
THE CANNES DEBRIEF

OMD’s views on the top themes coming 
out of Lions Live 2021
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Lions Live took to the virtual stage for its third edition in March 

2021. Now adept in the world of virtual events, OMDers tuned 

into the sessions to gain insights into the speakers’ philosophies, 

learnings, and views on the future of, pretty much everything. 

Throughout the last year, the world has been forced to adapt. We 

have seen a shift in values and a new priority of 

importance. We have all altered our ways of living, our ways of 

working, our views on empathy, and our approach to 

creativity. The explosion of creativity witnessed throughout 

2020, offers both short- and long-term opportunities for brands to 

seek new roads to creativity and learn new ways to use empathic 

communications to talk to their ever-changing audiences.

Perhaps, therefore, it is no surprise that one of the topics covered 

at length during Lions Live, a festival dedicated to recognising 

and promoting creativity, was that of bravery. Inspirational talks 

spoke of how navigating uncertainty can lead to strength and 

strength can lead to bravery and empowerment. Empowerment to 

take creative approaches, empowerment to speak up when we 

witness something that is morally wrong, and bravery to set our 

clients in new directions, especially during times of volatility.

We understand, now more than ever, that we cannot control 

everything, but we can succeed in the face of uncertainty by 

finding ways to address challenges, nurture innovation and 

harness creativity.

Our coverage of Lions Live will look in-depth at 

three themes: future leaders, driving great work in an empathetic 

world and the evolution of data and digitisation. As always, 

sharing our OMD point of view, and what implications and 

opportunities these insights have for brands.

We have pulled 
out three 
themes that 
share insight 
into the future 
of creative 
marketing and 
highlighted 
recommended 
sessions. 

LIONS 
LIVE 2021



Future Leaders: 
Humanity & 6-Cs
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Theme 1: 
Future 
Leaders:
Humanity 
and 6-Cs

OVERVIEW: 

Considering the changes w itnessed across all industries in 2020, perhaps 

unsurprisingly, one of the key topics debated throughout Lions Live w as that of 

‘future leadership’. The past tw elve months have taught us all how  to interact, 

w ork, communicate and lead in new  w ays. We all know  ‘normal’ now  looks 

different, and w orkplaces aren’t going to back to how  they used to be pre-

pandemic. Leading w ith empathy, understanding that teams like some elements of 

remote w orking, w hile also craving some elements of human interaction and busy 

offices, w ill be key to engaging w orkforces in new  w ays of w orking in the coming 

months. We are entering another turning point for our industry, as w e set off on a 

new  journey of hybrid w orking, learning, onboarding, developing, and finding our 

feet again.

The key? Leading w ith empathy, listening and being able to f lex, and change, as 

learnings f lood in.

OMD’S MUST WATCH: 

Five Ways to Show up Likea Leader For Tomorrow With Alison 
Chadwick

In an ever-changing w orld w here w e have w itnessed tech advancements, 

increased demand in the w orkplace or w e have been tasked by our clients w ith 

ever more complex problems, leadership and the notion of a leader is no stranger 

to change. Today’s leader enables creativity to thrive and understands that 

leadership isn’t about being a hero visionary, it’s about creating conditions for 

excellence to survive. With that in mind, Alison highlighted 5 key qualities today’s 

leader must have and show :

Being centred – a leader must embark on their ow nself-discovery journey and 

build self-aw areness. How  leaders behave has a direct impact on those around 

them, so they must f igure out w hat they stand for, and lead from the inside out.

Being compassionate – considered to be a modern superpow er. Show ing true 

empathy is key to unlocking high creativity and high motivation. Empathy is one of 

the top six motivators at w ork and is key in times of uncertainty, w hen w orkers are 

anxious about the future. Practice ‘active empathy’; making people feel 

understood by engaging in simple processes such as check-ins and active 

listening. Acknow ledge your teams are human, and not just resources.

Being collaborative – move from hero, to host; empow er and coach those 

around you. Let people into the spotlight and celebrate their success. 

Being clear – as a w ay of setting people up for success. Lead by giving a clear 

purpose and communicate a clear goal.

Being courageous – is all about embracing one’s authentic self w ith its f law s and 

vulnerabilities. A leader w ill be facing hard challenges w ith comfort and bravery, 

“embrace the mess”. It may be hard for leaders to show  vulnerability, but it 

demonstrates relatability.

To sum up, being human is w hat connects us, approaching each task and 

conversation w ith humanity is key to being tomorrow’s great leader.

Leadership is 
creating the 
environment 
for excellence 
to thrive 
around you.

https://lionslive.canneslions.com/event/five-ways-to-show-up-like-a-leader-for-tomorrow-with-alison-chadwick-e20-42904
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OMD’S POV: 

Communicating w ith authenticity and consistency is key in show ing up 

not only for clients but also our people. Those in leadership must not 

only show  their capabilities, but their human qualities, and live by them 

to demonstrate authenticity for their teams and clients.

As clients and teams continue to have higher expectations of their 

leaders, the greatest ones w ill f ind w ays to adapt to ever changing 

landscapes and allow  themselves to be shaped by the problems they 

are faced w ith.

As leaders of brands, you must communicate empathically w ith your 

consumers. They are now  more digitally aw are and educated than ever 

before; they scrutinise w hat they see online, and they can tell w hen a 

brand is not being true to w hat they preach. How ever, don’t let fear 

dictate your strategy, if  you are authentic and stand for your values 

then there is nothing to be afraid of. Trust your customers, listen to 

w hat they have say, how  they use your products and how  they think of 

your brand.

WHAT DOES THIS MEAN FOR OMD 

CLIENTS?

Practicing the art of Empathy is already a key part of OMD’s planning 

process. OMD Design helps move OMD teams through the ‘6Cs’; 

context, contact, content, construct, culture and comms imperative, to 

ensure comms plans are created w ith the consumer in mind; reaching 

them at the right place, and the right time.

Brands are often built by people, for people. With a solid organisational 

culture w here everyone lives and breathes the same values and 

adheres to the same principles and behaviours, it w ill be easier to build 

brands that w ill be admired and become cultural icons. Be true to 

yourself and your customers, listen to them and make their voice your 

voice.

Fear is not a 
strategy. You can’t 
let fear define 
what you do.
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OMD RECOMMENDS:

How to Find Your Virtual Voice With Caroline Goyder

This session offers f ive tips on how  to handle a virtual meeting and how  to 

ow n it w ith your voice, presence and energy. It teaches how  to go from panic 

to pow er in big and important presentations, how  to make the 2D of video 

conference more 3D.

CMOs in the Spotlight: Kathleen Hall, Microsoft

The session explores how  w e can leverage technology to close the physical 

gap and allow  us to collaborate effectively to produce creative solutions. 

Microsoft technology is present in major services and big organisations that 

take care of people. Leverage technology and explore the possibilities to 

compensate the lack of physicality; think not only about video calls but also 

w hite boarding and brain storming using tools available in tech platforms. 

Keep experimenting, there is no playbook, f ind w hat w orks right.

A Message to the Community: Jim Stengel

What are the skills w e have all gained in the past year? What are the new  

skills w e all need to get to grips w ith not only to survive but thrive in the 'new  

reality'? Get inspired by some of the top leaders of the creative community 

as they reflect on the past and investigatethe future of creativity. 

https://lionslive.canneslions.com/event/how-to-find-your-virtual-voice-with-caroline-goyder-e20-42905
https://lionslive.canneslions.com/event/cmos-in-the-spotlight-kathleen-hall-microsoft-e20-42877
https://lionslive.canneslions.com/event/a-message-to-the-community-jim-stengel-e20-42906


Driving Great Work 
in an Empathetic World
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Theme 2: 
Driving Great 
Work in an 
Empathetic 
World

OVERVIEW: 

Resonating w ith audiences on a personal level has never been socrucial. It 

is key to reach consumers through compelling narratives and relatable 

campaigns.

With the ever-changing media landscape and digital transformation, there 

seems to be more w ays brands can harness innovative storytelling tactics 

and resonate w ith audiences.

Throughout the w eek, Lions Live delved into ‘The New  Creator’s Toolkit’ and 

how  to sharpen the creative tools to create great w ork, from crafting the best 

case studies to exploring successful brands w ho have leveraged local 

insights to create aw ard-w inning w ork.

OMD’S MUST WATCH: 

The LIONS Guide to Creative Survival: Localism

The Lions Intelligence team presented their session on Localism, 

the consumer preference tow ards brands that are geographically close, 

by exploring examples of successful brands w ho have leveraged local 

insights and culture as a pow erful source of creativity through past Cannes 

Lions w inning w ork and entries.

In the last year, due to COVID-19, there has been a surge in localismw ith 

tw o thirds of consumers now  preferring to buy goods and services from their 

ow n country and there is an increasing sense of commitment to local 

communities. Consumers are also becoming more conscious of quality and 

sustainability and therefore buying locally often correlates w ith buying 

ethically.

The Lions Intelligence team have identif ied 4 key insights around how  to 

embed local thinking into creative capabilities:

Amplify local pride: 24% of Culture & Context aw ard w inning entries 

galvanised communities to celebrate their local area and feel a sense of 

pride and belonging.

Apply hyper-local lens: 46% of Culture & Context w inning campaigns w ere 

hyper-local. Hyper-local is designed for a clearly defined audience in a 

specif ic region or location and often hinging on a very specif ic culture or 

behavioural insight.

Local community at the core: in 2019 65% of C&C aw ard w inning w ork w as 

focused on local community.

Challenging the status quo- 37% of C&C aw ard w inning w ork w as for the 

challenging brands w ho produced disruptive and game-changing w ork that 

challenged the status quo in the markets.

To launch the new Air Max 

l ines in Brazil, Nike’s Air 

Max store campaign 

tapped into the local graffiti 

culture using geo-location 

where fans could obtain 

the shoes by visiting the 

local graffiti walls and 

unlock purchasing at 

Nike.com. It resulted in an 

increased local social 

engagement by 22% and 

local sales were up by 32% 

in Brazil. 

Example of a campaign 

that applied a hyper-local 

lens;

https://lionslive.canneslions.com/event/lions-presents-the-lions-guide-to-creative-survival-localism-e20-42978
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OMD’S POV: 

Communit ies have never been so prevalent than in the last year, w ith 

lockdow ns and w orking from home now  the norm, w e have all been 

spending more time in our local communities. Localism is a trend that has 

been accelerated by COVID-19 and it seems it is here to stay.

On one side localism represents a big opportunity for brands to be hyper 

relevant and gain consumers’ trust by leaning into local culture. At the same 

time, it presents new  challenges such as the need for locally-

tailored messaging, but also the need to understand how  a brand lives w ithin 

local communities and how  it can show  up authentically.

WHAT DOES THIS MEAN FOR OMD CLIENTS?

Brands w ill have to f ind the right balance betw een global and local, if  they 

don’t w ant to miss out on a big opportunity.A data-informed approach can 

help clients to navigate this moment of uncertainty but also better understand 

w hat consumers expect from brands at global as w ell as at local level.
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OMD RECOMMENDS:

WARC Presents Showcasing Success:Tips and Tricks on Writing Killer 

Cases

WARC offers a ‘Strategy Toolkit’ w hich offers tips on how  to tell the story of a 

campaign and to ultimately w rite better case studies. Joined by three aw ard-

w inning strategist, Andy Nairn, Lucky Generals, Andreas Krasser, DDB 

Group Hong Kong and Agathe Guerrier, TBWA\Worldw ide, they share their 

secrets to sharpen your aw ard w riting tools.

Discover your creative drivers w ith Todd Henry

What truly drives creativity and best w ork?

Todd Henry, author of ‘Motivation Code’, looks at how  to identify your core 

motivational drivers, utilise them to stay deeply engaged w ith your w ork, and 

leverage them to increase your level of creative energy. Todd shares his 

advice on nurturing these drivers and review s the best-in-practice examples 

to help you apply this guidance in practice.

Lions Guide To Modern Storytelling

This session explores the pow er of storytelling in brand communications and 

how  it cannot be underestimated as it drives emotional aff inity and 

engagement. Storytelling is adapting as audiences are now  playing a more 

active and dynamic role and the platforms, techniques and technologies that 

host these stories are continuing to evolve.

The Lions Live team shares insight into the grow th of the use of storytelling 

throughout creative strategies in aw ard entries w hich grew  from 22% in just 

one year (2018-2019) and how  mastering the art of storytelling brings the 

brand narrative to life.

https://lionslive.canneslions.com/event/warc-presents-showcasing-success-tips-and-tricks-on-writing-killer-cases-e20-43011
https://lionslive.canneslions.com/event/lions-presents-the-lions-guide-to-unconventional-creativity-e20-42955


The Evolution of Data
and Digitisation
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Theme 3: 
The 
Evolution of 
Data and 
Digitisation

OVERVIEW: 

Our f inal theme looks at the transformation of data, digital commerce, 

personalisation and of course, w hat the cookieless future holds. From CMO 

interview s to dedicated sessions, data and digitalisation w as near the top of 

everyone’s agenda as they delved into the opportunities that have been 

accelerated throughout 2020.

In the LIONS Guide toUnconventional Creativity, the team explored areas in 

w hich brands should focus to create meaningful connections;

personalisation, digital assistants, gaming and unconventional paths to 

purchase. CMOs cemented these recommendations, talking in more detail 

on the w ays in w hich digitisation can drive business grow th. 

OMD’S MUST WATCH: 

CMOs in the Spotlight: Lubomira Rochet, L’Oréal

Ludomira has been CDO at L’Oréal since 2014, w hen she had embarked on 

a huge digital transformational journey. For a brand that never had a CMO 

this w as a moment of opportunity to set goals and ambitions for the 

business. The key fundamentals thatLubomira stands by are as follow ed:

An increased focus should be placedon e-commercewhere clear goals and 

strategies must be set. Working w ith big e-commerce players such as 

Alibaba or Amazon can unlock not only additional revenue streams but also 

a w ealth of consumer insights.

2021 is regarded as the cookieless year, a year w here capturing and 

understanding a business’ ow n data has become paramount. It is imperative 

for businesses to invest in deploying or building their ow n data capture and 

processing capabilities to better understand consumer trends and 

behaviours and collection actionable insights from.

Without losing track of the consumer journey and engagement, 

transforming the marketing model to be as digital as possible is key to 

ensuring brands are future-proof in an age of ever evolving digital and tech 

advancements.

https://lionslive.canneslions.com/event/lions-presents-the-lions-guide-to-unconventional-creativity-e20-42955
https://www.youtube.com/watch?v=N6ueYdp3D2w
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OMD’S POV: 

While 2020 w as a year in w hich the w orld faced its most critical modern 

crisis and life came to a stand-still, digital and technology 

advancements accelerated. While acookieless environment may lay 

out a challenging path ahead, it has created many more opportunities 

to be creative w ith the technology used; the w ay data is captured and 

processed but also by turning to innovation to push digital 

boundaries.

E-commerce has been seen compensating for the loss of footfall traff ic 

to brick-and-mortar locations but also crumbling for businesses not set-

up for it. There is no “w inning formula” in the e-commerce space -

creativity is limitless and thanks to voice assistants, AI, and other new  

technology device there is an opportunity to complement brands’ media 

strategies w ith unconventional creativity.

WHAT DOES THIS MEAN FOR OMD CLIENTS?

Brands must ensure that each part of their business is f it for the digital 

age and a digital future. Data collection w ill become even more 

relevant as personalised communications to each audience type, each 

market and marketing medium become vital to driving higher brand 

aff inity and engagement and ultimately future-proofing businesses.

Brands w ill also need to rethink how  they approachthe e-commerce 

path to purchase. Exploring the connection of e-commerce w ith social 

features, entertaining during the shopping journey – don’t rely only on 

promotions to drive people on the path to purchase; it’s more than just 

a transaction, it’s an opportunity to create a fun purchasing experience 

for consumers.

Data is the new 

currency
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OMD RECOMMENDS:

CMOs in the Spotlight: Carla Hassan, Citi

While in the past brand and business were considered two separate 

entities with a consequence of a silo marketing organisation, Citi 

has recently taken the opportunity to leverage the power of collective 

and create an integrated marketing function for the entire firm. By 

embracing the importance of data, purpose, resource and future-

facing planning, they are already seeing the benefits of integration 

from an efficiency as well as effectiveness perspective.

https://lionslive.canneslions.com/event/cmos-in-the-spotlight-carla-hassan-citi-e20-42881
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Live 2021

You can view the full schedule of content via Lions Live.

Thank you to our authors:

If  you w ould like to discuss anything you have read about in more detail, 

please contact vicky.bloyce@omd.com

Find out more: omd.com/emea
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Strategy Account Director

Irina Puzakova
Director, Client Service

Vicky Bloyce
Executive Director, 

Communications & Marketing

Grace Coops
Manager, 

Communications & Marketing 

Bayley McCormick
Manager, Insights

Saskia Benjamin
Executive, Client Service

https://lionslive.canneslions.com/schedule
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