used augmented 
reality and shoppable ads as 
well. The main point: “Brands 
acting now can capitalise on 
this massive tailwind.”

5 trends for social media.

There's a rising 
tide of social 
commerce.

Platforms like LinkedIn, 
Twitter and Pinterest have all 
taken cues from the likes of 
Snapchat and Instagram to 
offer users the possibility to 
post ephemeral, “stories”-like 
content. Some 86% of 
Instagram users post stories 
(70% daily). On one hand, 
there is a raw, unfiltered and 
authentic appeal to such 
content, but: “Are we going 
into the direction of all 
networks looking and feeling 
the same?”

The quick pace of the 
interactions of ephemeral 
content provides more 
touchpoints for reaching 
audiences, plus it’s in a good 
format for mobile users. “The 
key is ‘fomo”.

Ephemeral 
content has 
authentic appeal.

.

03
Niche platforms 
should be 
considered

The health crisis has changed 
how people are connecting, 
and “branching out and 
building a presence on niche 
networks can be the key to 
unlocking valuable 
audiences.” A copy-paste 
technique across various 
platforms is a “huge no-no”, 
and organisations should 
strive to understand 
differences across platforms, 
tailor accordingly and not 
just follow current hype.

On niche platforms “it’s 
easier to rise through the 
ranks before these platforms 
get too crowded,” adding 
that benefits can include 
cheaper ads, positive ad 
sentiment, higher organic 
search.

04
Take 
personalization 
(and privacy) into 
account in 
advertising.

Consumers are becoming 
increasingly skeptical of the 
ads they see, with only 14% 
trusting them as a valid source 
of information about a 
company. And, while 80% of 
consumers are more likely to 
make a purchase when given 
personalised experience, 76% 
of internet users aren’t 
comfortable with how tech 
companies are handling their 
personal data.

Certain data and cookies are, 
of course, required to make an 
experience and ad personal. 
With this evolution, some are 
indeed willing to share. “It must 
come from a place of trust and 
transparency,”.  “Marketers 
are really tasked with winning 
sceptics over, but the question 
is how?”

05

Kuckovic questioned whether 
modern PR and social media 
are even separate these days, 
adding that it’s important to 
see the former from a PR 
perspective. Through 
platforms such as Twitter, for 
example, content is being co-
created and “social media 
has given a tremendous 
amount of influence to those 
who can now be heard.”

Thanks to this 
democratization, he says, “PR 
and word-of-mouth are key 
for growth and positive 
perception”. 

Social media 
should be 
considered PR 2.0.



“Streaming and 
live media are the 

next generation of 
entertainment”.

Hirofumi Ono, CEO at 17LiveJP



New consumption 
models fostered 
by tech

From gaming to mainstream The new paradigm of entertainment

The enhanced HBO platform promises a much more
personalized entertainment experience that other
streaming platforms, thanks to tech and specifically AI
to design the user experience within the platform.

The user will have the possibility of interacting with
the content. The navigation experience merges with the
experience of watching the content, in a way that the
experience is both the content and the programming.

HBOmax breaks silos by promising simultaneous
movie premieres of some Warner Bros titles,
opening a whole new competitive scenario in media.

What began being a multiplayer game, has ended
up organically becoming a communication
platform. And beyond: Discord has expanded its
audiences, which are now composed not only by
gamers, but all kind of users and it is not longer
used only as a place for chatting.

In 2019 they run a survey to listen to what users were
demanding. As a result, Discord launched a rebranding
to communicate the brand was no longer just a gamer
communication platform.
In 2020, coronavirus and accelerated digitization have
increased its use in a 50%. More use and more uses:
people have founded reading clubs, go to Discord to
look for piano classes or summon their family for a
reunion.

We are evolving from a user centric 
model to a content consumption 
model actively configured by the 
user itself. 

For Jason Citron, CEO at Discord, 
the audiences were the ones 
deciding to build an engaged 
community around human 
communication. On the side of 
entertainment, HBOmax’s CCO, 
Casey Bloys and Andy Forssel, 
Head of HBOmax explained how it 
is turning into a fully personalized 
experience customized by a viewer 
empowered by AI.



Reimagining the 
journey to 
inspiration
If inspiration have been fundamental 
as the departing place of every 
brand’s customer journey, social 
distancing and lockdowns have made 
this inspiration more challenging and 
relevant than ever. 

In the automotive industry, digital media have
been usually used to amplify the message and
facilitate the customer journey in its first stages.
With the pandemic, Lamborghini decided to
capitalize on digitization of consumers by using
this media as an agent of transformation and
self expression. They used the technology to
bring to life Lamborghini’s story and engage all
audiences, from customers to dealers, media
and brand lovers.

In partnership with Apple, they created an AR
experience for the launch of its new
Lamborghini Huracán EVO, where its fans
could interact with the car from inside out. It
received 130k AR interactions in the first 7
days. In 2019, Lamborghini’s design team
created 12 different models to be used in esports
competitions, and the brand recently launched
Excendrum, a virtual 3D platform to experience
Lamborghini universe like never before, in any
Smart device. In Lamborghini’s case, tech has
with no doubt begun a new kind of relationship
between a brand and its audiences.

A few years ago, there was a misconception
that digitization wasn’t for luxury. Brands
such as Burberry have taken it as an opportunity
for building a new kind of experiences around
the brand where creativity is the limit. This is how
is understood by Mark Murray, SVP of Digital at
Burberry: nowadays’ journey begins and ends at
digital, from looking for inspiration to sharing the
brands you love.

Burberry has transformed this journey by, for
example, creating a live streaming event with
millions of views to present its accessories
collection, dressing characters of famous
games to present its collections to gaming
audiences or developing content for Twitch.

They wanted to elevate the experience of a social
shop by creating a concept store with
Tencent, where users could unlock elements
of the shop through their behavior in social
media, interact with everything, try clothes
in a virtual fitting rooms o paying with a
virtual Burberry coin.

A fully-digital auto experience New boundaries, no boundaries




