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Housekeeping

• Please remain on mute when not speaking
• Do place questions in the chat
• The session is being recorded
• We will send the recording for watch-back and sharing
• Please identify yourself if asked
• For more information visit www.isba.org.uk
• Members can sign in to access the member area and member content



• An update on ISBA's priorities

• Responsible use of Generative AI

• Accessible advertising in practice

• Origin – Why it’s so important for 
advertisers

• Does brand safety still matter?

• Q&A



Phil Smith
Director General

ISBA

ISBA's Priorities



Purpose

To create an advertising environment that is transparent, responsible and 

accountable; one that can be trusted by the public, by advertisers and by 

legislators
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Origin

• Concluded Alpha Trial

• Launched Beta Trials

• Grew advertiser funding

• Confirmed new stakeholders

• Supported Aquila in US

• Built team



Contract Templates

• Updated Media Services Framework for Jan launch

• Launched Generative AI Contract Addendum



Media Accountability

• Conducted member consultation on ITV Contract 
Rights Renewal

• Embedded Retail Media Framework in IAB Europe 
standards

• Updated Programmatic Financial Audit Toolkit



Sustainability

• Engaged with regulator and members on 
sustainability claims clarity

• Supported launch of Media Emissions 
Measurement Framework

• Established ISBA Sustainability Forum



Advertising Accessibility – captions and audio description

• Led multi-country Ad Accessibility Alliance

• Convened digital working group

• Agreed measurement framework

• Established Community Calls

• Prepared hub and resources for Dec launch



Political Strategy

• Engaged with Labour pre and post General Election

• Contributed to Online Advertising Taskforce

• Chaired Age Assurance and Influencer Working Groups

• Drafted fourth update to Influencer Marketing Code of Conduct



Brand Safety Adoption

• Held third bootcamp

• Ran implementation workshops with major platforms

• Launched online training with Brand Safety Institute



Advice & Guidance

• Held two events on Responsible Use of Generative AI

• Completed third Media Foundation Certificate course

• Launched Media Excellence Certificate

• Increased Working Group member engagement



Lorna East
Head of Agency Services

ISBA

Robert Wegenek
International Media Consultant

The Quarterback

Responsible use of Generative AI



“Produce further advice and guidance 
for brands in the use of generative AI.

2024 Priority



ISBA / IPA 12 Principles have guided the way…



January – 101 Knowledge Session: AI-Empowered Marketing



April – Generative AI Guidance and Contract Terms Addendum



June – ProcureCon Panel

Themes included:

Education & training

Transparency

Collaboration



July – AA AI Taskforce Report



September – Podcasts



September Event – Responsible Use of Generative AI @ Google

• Consumer Trust & AI

• UK & EU Regulation Update

• Forming an AI Policy

• AI Transparency in Advertising



October Event – ISBA AI Summit @ Meta

• Hands-on ‘prompt whispering’

• Reckitt case study

• Panel: UK & EU Regulation



“

We’ve seen increased usage of Gen AI in the past 6 months…



“

…and Advertisers are developing internal Gen AI policies…



“

…but AI education and training is critical

15%

43%

7%

35%

YES NO,  BUT IN THE 
PROCESS OF 
DEVELOPING 

NO DON'T KNOW

DO YOU HAVE POLICIES AND PROCESSES IN 
PLACE TO TACKLE THE RISK OF BIAS?



GENERATIVE AI 
CONTRACT TERMS

• BEING INCLUDED IN NEW ISBA MEDIA SERVICES 
FRAMEWORK

• DRAFTED WITH INPUT FROM LAWYERS, 
ACADEMICS, ADVERTISERS AND CONSULTANTS

• CAN BE USED FOR:
o DEVELOPING INTERNAL POLICIES
o TO ASSIST IN DISCUSSIONS AND 

NEGOTIATIONS WITH AGENCIES
o TO WORK WITH AGENCY TO ESTABLISH A 

WAY OF WORKING
o HELP SET AN AGENDA TO RETAIN SOME 

CONTROL OVER PROCESSES AND BENEFIT 
FROM LEARNINGS



REMEMBER

• EVERYONE IS STILL IN LEARNING MODE 
(EVEN THOSE WHO CLAIM TO BE EXPERTS)

• THERE ARE NO STANDARD PRACTICES OR 
COMMERCIAL MODELS

• LEARN FROM THE LESSONS OF THE PAST:
o INTERNET, BROADBAND, SOCIAL 

MEDIA, ONLINE BEHAVIOURAL 
TARGETTING,BLOCKCHAIN

FIRST ADOPTERS > 
GROWING EXCITEMENT > 
SLIGHT PANIC AND F.O.M.O > 
ONSET OF SCEPTICISM > 
MORE CONSIDERED ADOPTION > 
PROGRESS TOWARDS MAINSTREAM
(marketing sector typically leads the way)

robert.wegenek@the-quarterback.com



ISBA Gen AI Recap:

Industry Principles for Responsible Use

Contract Terms for transparency and control in advertiser supply chains

Learning material

Keeping members up to date on the regulatory landscape

Industry forums to:

• Explore developments 

• Connect with AI experts

• Facilitate peer-to-peer discussions

• Amplify member progress and success



Vanessa Vidad
Inclusion Co-Lead 

ISBA

Katie Jackson
Chief Marketing Officer

Channel Four

Accessible advertising in practice



Tom George
CEO

Origin

Matt Thomas
Senior Director, Brand & Media, N. Europe

P&G

Origin – Why it’s so important for advertisers



Origin is here….
Programme update and an 
advertiser’s perspective

30th October 2024



© Origin 2024

The Origin stakeholder base
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+TBA +TBA +TBA

+TBA



The Beta trials have launched!

All 35 Origin advertiser stakeholders will participate



© Origin 2024

Feedback on new features

© Origin 2024

First-mover advantage within an evolving service

Scaled participation

£3bn
Beta trialists annual media investment

Incremental Reach 
reports

Age and sex 
demographic 

filters

UI improvements
Keyword 

campaign search 
improvements 

90-day data rolling 
window

Demographic 
slicing

Data quality 
improvements

Campaign-led 
user interface



Origin outputs – Completion status & reach
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e.g. Reach x Completion Status, by Channel e.g. Cumulative Campaign Reach 
vs Completion Status

Re
ac

h

Re
ac

h
Campaign Day   

All Impressions

MRC 2 Seconds

100% Completed



Origin outputs – Cross-channel reach
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e.g. Unique and Combined Reache.g. Unique vs Duplicated Reach

Re
ac

h



Origin outputs – Cross-channel reach
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e.g. Unique and Combined Reache.g. Unique vs Duplicated Reach

Re
ac

h

Deliver campaign 
efficiency

Improve audience
experience

Increase advertising 
effectiveness

1

2

3



Industry debate



Martin Lawson
Head of Product

Origin

Matt Thomas
Senior Director, Brand & Media, N. Europe

P&G

Origin – An advertiser’s perspective Q & A



© Origin 2024

Full market launch scheduled for Q2 2025
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Q3 23 Q4 23 Q1 24 Q2 24 Q3 24 Q4 24 Q1 25 Q2 25

Panel Build

Platform Infrastructure

Alpha Trial

Beta Trial

Incorporation

Launch

Pilot

Q3 25



© Origin 2024

Origin will scale
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Q4 2024 - Origin Beta Trial

35 advertisers + agencies

Q2 2025 – Full Market Launch

General availability

71% UK Adspend

Beyond 2025

General availability

90+% UK Adspend



Thank you



Phil Smith
Director General

ISBA

Does brand safety still matter?





Revenue share with creators



Controlling placement



User safety



Misinformation or Freedom of Speech?



The UK Perspective

“Nearly eight in 
10 people 

believe firms 
should be fined 
heavily if they 

allow fake news 
on their 

platforms”



The Online Safety Act



Responsible Investment Choices



ISBA Responsible Media Guide

• Knowledge Hub resources

• Actionable guidance

• First-party controls and third-party integrations

• Platform implementation workshops

• In-person and remote learning

• Partnership with Brand Safety Institute

• Multi-country alignment

November



Q&A



Thank you for joining us


