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The true value of MediaCom’s BLINK_live can be found  
not only in its exploration of innovation but in its ability to 
bring people together. While Elon Musk may say that, “AI  
is a fundamental risk to the existence of human civilization”, 
at this year’s event it felt truly the opposite. With eyes wide 
open, BLINK_live can only be described as a technology 
conduit to human connection.

Opening the day with Jeanne Lim, CEO of Hanson  
Robotics, set the course for a unique take on the impact  
of technology for brands. With a background including 
a Ph.D. in integrated and holistic health from the Energy 
Medicine University, and a career detour as a Yoga 
instructor, Jeanne helps us understand that face-to-face  
is the most naturalistic and richest form of communication, 
arming us with the ability to capture both verbal and 
nonverbal cues.

The potential of AI, and robots like Sophia, is to humanize 
the brand experience, while increasing transparency 
and trust to build long-term brand loyalty and advocacy. 
Ultimately, people buy from people they trust.

With virtually every company’s goal to build on the 
fundamentals of human experience with empowering 
technology, three trends emerged from the day’s  
content sessions:

TREND 01. SMARTER STORIES
Growth comes from allowing for the exchange and  
capture of emotive data to generate richer information.

TREND 02. ASSISTED DISCOVERY
Brands that build frictionless – active, timely, anticipatory – 
services will be trusted advisors as they engage  
consumers in their journey regardless of time and place.

TREND 03. TRANSFORMING LIVES
When consumer attention is scarce and ephemeral,  
the importance of social interaction helps cut through  
the clutter and creates immediate affinity.

With these sessions adding depth to a more humanised 
interaction with technology, it was the closing keynote 
from founder of Global Citizen, Hugh Evans, that reminded 
us that ultimately our ability to put people first will yield 
the best results. Evidence that technology can truly bring 
people together (as it had at BLINK_live) not only helps us 
build more progressive solutions but renews faith in our 
ability as brands to impact people in a positive way. 

In this report, we will share our summary of the key  
lessons learned from BLINK_live 2019, combining the 
inspirational with the practical to provide actionable 
takeaways for brands. 

Josh Gallagher 
Chief Product Officer 
josh.gallagher@mediacom.com 

BLINK is MediaCom’s thought leadership and 
innovation lab, designed to help our clients better  
understand and leverage the latest media and 
marketing trends, insights, innovations and 
opportunities. The BLINK umbrella brings together 
an award-winning biannual magazine, trend reports, 
white papers, forward-thinking conferences, 
inspiration workshops, CMO round-tables, innovation 
labs, R&D, hackathons, and a monthly newsletter drop 
of the latest and greatest in media and marketing.

BLINK_live is a one-day, future-focused forum to 
help marketers unpack the now and next in media 
and marketing innovation. BLINK_live brings together 
brands, tech players, now and next media, cultural 
anthropologists, game changers and entrepreneurs 
for a day of inspiration, dialogue and unique 
experiences. 

ABOUT BLINK

ABOUT BLINK_LIVE

TREND REPORT:  
INTRODUCTION

TREND REPORT 2019 

PAGE 2



Did you know that human brains process visual content 60,000 times faster 
than text? This is powerful for advertisers competing for diminishing attention. 
Celebrated Godfather of Effectiveness and research partner of Unruly, Peter 
Field, says that “video is the most powerful medium for long-term success...it  
is the delivery mechanism of emotional stimulus and therefore hugely important 
to advertisers”.

Publishers like Unruly, Twitter, Facebook and Google understand this, which is 
why they have all invested heavily in data-driven visual storytelling. Indeed,  
the data tells a story. Of the 3 trillion searches on the Google server last year,  
15% were new searches. So, let’s look at how this new exchange of data can 
build visual, emotional stories for better connection between brands and 
consumers.

UNDERSTAND THE EMOTION 
Marketers often speak a lot about building “brand love”. To get consumers  
to start loving your brand, you first need to win their trust. 

Unruly and Peter Field recommend that exhilaration and amazement are the  
best emotional links to effectiveness, showing strong correlations across  
both business (pricing, profit) and brand (differentiation, esteem) effects. But 
what happens with the impact of culture? Cultural factors like big events or 
market nuances change ads’ emotional impact. 

To ensure brands are objective about culture, pre-testing is pivotal to  
build authentic stories.

OVERCOME OBSTACLES FOR THE CONSUMER
Machine Learning has become the ultimate multiplier for human intelligence. 
Capturing and activating emotive data enables brands to generate richer 
information. 

One such example from the Google Zoo team is the development of the  
New Zealand Maori Language app, “Kupu”. With Maori, a language now  
only spoken by less than 10% of the population, Google used AI to translate  
pictures of everyday objects into Maori in real time, resurrecting a beloved  
native language. Not stopping there, this smart app got even smarter. The  
more people who used the app, the more the Machine Learning was able  
to refine the dictionary and offer more personalised results. 

Using technology can optimise the user experience even for emotional  
and transformational content. 

Case Study:  
Kupu App
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CLOSE THE EMOTIONAL LOOP THROUGH CONTEXT
The medium is also the message. Quite simply, the way we send and receive 
emotional content is as important as the content itself. 

Twitter showed us that quality, brand safe environments are critical in building 
trust with users of the platform. Unruly and the IPA proved that placing emotive 
advertising in emotionally complementary environments delivered uplifts in 
completion rate. 

Meanwhile, the team at influencer platform INCA are using AI and data to better 
leverage those influencers we trust to connect the right content with the right 
people – coined as “many to many” marketing.  With the power of scale, they are 
then able to follow emotional content, with sequentially targeted advertising.

But why wait for customers to come to you? The Google Zoo team worked 
with Australian Broadcaster ABC, and their program “Stargazing Live”, to build 
a companion app for viewers to bring the wonder of Jupiter and its moons to 
viewers living rooms. 

Our physical and digital realities have changed with new technology.  
The advent of Augmented Reality (AR) means consumers can experience  
stories first-hand. 

USE YOUR “TECH STACK” TO BUILD A “CONTENT STACK”
While data-driven ideation and creation is rarely a fruitful exercise, this 
doesn’t mean we can’t use the advancements in technology to build more 
adaptable, immersive content for a better end-to-end experience. Brand 
should prioritise to make content that is “fit”:

• Fit for purpose – humanise content by testing emotional triggers

• Fit for promise – actively change behaviour, not just purchase intent 
through technology

• Fit for platform – connect better through quality, transmedia experiences

ACTION FOR  
ADVERTISERS: 

Case Study:  
Stargazing Live
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eRetail in APAC is accelerating the way brands grow. With 10% compound 
growth through to 2020 and 56% of all people purchasing online, we have 
reached a clear tipping point. So, what is the reason for such high growth and 
change in consumer behaviour?

Consumers have been telling us for years that what they value in brands is a 
simpler user experience (UX). The brands we love and the brands that grow have 
the simplest interface with their customers. As we move to 5G, Verizon Media 
polling suggests that 49% of people will expect a better experience as standard.

The advent of new technologies like Virtual Reality, Augmented Reality, Artificial 
Intelligence and Voice Assistants have changed the nature of relationships 
with consumers – active, timely and anticipatory services. In these frictionless 
environments, where brands lose their grip on the path to purchase, we see a 
greater importance on maintaining market presence, building memory  
structures and engaging consumers.

Three pivotal areas were identified to impact on a better, simpler customer 
experience.

A PLATFORM FOR COMMUNITIES
Our social platforms are ripe for communities that turn into commerce. In 
research from GroupM, over 40% of APAC consumers already think that 
Facebook (and more recently, Instagram) are for shopping. Your favourite  
brands are now – literally – at your fingertips.

In particular, Instagram know this and have built the platform on a much  
simpler user experience, while the fact that two out of three people have 
interacted with brands makes it a community platform.

New products are being built with the community in mind. Fashion brands  
like Sephora in France have already been trialling the impact of Instagram’s 
Polling Stickers (where the community votes on favourite products or 
experiences) on media and sales metrics. The ability to “click and shop” 
saw up to 4x increase in community traffic from influencers and 40% greater 
eCommerce results.

A brand’s ability to engage consumers in their journey regardless of  
time and place has only amplified. 

TREND 02:  
ASSISTED DISCOVERY
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MAKING CONVENIENCE RELEVANT
43% of APAC consumers in GroupM’s proprietary research are happy to shop  
and pay via mobile, signalling a watershed change in consumer behaviour. 

The fashion world, with brands like Zalora, have recognized that the entire 
experience can now sit on the mobile for in-market shoppers. eRetail has 
changed from being logistics to discovery, but now technology is fuelling 
the two. Visual Search is making “See it, Snap it, Shop it” a reality for many 
customers. Visual Search works when machines are presented with an  
image. It identifies physical objects within it and then searches for images 
related to those objects.

In partnership with ViSense, Zalora have found that Visual Search is the #1 
piece of new technology that shoppers are comfortable with to enhance their 
experience. Globally, 1 billion visual searches took place in the last year alone.

All brands can access micro-moments but they can also become a useful 
utility through more convenient, simple paths to purchase.

BRANDS CAN BE TIP-OF-TONGUE THROUGH 
CONVERSATION
Voice commerce offers a unique challenge for brands. Voice will soon  
become the norm thanks to the advancement of dictation technology. All  
search will become voice – already sitting at 20% in voice-advanced markets.  
It will change the way we shop.

While the opportunity is real – $40bn spent in voice searches, targeting in-home 
devices – the ultimate threat is to brands. While brands are being seduced by 
the huge amounts of data (and dollars) that can be poured in to purchase intent, 
in a voice world, the purchase moment become invisible. When voice search 
becomes the primary method of access, brands only get “one-shot” at brand 
preference. If you don’t have a brand, you will have zero chance of growth. 

TREND 02:  
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Brands like Huggies recognise that they must be first in a competitive market. 
When their retail environment is controlled by Amazon, they want to be the  
brand that is “voiced” in a search – or better yet, are fundamental to the 
conversations that parents have with their children. Called Huggies Skill, 
Amazon’s Alexa will be able to play a curated audio library of songs, activities 
and games for kids aged 0 to 24 months when activated.

All of these experiences are about creating services for a simpler user 
experience. Service brands will be trusted advisors and, ultimately, more 
memorable.  Case Study:  

Huggies Skill

MOVE FROM TECHNOLOGY AS ENABLEMENT  
TO TECHNOLOGY AS DISCOVERY
Being frictionless is not just about closing the gap between exposure and 
sale but ensuring that your brand is easy to find in the first place. Start making 
first-to-market memory structures so that your brand is not just top-of-mind 
but is now:

• “Tip-of-tongue” for voice-assisted conversations 

• “At your fingertips” for visual search or social commerce

ACTION FOR  
ADVERTISERS: 
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While the ephemeral nature of content is clearly appealing to people –  
500 million stories were created on Instagram in January 2019 alone – as they 
search for a world where judgement isn’t permanent, our emotions are built 
beyond six seconds. This line of thinking inspired Hugh Evans to develop Global 
Citizen, a movement that allows people to help end extreme poverty with more 
than just a six-second donation but an emotional commitment to create change.

While brands’ impact on society doesn’t always need to solve big global 
problems, it is evident that storytelling and technology can play a bigger role  
in social change. So, how can marketers take brand purpose out of the 
boardroom to audiences previously ignored or hard to connect to? 

BIG EVENTS HEIGHTEN AND UNIFY EMOTION 
Emotions have a profound effect on our actions and decisions. They create 
lasting impressions and affect our future interactions. We know that big events 
heighten emotions, thereby opening up opportunities for brands leveraging 
events to do the same. Ultimately, these events must be driven by the stories of 
the people, not the organisation.

Asian-born martial arts company, One Championship, knew this when instead 
of just focusing on the “fight” like many of its contemporaries, it focused on the 
“fighters”.  They are the heroes.  In particular, they create real life stories based on 
each fighter who has a unique set of values or purpose for competing.

Hugh Evans from Global Citizen knew this when he took the “Make Poverty 
History” concerts from simply generating awareness of the cause to becoming a 
vehicle for action. Now with their Global Citizen Festival, attendees are required 
to earn points to attend – acquired by actively inciting or making change. 

P&G proved this when its Olympics commercials were a huge success 
globally – resonating across the world with the message that behind every 
great athlete is an even greater mum. Using Australia as an example,  
Unruly’s emotional testing saw a 400% increase in inspiration for females  
and a 200% increase for males. 

TREND 03:  
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NOMADIC TECHNOLOGY CONNECTS THE 
CONSUMER JOURNEY
Technology can engage seamlessly with consumers regardless of time or place. 
The link between social and commerce on platforms like Instagram takes what 
once was a glimpse into a brand to forming an instant connection. Soon, instead 
of turning to a chatbot on your phone to learn about a product or purpose, you’ll 
just ask your Voice Assistant, which will also know about your preferences, habits 
and even helps you out. 

Mobile app, Gerak, was built as a mobility assistant app with Google’s voice 
technology, and informed users where they could locate the most handicap-
friendly places in their current area. Users could also book transportation  
directly through the app thanks to a partnership with Grab.

Brands need to build solutions on how people are using technology to  
make all interactions – and exchanges of emotion – valuable.

PROBLEMS WILL BE UNIVERSALLY ACCESSIBLE  
AND SOLVABLE 
For many audiences which are ignored or hard to connect to, technology will 
make their stories universally accessible. Both speech to text and gesture control 
have been used by Google to help break down communication barriers. 

“Braille Nails” from Shishedo in Japan was devised to help solve problems that 
blind people are faced with every day: the difficulty to navigate the world around 
them. The Braille nail kits consists of two parts: a set of ten distinctive nails and  
a companion camera-badge. The nails double as a marker, allowing the camera 
to track the user’s hands movements, even in visually complex environments. 
Hold your thumb up and Braille Nails will describe the scene to you: “There is  
a straight path in front of you with two benches to the left.”

Some technology will help brands connect so everyone can experience it, as 
Verizon Media explain, “5G is so fast it can change the world.” The lack of latency 
(the delay of the transfer of data) means that Virtual Reality experiences will have 
an immediate effect – virtual interactions can happen in real time.  
You won’t need to travel to a country to experience its poverty, brands will be 
able to create virtual affinity direct to someone’s own home.

This advancement will take people’s emotional understanding of brand 
purpose from incremental to transformational. 

Case Study:  
Braille Nails

TREND 03:  
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THE WORST TECHNOLOGY ISOLATES, THE BEST 
HUMANISES AND CONNECTS.
While the pressure of social media has created moments of isolation, we  
have also seen the momentum for change that can be achieved in a photo  
or 140 characters.
In trying to enact social change with media and marketing, we must think  
less on how we can use technology for targeting, but how we enable 
personal amplification for change-makers. After all, a problem halved is a 
problem solved.

• Bring people together so they can share the emotion

• Use technology to tell a personal story, not just deliver a personalised 
message

• Give everyone access to solve the problem 

ACTION FOR  
ADVERTISERS: 
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CONTACT US IF YOU  
HAVE ANY QUESTIONS:

Regan Baillie 
Chief Business Development and Marketing Officer 

regan.baillie@mediacom.com

BLINK_LIVE 2019 WAS MADE POSSIBLE  
THANKS TO THE FOLLOWING PARTNERS:


